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10,672

Average monthly print circulation'’

16,011

Average monthly digital circulation?

26,849

Average monthly web sessions®

Over 3.8 million opportunities
to connect with customers in 2024’

Supermarket Perimeter’s omnichannel approach delivers
critical context and the latest news and information driving the
retail grocery industry. Each month, Supermarket Perimeter
provides on average over 317,000 opportunities to connect with
a highly engaged group of industry decision-makers, enabling
manufacturers, suppliers and service providers to get in front of
audiences that matter.

Average monthly newsletter circulation’

317,484

Average monthly opportunities to
connect with customers?

Source:

1. Publisher’s own data, June 2023. Average Monthly Opportunities to Connect with Customers x 12 months

2. Sosland Publishing Circulation. Qualified circulation for analyzed issues (January 2023 — June 2023)

3. Sosland Publishing Circulation. Average monthly digital circulation = Total Qualified Circulation + Non-qualified Circulation

4. Google Data Studio, January 2023 — June 2023

5. Publisher’s own data, June 2023. Aggregate monthly distribution (distribution x frequency) for Supermarket Perimeter Daily, Supermarket
Perimeter Weekly, Produce Insights and Protein Insights Weekly. No attempt has been made to identify or eliminate duplication that may
exist across media channels.

6. Publisher’s own data, June 2023. May include duplication of viewers across/within channels (Average Monthly Digital Circulation +
Average Monthly Newsletter Circulation + Average Monthly supermarketperimeter.com Pageviews).
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Circulation by business class Circulation by job function

52% President / Owner /
Chairman / VP’s / Directors
‘ 19% Store Manager
‘ 10% Buyer

7% Category Merchandising /
Marketing Manager

75% Grocery /

Supermarket / Club
‘ 13% Commissary /

Central Kitchen / Bakery
‘ 10% Distributor / Broker

2% Other

6% Assistant Manager /
Department Manager

‘ 6% Production / Operations /
R&D
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supermarket PERIMETER.com

Supermarketperimeter.com provides the latest trends,
consumer insights and supplier news for our digital
audience. Take advantage of online opportunities and
engage your customers on a daily basis.

35,178 10,515

average monthly average monthly organic search
pageviews mobile pageviews result sessions

Source: Google Data Studio, January 2023 — June 2023
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partners, finding the sweet spot between premium and
afordable will be paramount going forward.
Kent Harrison, vice president of marketing and premium
‘programs for Tyson Foods, Fresh Meats, said Tysoris Chairman
Beefis

It provides consumers a lower price point than
some cuts of prime beef, while still offering a
premium eating experience.”

Tyson has lso found that consumers
are looking to find creative ways to
stretch their dining budget by preparing
restaurant-quality meals at home. Th
Chairman's Reserve Meats brand does

that and is backed with name-brand

F ormany meat and poultry suppliers and their retail

romotions

of consumers reported eating
a form of animal protein
in the last six months.

Now that you know where you want to
start, you can plan your marketing Try.
the following strategies to get the best.
return on investment:

BY ANDY NELSON Check out your competitors
See what small businesses like yours
do for the same kind of seasonal
promotion. In doing so, you'll et to
find out what works for customers and

Almost three quarters of consumers say they
can't imagine giving up the taste of beef.

of consumers describe their dietary

consumers have traditionally preferred buying instore — i's more important
preference as flexitarian.

sonline grocery sales surge — even for products in the fresh perimeter that
7\ than ever or retallers to find ways of bringing people back to

stores and keeping them there, 2 o ' - recogrition and expert marketing support
One perfect way o do that st creae seasonal promotions thatstmulate the senses Get creaive with the o inspire shoppers and bl trust resuling n
and generate LTO buzz. offering shoppers a special experience they can only get resources you have higher basket rings, he said. S thoss flexitacions consurna)
onceayear You want to get as much as possible As consumers face inflaton, ' eitcal 8 77 el R
Seasonal promotions and offerings “are at the heart of what we do.” said Kevin Miller, out of your resources to increase your that packers and retsilers focus on o Pt 7

chief marketing officer of The Fresh Market bottom line. Create reusable marketing consume red meat at least weekly.

It part of the retaler's mission, he said, to make both every day and special occasions materials for this year and next. Before
extraordinary for its customers. you buy anything new for marketing,

Pproviding value to their customers,
said Michael Uetz, principal of Midan
Marketing.

One big way The Fresh Market gives its customers inspiration to help enjoy those check your storage for supplis that can How consumers define value can Gl e e
‘occasions — along with ideas for celebrating — is through its monthly magazine. be re-purposed. vary widely, Uetz said. Some shoppers :
meat snacks as a great option. We are seeing many
For example, beginning in August,the retailer helps its customers celebrate the magic consider low-cost grinds and roasts i P
of fall through the f s and textures of the. . like pumpkin Partner with other to represent the best value, while others RO SR R, (o=t ly from
spice, sunfk d fal mums and y community businesses Took to things tike Wagyu and USDA Prime for chicken, entering the space, and beef has expanded
September may feature ideas and treats to help celebrate Hispanic Heritage Month Strength in numbers can help you fight assurance they'e getting their money's worth. from traditional jerky to more diverse formats
and Rosh Hashanah, the Jewish New Year. back against retail chains. Find another . etz said, tokeep like smoked sticks, meat bars and snack packs.”
October, of course, is all about Halloween, and in November, The Fresh Market will ‘small store to work with, and you'll both things in perspective.
incorporate promotional, limited-time items in its stores to help customers make the see better results. The USS. Bureau of Labor Statistics’ October 2022 Consumer

most of their Thanksgiving and Christmas celebrations. Price Index report, for instance, showed food as a whole at 10.9%
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Editorial coverage 2024

From consumer trends to expert advice on merchandising to the latest
new product releases and more, each issue of Supermarket Perimeter is

8 - OCTOBER

filled with editorial content that retail executives can use to improve the
performance of their perimeter departments. Each issue includes articles
on individual perimeter departments — bakery, deli, prepared foods, ?'
airy/cheese, meat/poultry, produce and seafood — along with feature

articles, food safety best practices and technology updates.
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“For the last 40 years, we've been i the business of making every season special”
Miller said. "We want to help our guests take a moment to savor the season's best with for busy
family and friends. Whether t's a seasonal meal, cup of our delicious seasonal coffee, or
aglass of wine or beer, our goal is to help our guests pause to enjoy family and friends people to buy from ret:

through special offerings that bring their celebrations together”

Regardless of the season, The Fresh Market's ‘curators” scour the globe, Miller added.
on the lookout for unique items that the chain highlights as “special finds.”

“They're ingredients or products that you can' find anywhere else - and could be just
the perfect touch to make traditional seasonal recipes better than ever.”

Creating a “theater” experience

Schedule enough employees
imes
The end of the year encourages many.
Pl locations.

The holidays are also a popular time for
employees to seek vacation days. If you
run a promotion at this time, schedule
enough shifts to cover your business.

Schedule Promotions in advance
Use your point of sale device to plan &
schedule upcoming promotional offers.

For Carlisle, Pa -based retail chain GIANT, seasonal promtions play a key role in helping
¢ within and

d setting the stage for “thea
the store, said Ted Williams, GIANT's director of nonfoods
Seasonal promotions have always played a major role in GIANT's

Get help with your digital marketing
Gst help.mith your, i

plans, Will . But over time,

makers have refined their best practices to improve the end product consumers see.
“Seasonal never really lost importance — it's the continuous improvement of item
‘curation and merchandising practices that have evolved to allow for creativity o better

decision number of people who learn about

your promotion. fyou don't consider
yourselftech-savvy, get help from
someone you know: Social media events

meet the needs of our customers. Willams said. "So while it appears that Ihas g 3
gained in importance, in reality, everyone has just ‘upped their game’ over time” e ot B e
[S— OCTOBER 2022 - 9.

oreand more retailers are seeing the advantages of taking
asuper-personalized approach to e-commerce.
One company that helps them to do just that, Charlotte.
NC.-based Grocery Shopii, expects big growth in 2023 as a result, said
Katie Hotze, the company’s CEO.

Grocery Shopil's platform works by asking retailers to think of
arecipe as a bundle that contains all the necessary ingredients to
produce a meal. That bundle may contain items from the bakery, meat
department, dairy, fresh perimeter, and center store. And it's where the
power of technology can drive bigger baskets and impulse purchases as

In the first wave of grocery
o take all of their tens of thousands of brick-and-mortar SKUs and put
them on a platform as is. with no real thought to a strategy for how to
move them.

The result, Hotze said, was frequently a ‘miserable shopping
experience. For shoppers with food allergies o other dietary

itsimp purchase process by delivering value for the shopper.
Alotof retailers have recipes as part of their P
but the key is to turn recipes more directly into sales

“Recipes are great for engagement, but we want to get them to the
finish line.” Hotze said. “Because if they can do that, shoppers will spend
30% more”

limitations, it was often ly unusabl P
didn't typically include ingredient information.

As they seek ways to refine and personalize those first forays into
e-commerce, retailers need to be more strategic, Hotze said. For
instance, they need to be aware of generational differences among their
customers.

Young shoppers, for instance, don't look at how many stars a
product has online, and they don't read online comments. They want
to find someone they can trust — someone who shares their dietary
vestrictions, for example — and then buy the foods and try the recipes
they recommend. Grocery Shopii,  digital meal planning platform, has
users who trust the food influencers on the company’s platform so
much, they will add recipes to their shopping lists without even looking
at them — the word of the influencer, who they know shares their needs
andwants, is good enough.

pii shoppers also come back to a store they like four
times more often than regular shoppers, she said.

The company is growing through a major growth spurt now, but Hotze
said the Grocery Shopii technology was a hard sell at frst for retailers.

“They wanted to see someone else do it frst”

pany’s first retail client dependent grocer who had
seven children — someone, in other words, who needed a quick, easy.
customizable approach to meal planning.

“He understood it” Hotze said. "Our hyper-personal shopping
experience takes five minutes or less. We started out with shoppers.
helping them personalize their meal planning experience. Now we're
really seeing that switch to grocers, and figuring out how we can be the
best merchandising tool for grocers.”

Recipe technology s a ‘really simple value proposition’ for retailers,
she added. On their websites, recipes get the most clicks. Taking the

S — APRIL2023 - 9
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inflation, but the meat category as a whole was just 2.9%

‘while others are still seeing it grow. October CPI for beef was

Some meat categories are seeing an ease in inflation pressures,

of consumers said they

down 3.6% year over year, but poultry was up 14.9% and pork up
4% year over year.

Right-sized

Ancther trend meat and poultry suppliers and their retail
partners will be keeping a close eye on in 2023 is the evolution of

packaging sizes.

ready offerings that include smaller portion sizes for consumers.”
Harrison said. “Case-ready value-added products have ssen
tremendous growth over the past decade and we don' foresee
demand slowing down in 2023

According to the 2022 National Meat Case Study, case ready
‘makes up 83% of packages in the meat case, Case-ready products,
Harrison said, help consumers who are searching for flavor and
convenience. It also streamlines operations for the retailer by
reducing waste, increasing food safety and consistency, and helps
reduce out of stocks. As more retailers add case ready packaging

be  retailers to supply case

————

snacked at least once a day,
a15% increase from 2021.

of consumers prefer branded
fresh meat, and 23% of consumers
consider brand a top decision
factor when purchasing meat.

of consumers reported eating
a form of animal protein
in the last six months.

FEBRUARY 2023 -

By Andy Nelson

onsumers love the convenience and safety of
packaged food products. At the same time,

Packaging industry sets the bar
higher on eco-friendly products

Placon's recycling center covers about 70,000
square feet and is located on the same campus as the

they b and
want to reduce waste wherever possible.

It's one of the central paradoxes in the food world
today. But while many throw their hands up and
consider it to be an unsolvable problem, packaging
manufacturers see it as a challenge that can be tackled
and overcome, as their continually evolving product
lines make clear.

In January, Madison, Wis.-based Placon, which makes
containers for food and other industries, released its
first-cver sustainabilty report

Its the first thing you see when you go to Placon's
website, a symbol of the company’s commitment to
recycling as much plastic, conserving as much energy
and E dly goal

p Placon uses all
recycled content and extruded RPET material made at
the facility internally across food. retail and non-sterile
medical PET packaging product lines, Kinziger said

The facility, 12 years old, is n the midst of a three-
phase expansion with the ability to accept 100% locally-
sourced bales. Currently, Placon works with multiple
sources of PET bale suppliers, including certified ocean-
bound plastic, domestically and internationally to obtain
the highest flake yield.

In addition, in 2023 Placon will add a new battle sorter
and flake sorter that will allow the company to capture
more PET bottles and thermoforms and increase its
throughput by 21%

‘The report is both a look back and a look forward - a
review of the company’s achievements and a road map
for the future.

Asits port makes clear, Placon is
aligning its goals with the Ellen McCarthur Foundation,
‘which prioritizes a circular econormy, regenerative
nature, waste elimination and other goals.

The recent past is full of
for Placon, said Kali Kinziger. a product manager for the
company.

In December, Placon launched its new line of crystal
clear tamper-evident round deli containers, which come
in five different sizes, ranging from 8 o 32 ounces. That
follows on the heels of the company's introduction
of new tamper-evident salad bowls that can do
double duty for bakery, prepackaged foods and other
applications. All are 100% recyclable.

On tap for this year: atits main manufacturing facility
in Madison, Placon is aiming for zero net waste by the
end of 2023, and its other facilities will follow in the

And d g plastic.
In 2021 the company invested in its own "solar farm,” a
piece of land up the road from its Madison plant that is
full of solar panels. 2022 was the first full year the system
‘was in use, and the results were phenomenal, Kinziger
said: from 8 am. to 8 p.m. solar accounted for half of the
power used at the plant

Nearly 50% of all raw materials used in packaging made
by Novolex are derived from either post-consumer
recycled (PCR). renewable, or bio-based sources

That allows the company to innovate new products

\g years, with all to
by the end of 2025, Kinziger said. To help achieve that
goal, Placon is extensively remodeling its standalone
recycling center, which takes plastic from a variety of

designed for said Erik Gonring,
senior director of sustainabiliy.

In October, Novolex received BPI certification for
the Dubl Life line of paper bags and sacks, extending

sources, recycles it and turns into Pl Kaging for
instore delis and bakeries and other food and non-food
destinations.

“We truly have post-consumer recycled content, and
we can prove it she said. "Our customers who have
sustainabilty goals, wefre telling them: we can help you
achieve them.

its with the
certification to include one of its highest volume product
categories.

“Dubl Life bags are also recyclable, so we had a great
opportunity to use the bags to support consurmer
education by featuring both the How2Compost and
How2Recycle labels, which inform consumers of how to

MAY 2023 - 15
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Departments

TASTING
NOTES
of common
cheeses
Wisconsin Cheese has compiled this quicklist
of popular cheeses and their flavors. Tryi

ing
out some of these cheeses can help caibrate
your customers’cheese tasting abiltes.

The intake
e Heart tion, the Americans
and the Cereals & Grains Association (formerly known as AACC

What grail International)

‘The greatest increase in whole grain intake, 61.5%, came under the

The 2015.2020 Distay Guidelinesfor Americans
defines whole grain foods Dalas
or the grain- or fl i
component as whole grain ingredients. Under
that definition, the mean intake increased to .81
oz from .5 oz. The definition from the Cereal &

By Andy Nelson

Samplin

1.1grams of fiber or more per 10 grams of
‘carbohydrates. Under that definition, the mean daily whole grain intake
increased 10 1.05 oz from 65 0z

Grains Association states that a whole gran food Sprouted whole wheat loat
I 0% whole d Silver plant- o Gouda. Gouda often has caramel and
based on dry weight. The mean intok grains is introducing = butterscotch notes that taste ke cooked
to .73 oz from .51 oz under that definition. its latest innovat The all- 2, but in order to. ~ sugar and intensify with a

wheat loaf is madle with whole and ground flax and chia seeds, offering By Andy Nelson

ditional cheeses from slps, Wisconsin
cheese makers have adopted slpine-style
and given it unique dash of Wisconsin
love. Alpine-style cheeses are famously

profile, including 400 millgrams of Omega-3 ALAS per sice. Each slice
fber protein.

WING SALES AT GROCERY DELV/PREPARED HAD ALREADY BEEN Several industry trends that Wayne-Sanderson is keeping on top of
"

are thought to impact brain, eye and heart GROWING, are helping Bell

WHOLE GRAINS ARE GROWING AT A REMARKABLE RATE and
b

Friend passed away a year ago, and his
John,

eginning
10 understand the importance of them. As o May 2023, the Whole Grain
roducts

deliver fresh daily to neighboring Ksns.«
. Topeka,

P
the need for Farm to Market to sustain their high-quality profile. “Every
piece of bread is touched by human hands at some point. We want to

healt ] and f
excellent plant-based sources. Many other foods that offer Omega-3

trends in the direction of convenience and prepared foods, said Tom
Bl vice president of prepared foods sales for Oakwood. Ga.-based

“The use of fully cooked wings has allowed a quicker recon time
in the back of house as well and hot deli Steam cooking locks in the

nutty, vith a flavor similar to toasted
hazelnuts. You can also expect some

grow but it a 9 the Wiestern diet. Wayne-Sanderson Farms. ‘moisture often missing i a resh wing. and our use of only fresh wings grassy notes that taste like freshly
2 h challenge their daily needs of the essential ‘Then came infltion, which made demand jump even more. in our operation helps toreduce black bone occurrences after cooking: cut grass.

Bundy pans, pan coating that nutrent “The market for wings is hotter than ever” Bell said. “Wing bars are Another aspect of s wing division that has helped Wayne-Sanderson lozzarella. Recognized as the most.

ABurford perfect E " duct . delvertop popular cheese in America, mozzarella

Farm
to Market breads, which are ahways hand loaded into Revernt rack ovens
and their four-deck Bongard deck oven.
“Our biggest growth isin siced breads. Friend said. Addressing

the challenge that high-hydration doughs often lose their form as they
‘move through the lines, Friend explains that their doughs cannot be 0o
wet to serve the higher e of great flavor and consistent qualty.

“There is definitely a balance. he said. ‘Mo wants to make a PB&)
without the jelly falling out of e miader

rowth in grains

are nutrient-rich but dont sacrifice on flavor, and we're thrilled to

introduce our new Omegamazing offering, which does just that.”

said Jodie Douglas, senior marketing director at Silver Hils Sprouted

Bakery. Omegamazing brings a delicious new option

T inOmega.3 ALA 0 the bred isle an 5 v 7

perfect heart-healthy base for sandwiches
snacks”

“Omega-3s are an essential part of our dit,
and flaxsceds and chia seeds are wo of the
et ety suscesof e clent s

o
The 2022 IFIC

The average person eats abou! 290 wings a year, Bell said. And Super
Bowl consumption jumped from $L4 billion in 2022 to $1.5 bilion
in 2023

Wings are a huge, ever-growing success for a number of reasons,
Bell said:
« Great flavor

Center, Bell said.
Paired with its pilot plant and new dedicated production lines, the
enter lets

right

and then to scale.
A e mergrof Wayn Farmsand Sadorson Fars s et

. prep methods
« Easyto prep andserve: a
« They “travel well”for mnbvle lifestyles/activites, e.g.sports events,
tailgates and picnics.
Whether they're breaded, unbreaded, steamed or marinated. wings

meeting s at retal,
Bl said.
“We're a larger company now with more resources, able to bring
interms of volumes,

RETAILERS COMMITTEDTO
an effective cheese sampling
program need to remember to.
engage four of the five senses:
SIGHT: The cheese-tasting

SMELL: Take a deep breath
in through your nose. Right this
moment, millions of neurons

in your brain are dissecting
allthe smells around you and

Before you even touch the
cheese, visually take in ts

Smell
s one of our most developed
senses, 5o it should come as.

Earthy
TASTE: Finally, the part any
cheese enthusiast has been

Sweet

SourlAcidic

salty.

Bitter

Umarmi (savory)

“As you spend some time.
acquainting the cheese with
your mouth, pay particular

PP ¥
What does the texture look

waiting for.

brings a milky and lactic smell, with

flavors similar to cream or whole milk.

Allthat milk means you'll get  buttery.

mouthfeel (smooth and creamy, just like:

butten).

@ Parmesan. Made with a delicious

complex flavr profile, parmesan s

often sweet with flavors like caramel or

toffee, and fruity like pineapple. Don't be.

iurpvised if you swing between sweet and
avory when tasting parmesan, buckle up

secorn o Gatom TVl craia Counel Thisyea, oot “Tne new ar0 gl i all ot et grocery o xcepton. el said.  The seal Super Bowl champ ourtaste” actualy comes flom o sart wih abig hurk You  shine a it brighterthan therest” % il
N - peopl benefi they HilsSprouted Bakery Andwith tiee? “smell” Limburger. Limburger has quite an
Of note, the survey f g “Flavors and tastes are changing—beyond bulfalo lemon-pepper and Bt p cant veinsof assertive lavor; earthy with notes of
B O A VR ’ that they consume S Ciy B color Consider thisan ocular  distance between the cheese  and move around your mouth.  afterswallowing are known as fresh mushrooms. If you enjoy a strong
Feoponents WAk 50 Know Faore abous ancient Graing, 6n 65 of health hat they b ingredient opting for bold iavors “About L caten during Super pat-down. andyournose — somenose- It mighthelp toclose your eyes  the finish, Doni eel badif you cheesevith  ton of character, mburger
respondents are farilar with ancient grains, Yecently started a sourdough program Wit a that st Veganand fusion — from Asian, Cai-Baja, Korean and S Thats2x TOUCH: The next step on Kicking cheeses lke lmburger 50 youcan eally focusonthe  cant quite put your finger onall i foryou. IFimburgers aromatic smoll
Wholesale bakeries are answering this calfor higher quality options.  Costco that is going very well he says. Glyphosate Free. Kosher, Non-GMO Verified, hot flavors leading the pack” — or 84 millon wings — more than last year i Getiing dance of avors. the flavors and aromas youte intimidates you, don't worry. This
InKansas Ciy, Kan, Farm to Market Bread Co e One study that was published in November 2022 in The American  and peanut and nut free. lled  There are for the uptick, said. the cheese &y punch! You can also il Like anything, cheese's barkis way worse than its bite—
areanow John Friend said. I you o trigh, rozen males a ot et sitver ly debuted new capacity, Tom Super. perception of handtowards  the par P in fact you'll be the one doing the biting.
throughout the region. intake over 15 years, but lhe level of ge and full product Bellsaid. prices. sof  yourface, The best solution, then, isto 4 @ Blue. Blueis known for it piquant and
The company has a rich history. While worki 1 a 3 definiton of a whole gra packaging redesign for 1 lineup of breads And the use of robotics in packout itstabor 4 dga g Game whather at oly or dense ul Rtinto your or. Use You'l quicly sometimes carthy flavors, ranging from
balcery in the 805, Farm to Market's founders Mark Friend and Fred Direct flour. T i the AJCN study. researchers from the Boston-based Friedman begels. and bun, The redesigned packaging chalenges Homecrats txgwatsaot? Supor sid, Wi Aoy s s and hard? . What kind of fing, iy mild ostrong, Texture wise yoi
bread E with Farmer Direct Foods. We share the 3 by Polieyat was inspired by the brand's longtime mission “The state-of-the-art equipment allows for consistent, high quality  inflation impact almost every part o thei ves, both wholesale and belooking  budson our tongue arecapable . incrediblefange of astes and ’ expectaich and creamy mouthfeel that
same values of supp ; {armers and sourcing sustainable, i grain intake in the United States increased 39.5% o 615%, depending on 1o inspire healthier living through healthier Bellsaid g ol dingto your taste buds will thank you for.
was partial 0 a gy . he said. ” ustocontinue % which whole grain food definition was used. No matter the "e""‘“"“ choices and now allows consumers to easily The new production line makes i easier than ever, he added, for Wayne-  USDA, Seeing alot more 4 the type of rind. eye out for these notes: o the table”
City for fresh bread baked from quality ingredients. In 1993, Farm to . vehile also 3 the US mean consumption of whole grain foods per spot nutritional values for the There were a lot of great story lines heading into this year's game,
Market Bread Co. was born from that idea. : i below the recommended daily consumption of at least 3 oz nutrients they care about most its own WSF Flyers, Bufaloos and — new to the mix — Flying Saucers.  Super added.
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e

LASTYEAR, A SUPPLY
atime when sales are usually highest, saw sales decline and prices
increase.

During 2022, consumers adopted inflationary behaviors with many
households deciding that bacon was no longer a necessity and more
of aluxury item

recent 2022 Power of Meat report, 16% of USS.
‘consumers identify as flexitarian, and while they eat meat,theyre trying
- But

they love and can't imagine giving up the flavor of meat.
“Because of bacon's distinctive flavor profile. t's a great choice for
to cut back on their litle

y bacon goes a long way when it comes to flavor” Fleming said.
throughout 2022
In fact, Cal Tharp, senior brand manager for branded bacon at Tyson  New sizes and flavor
Foods, noted i y
1 therefore, y 52% This ypi
vs. the year prior in total US. across al retailer outlets. eatb of y

However, with the calendar having tured to 2023, one of the best
things for the bacon segment i a return of supply and stabilizing of
prices. In December and the first weeks of January 2023, retailers are

as opp
‘other meals. Conversely. 38% say bacon s an easy way to incorporate
more protein into their diet. accovamg to Mintel

\g bacon back to levels and.
experts expect this to be a sensational year for sales.

“This is great news for retailers, who saw a shrinking supply last
summer” said Patrick Fleming, a bacon brand
specialist for Midan. “Now, retailers can be more
confident in a steady supply, which opens more
opportunities for promotions

According to Mintel's Purchase Intelligence

“Thicker breakfast
plate and are growing in populanly Fleming said.
Enrici sees a lot of correlation to what the industry sees trending on
foodservice menus.
“The biggest trends we see in bacon are
thicker cut bacon and also flavors that go well

The biggest trends we oo senss st sncry pasings:

he said. "As we increase our product line, we will

0L all of the top-performing protein launches  see in bacon are thicker oot curent rends to heip guide our gecisions

across categories on the measure of purchase
intent (ikelihood of purchase), were ba

cut bacon and also

s we round out our portfolio”
Since the pandemic, consumers have become

sroductsorcontaneanconrscontor s flaors that go well with o esermerta o sk rev rs

shows consumers are quickly returing to their

of bacon to add to their recipe:

love of bacon bacon such as sweet  wnen you ookt the bacon segment we
d . w have woods like cherry, apple and maple in
Worth watching and savory pairings. ddition to the more traditional hickory. Fleming
3D Enrici, vice president of sales and marketing Hailey Tranchitella, Hormel Foods  said. "With seasonings, we also have many new
for Coleman Natural noted as clean ingredient flavors beyond the traditional pepper bacon
Wen, »

becoming more aware and taking note of wha s in the products they  bacon, similar to other product categories ke small-batch bowrbon”
consume. month

“Shoppers are looking for products that have Free From' claims such
I natural, no antibiotics, no h

and what
their families.” he said. ‘Coleman Natural bacon has always held to these:

‘with some newer items to enter the mix playing off the idea of new
favors, different cuts and forms.

“Recently. a
neirnew marinated meat varietes” she said ‘Additonall there are

high standards. There s also a lot of
‘Court will do regarding Proposition 12 in California. Coleman Natural s
proud o be crate ree and has productthat s complant and readyfor
customers in California and Massachuset

Hailey Tranchitella, senior brand analysl for Hormel Foods, noted

other takin the b
incorporating its profile into. oer tams such s ot dogs. It seems ke
the only thing that could make bacon better is add more bacon”

What's new

g on providing
and increasing convenience for the consumers

facilty in Bowling Green. KY in fall of 2023, Once operational, the

“Itis in our DNA provide
the mostconvemient producsto ur consumare” shesaid, Sak 1 38y
that Hormel Foods has nailed both sustainability and convenience, but

delicious cut of meat

retailers and tobe

growing demand for the company’s Wright and Jimmy Dean brands.
Additionally, in 2023, Jimmy Dean wil be introducing chopped bacon
and Wright Brand will be rolling out a steak cut variety.
One of the biggest barriers for the bacon consumer is the mess it
creates on the stove or in the oven. Hormel Foods recently created
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BAGGED SALAD PIONEER FRESH EXPRESS HAS ADDED THREE
W

product toits crunchy blend salad roster

Twisted Caesar Lemon Caesar, Twisted Caesar Pesto Caesar
and Mexican Style are the new chopped varieties. Butter
Supreme joins the crunchy blend lne.

leaf lettuce, topped with crunchy Parmesan cheese crisps, dried

9

Twisted Caesar Pesto Caesar: a fresh blend of crisp iceberg and
greenleaf lettuce, tossed with crunchy garlc brioche croutons.
parmesan cheese, and a creamy pesto Caesar dressing.

leaf lettuce, sivered carrots, and shredded red cabbage garnished
umbled

cotifa cheese, and a cheesy sweet tomatillo dressing.
Butter Supreme is a tasty and colorful blend of green butter lettuce,
red butter lettuce, radicchio and baby chard is an excellent source of
vitamin K and a good source of vitamin A.
‘The new kits have a suggested retailprice of $399 and are available
nationwide at Albertsons, Ald, Food Lion, Giant Eagle, and Walmart.

Fresh Express's now.
Saaaxits mp e

and or o o it
e

54 - APRIL2023 Jr—

AUDIENCE REACH

At Fresh Express,
innovation is at the
heart of everything

we do — from seed
selection to packaging
technology to culinary
development.” ‘

Fabian Pereira, Fresh Express

4

inspired international flavors are driving food innovations, and chopped
salads kits are well positioned to drive growth for the value-added sal
category, according to Fresh Express.

uu\wm

ROM

Salad kit innovation, efficiency,
food safety: the Dole/Chiquita
deal’s benefits to supermarkets

The sale of Dole’s Vegetables division to Chiquita will
help solvelabor and inflation-related issues, increase.
innovation and create even stronger food safety

d kits and other categories, according
to the companies.

Chiquta is acquiring the division for sbout $293
millon in cash. In the financialyear ended Dec.
31,2021, the divison reported revenue of $.28
billion. The business has agricultural aperations and
four processing plants across the United States and
employs more than 3,000 people.

“We are pleased to announce the sale of our Fresh
Ve ubln Division. Combining vith Fresh Express
rove the offering and service to customers
G through increased investments in
id

innovation, efficiencies, and food safety," said Carl
McCann, Dole's executive chairman.
Jose Luis Cutrale Jr, Chiquita Holdings' chairman,

said the deal combines best practices across food

Chopped kits, for exampie, represent 18% dolir share of the total safty reshness fproduce, mchniaion
value-added d innovation tooffer rapidly expanding
that trend I fl
¢ said

Fabian Pereira, P i ly help
. ity -

g base,”
blends, Y said. "The combination of both businesses, when

meal occasion”
o A A B B B

consummated, willllow us to continue to create the
best products under the Fresh Express umbrella.

found that of
“ultimate salad', d

51% think it should be loaded with toppings.

‘consumer preferences and incorporate trending flavors and premium
ingredients. according to the company.

5
inflationary pressures experienced throughout the
produce, food and beverage sectors of the economy.”

APRIL2023 - 55

EDITORIAL COVERAGE

EDITORIAL CALENDAR

Seafood

AFTER

sales
are expected o continue to grow this year.
Overall

ending Nov. 27, according to IRl and 210 Analytics, while smoked
salmon sales grew 16%. At the same time, overall fresh seafood sales
declined 17% to $489 millon — lower than in previous months — while
inflation in the overall category rose 2.9%
particular,

‘overall category. according to Chris DuBois, executive vice presiden,
Americas Protein Practice at IRL

For the four weeks endlr\g Nov. 6, 2022, value-added salmon sales

55%,cor
R A SN
fell 37%

g the last o
for salmon. Without

DuBois said

demand; said Anne-Kristine Oen, director-USA for the Norwegian
Seafood Council

Publix realized double-digit growth in value-added salmon sales in
2021 by o

y
seasoned salmon that allows the customer to select their sides, said
Development

Giant
Seattle, ay Foods, such
portons and None'ylalaveno savmon
ty of Is and n
Pesto

Atlantic Salmon with Asparagus.
The myriad of new ways retailers are merchandising salmon is
“absolutely driving that one or two extra rips a year” said Anne-Marie
Roerink principal at 210 Analytics.
“Maybe salmon made inroads into grilling because of ready-t0-go
Kabobs that replaced a steak or chicken kabob, Maybe marinated
salmon brought that something different that shoppers are looking

ts high Omega 3 faty acid content — leading to strong sales month
after month,
Post-COVID, many Americans are more focused on food as part of an

for or m:

purchase instead of getting takeout or delivery.”

“An g part of is cutting

» g value-added
products, shoppers say that "buying something different” as a reason is
aclose second. according to Roerink.

that Iso, while the
price has increased on proteins lie poultry and beef,the increase in
price of salmon has been lower”

Eve

0 “healthy.
delicious and versatie fish” and s relatively affordable, Oen said.

sushiand poke bowl that are widely appreciated.”

“non-fishy

e
“Th v

strength has come it strong health halo, high consumer awareness and

acceptance, and people’s comfort with preparing it. Salmon has done

fish” that s versatle tasty and easy to prepare, echoed Leigh Paone,
i kewood,

wellin extratrip, underscore

L its wild coho

ts

. hsh
Consumers recognize the health benefits of salmon — particularly

Whie it wil be hard to beat the new dollar and
Volume records, the creativity in the marketplace s encouraging.
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Editorial coverage 2024

Commissary Insider

Each issue of Supermarket Perimeter includes
spotlights throughout the magazine related to
commissaries, central production facilities and
manufacturers that produce products for perimeter
departments within grocery. These sections of the
publication highlight R&D, operations efficiencies,
packaging, technology, equipment and food.

INTRODUCTION | AUDIENCE REACH

By Andy Nelson

CONSUMERS WHO WANT SOMETHING A CUT ABOVE FAST FOOD
but aren't ready to return to their pre-pandemic restaurant habits
(and maybe never will) are driving huge growth in the grab-and-go
sandwich category at grocery retail.

La Brea Bakery has loved watching how culinary teams at grocery
stores have invigorated their premium sandwich offerings by
incorporating La Brea breads in their grab-and-go sections, said Brie
Buenning, La Brea's marketing director.

42 - MAY 2023 supsrmarke

“We're excited to see more of this.” Buenning said. “While the classic
sandwich still exists, finding a traditional baguette with layers of
prosciutto, or vegetables layered on an ancient grain roll is always an
exciting option for consumers to find.”

Grab-and-go has been exponentially growing since 2020, when the
pandenmic fueled consumer desire for being able to grab a quick pre-
made meal without sitting down in a restaurant, she added.

And the category is still experiencing growth, as consumers are

Edbbrg - strkodobn som Ry Pofcota

| EDITORIAL COVERAGE |

keeping an eye out for timesaving and cost-saving ways to feed
themselves and their families. This, Buenning said, is giving grocery
stores an opp 1o capture the | audience.

“Inflation has made consumers more conscious about the money
they spend in restaurants, and made them not eat out as often.” she
said. "However, they're still looking for easy meal solutions and high
quality, creative food options that are easy to take home and re-heat or
eat on-the-go”

These trends. she added, are driving the grab-and-go category
throughout the food industry, During the pandemic, certain restaurants
flourished by adding grab-and-go sections, and many are continuing to
offer this as an option to their diners as the pandemic wanes.

“With consumers getting back to their busy lives, grab-and-go allows
them the convenience to purchase a guick and easy meal without
spending the time to make it, and without incurring the added expense
of eating out”

Recognizing the growth and attraction of the grab-and-go trend, the
La Brea Bakery research and development team revamped the brand’s
buns, rolls, and other sandwich carriers in a Thaw & Sell format that's
vegan-certified with an ambient shelf life up to four days.

The breads guarantee the great taste and texture that La Brea Bakery
customers expect, Buenning said, while supporting premium sandwich
options in the deli case. Using natural enzyme technology. La Brea
Bakery sandwich carriers have an increased ambient shelf life of four
days, enabling operators to free up freezer space and use the breads
over several days, decreasing waste and maximizing profits

Raybern's gets creative again
During COVID and the supply chain headaches that came in its wake,
San Ramon, Calif -based Raybern's focused on its core items, putting
innovation on the back burner.

Now that the world is trying to get back to business as usual, the
sandwich specialist is starting to experiment a bit more, said Lexi
Levang, associate brand manager.

“Our core sandwiches are still our Ne. 1 priority, but as things are
starting to stabilize, we're looking at some different things.”

Many of those things are still in the works, but Levang did share that
later this year, Raybern's will be launching some new grab-and-go
products specifically created for a Walmart private label program,

Also on tap for later in 2023 are new non-sandwich grab-and-go
items. It's a way for Raybern's to take advantage of its high-quality bread
recipe, applying that same level of quality to new items.

Other trends Raybern's is keeping a close eye for possible future
products include Asian-inspired cuisine, hot honey and other forms of

| =

me Qubov®
Nashville Style
Chicken Sub

supermarke

A better sandwich bag

Poliearta’s Oven2Go sandwich bags are
the perfect choice for commissaries,
central kitchens and other facilities that
supply grocery instore deli/prepared
departments with sandwiches.

With Oven2Go, food moves from
freezer to oven to your customer in
asealed package that meets FDA 21

CFR, BfR XXXVI/2, and EU(EC)

1935/2004 guidelines, alloving
commissaries and retailers to cut
consumables and increase their
throughput with a single product.

Customers can also look forward to
“no more soggy food,” sccording
to Policarta. “Heat retention plus

hurnidity control means a perfect meal
every time. Pick the speed you need.

Flawless performance in accelerated
cook ovens up to 400° F standard

and 520° F when customized.”
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in restaurants
continuing to
nes.

A better sandwich bag

Policarta’s Oven2Go sandwich bags are
the perfect choice for commissaries,
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2024 editorial calendar

Calendar and Bonus Distribution subject to change

Features Technology Bakery Ereel;aag:'ed Foods gcA;a:ultry Produce Seafood Cheese Comissary Insider | Bonus Distribution
Jan Flavor trends, Snacking Artificial intelligence (Al) | Artisan breads, Muffins | Soups, Pizza Sous vide, Blends (F;resh-ﬁut Ve bl Salmon Breakfast, Italian Bread p.ackagin'g, Food
CLOSE DATE: NOV 8 reenhouse vegetables processing equipment
Feb N\eat/pqultry, Inventory management Pastries, Ovens Stqre brands/generic, Bacon, Chicken Avocados, Cherries Merchandising Sweet heat, Snacking Meat packaginE, : ASB BakingTech, NAMI
CLOSE DATE: DEC 8 Convenience Chicken wings Grab-n-go packaging Annual Meat Conference
: : : Tamper evident
L Gen Z, Meal kits Ordering kiosks Packaglrlm:g, Deli salads, Branded Organic and natural, Grapes, Snacking Plant-based Feta/Grab-and-go ackaging, SIAL/Pizza Expo
CLOSE DATE: JAN 9 Gluten-Free entrees Value-added E
lavor trends
, , : Annual Meat Facility design,
Apr Energy, DEI Retail media networks l(\:latllgnal Donut Day, Sides, Charcuterie Conference recap, Citrus, Salad kits Traceability Flavored, Plant-based Meat seasonings and
CLOSE DATE: FEB 12 ookies programs Sausage marinades
May Bakery/deli, Packaging/ : Cupcakes, ltalian meats, Grab- Plant-based, Salad dressings, Potatoes/ Artisan/Farmstead, Sandwich production, IDDBA? Sosland Publishing
taitabilit Fresh ordering Take-n-bake bread d- dwich Case-read S romett ot Transparency Goud e d toop: Purchasing Seminar, [FPA
CLOSE DATE: MAR 13 | sustainability ake-n-bake breads and-go sandwiches ase-ready weet potatoes ouda cings and toppings Retail Cocference
. : . Produce packaging,
Jun Automation, Labor Food traceability software Whole ﬁram, Dips a]nd spreads, Sea§oned and Fresh-cut fruit, specialties | Mollusks Cross-merchandising, Fresh cut produce Summer Fancy Food, IFT
CLOSE DATE: APR 17 Private label Condiments marinated, Pork Infused equipment FIRST
Jul Deli and baker Clean label, Rotisserie chicken, Beef, Packaging Back to school, Branded Fruit-flavored,

new products, {DDBA

Recipe management

Service case

Meat grindir;:g
equipment, Functional

CLOSE DATE: MAY 10 recap Sweet goods Slicers/scales equipment products Mozzarella bakery ingredients
Aug : Mixes and bases, Sushi, Flatbread and Value pricing, : : Holiday cheese trays, Cleaning and sanitizing,
CLOSE DATE: JUN 12 Supply chain, Food safety | Food Safety Organic wraps Sustainably raised Berries, Mushrooms Finhish Cheese merchandising | Bakery automation

. . . . Artisan Bakery Expo East,
L Produce, Global cuisines | Production management | Pies, Cakes Im.porte.cl deli meats, Portion cut programs, IFPA preview, : Value-added Imported, Goat Portlor] control bakery Global Produce and Floral
CLOSE DATE: JUL 16 Fried chicken Turkey Greenhouse fruit packaging, Meat slicers Show

. o . - Meat smokin

Oct Merchandising, Seasonal | Artificial Intelligence (AI) Department design, Smoothies/juice bars, Grass-fed, Seasonings/ Merchandising and Crustaceans Grana Padano, equipment, 3beling

CLOSE DATE: AUG 13

Vegan

BBQ

marinades

displays, Tomatoes

Domestic specialty

equment

MET] I(itz%'lgorate responsibility, Traceability Elr'emium donuts, Grab-and-go, Asian Premium cuts, Lamb Peppers, Imports Trending varieties | Nordic, Sliced Eonut eqFLﬁiRment,
CLOSE DATE: SEP 11 recap Icers nergy efnciency
Dec Merchandising best Mixing and grinding Controlling cross

CLOSE DATE: OCT 9

2025 Trends to watch,
Augmented Reality (AR)

Automation

practices, Decorating
supplies and equipment

Olive bar/antipasta,
Latin American
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equipment,
cla

aims-based
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Department design,
Organics
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Packaging

Latin American, Blue

contamination, Cake
production
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EVERY

CUSTOMER'’S

1l

Meet your buyers
at EVERY turn.

Integrated print and digital solutions reach them
on their time, their terms and their path.

To embark on the journey, email us at
spsales@sosland.com or call us at
(816) 756-1000 or (800) 338-6201.

UNIQUE
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Print marketing opportunities

Print ad rates

AD TYPES 1X 6X 12X
TWO-PAGE SPREAD $11,300 $10,150 $9,200

FULL PAGE $6,250 $5,625 $5,000

B, , B 2/3 PAGE $4,475 $4,050 $3,625
G ) 1/2 PAGE $3,625 $3,325 $3,000
T - 1/3 PAGE $2,900 $2,575 $2,275
1/4 PAGE $2,475 $2,275 $2,050

PRODUCT SHOWCASE $625 $525 $425

INTRODUCTION | AUDIENCE REACH

For classified section ad rates and specs, contact
our sales team at classifiedsales@sosland.com.

| EDITORIAL COVERAGE

Advertorials

Promote your brand’s unique capabilities with an
advertorial. Advertisers have the option of providing
the journalistic style article or one of our editorial
experts will produce the piece. As an added bonus,
your advertorial will feature a live website link in
Supermarket Perimeter’s digital edition, driving
engaged readers to your doorstep.

11
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Digital marketing opportunities

Webinars

Supermarket Perimeter hosted webinars offer a powerful activation opportunity for
brands looking to share their compelling content and expert insight with targeted
audiences. Leveraging Supermarket Perimeter’s reach to its exclusive subscriber
database drives quality viewership and ensures that your messaging is heard by
difference makers across the retail grocery industry.

Targeted email marketing

Deliver your tailored message directly to your best prospects. Targeted emails are
a great way to build brand awareness, introduce new products, announce special
offers and drive qualified traffic and leads to your website.

Audience extension

Stay engaged with supermarketperimeter.com visitors after they leave our site and
navigate across the web, use mobile apps or consume social media. Audience
extension amplifies your message to our qualified readers resulting in higher
conversion and engagement rates.

INTRODUCTION | AUDIENCE REACH

=
T

Gourmet Cheese Trends

. . o
Targeting customer cravings for high end chees

brings big profits.
Uga. Nem voluptam, sunt eatu.st pel nl;
tiatur reped etus dolor & evenpus v(;a oo
cium rectorrum surm, aut experiam def

dest a vit modi aut ventur, as sunt.

aximi, odipsam qui soloreic tes-'
enti cccaboriam quos dolor' _as;_)l
s, et hitati sam voluptiiscia

ACME

INGREDIENTS

&
(=

Bake With Cottonseeq oj
Discover how Cottoy i
Moistness ands
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Digital marketing opportunities

E-zines

Spotlight your company’s technology or service by showcasing how it addresses a
current consumer trend in the marketplace or how it delivers solutions to address
key company challenges. Your team or our editors share the details behind success
stories from your customers’ perspective, supplemented by input from your
company’s subject matter expert, creating a credible, interactive digital magazine
for informing your customers while enticing them with a call to action.

:gndqecae maximin ctibysg

‘ibus Imenisquam iliquat esl

¥ olla paritatibus, etyr?

® 1atio iam

‘ amr;)gchéps).ta turiam quij blaborr

(4 1qUui nestiyr adiasimo dolorio
Je modit odiaecum eate sj '

luptatium et ut quibys

/0lo bere €archilliquj c.um

€a voluptas vVénemolecum

ISecae volent ulpariost est ’

‘lupta.e €archit emoluptaes

nus eic tem Nonseniae non

1, sim fugitiis ab id mint

Maintaining Freshness
White papers for Artisan Breads

Supermarketperimeter.com will host your white paper and promote it to a targeted

: , , , : o New Clean Label Enzyme Technology Extends Shelf Life
audience. White paper hosting includes reference on the white paper listing page il eliverin Bl Tarture
and a dedicated landing page.

ACME

CORPORATION

13
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Digital marketing opportunities

Newsletters
suPermarket . SPUPEmﬁkitM E T E R ﬁpﬁmﬁkitM E T E R P‘@uce
PERIMETER paity PROTEIN INSIGHTS WEEKLY Em@V@"[m@@
This daily newsletter spotlights the A weekly wrap-up of the top headlines Protein Insights Weekly provides retall Produce Insights Weekly newsletter
latest industry news and insights along and breaking news impacting fresh meat and seafood department provides the most important
with technology updates, consumer perimeter departments. decision-makers a focused look into news, trends and insights to
data, and trends. SOLE SPONSORSHIP the week’s top headlines, trends and keep you informed on the latest

product updates for the meat, poultry in the produce category.
and seafood categories.

14
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Digital marketing opportunities HOW

NEWSLETTER
SPONSORSHIPS

DRIVE RESULTS

(Blockbuster - advertise here!)

Newsletter ad rates

(Newsletter Topic)
AD TYPES DAILY WEEKLY PROT\%';E'ES\'(GHTS PRODSV%EELNL\S('GHTS ' 5.?53?; zoec:gsion
makers
FREQUENCY M /W /F T/TH SUNDAYS TUESDAYS THURSDAYS
BLOCKBUSTER $2450  $1,650 — $2,000 $2,000 S
MEDIUM RECTANGLE 1 $2,450 $1,650 — $2,000 $2,000 e
SPONSORED MESSAGE $2,175 $1,475 - $1,750 $1,750
MEDIUM RECTANGLE 2 $2,000 $1,300 — $1,325 $1,325 Cponsored Mossage -
MEDIUM RECTANGLE & — — $3,675 — — Ex;'i;':;:’;ﬂth builtein
SPONSORED MESSAGE ki s ’

*Ad rates are per month.
(Newsletter Topic)

Aligns your brand
with a trusted news
source

View the newsletter ad rates charts above to see
what ad positions you can claim in our newsletters.
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Digital marketing opportunities

Website advertising

Supermarket Perimeter’s crafted strategies and
tactics get your message to the right people at the Freshness

Website ad rates

right time via THEIR preferred channels. In addition to , — e e AD TYPES RATES (PER MONTH)
print, supermarketperimeter.com — the retail grocery A2 ‘ b LEADERBOARD $2,375
industry’s trusted, premier website — offers digital S “ EXPANDABLE LEADERBOARD $2,625
marketing opportunities to position your brand and INLINE MEDIUM RECTANGLE $2,625
reach your prospects throughout their buying journey. MEDIUM RECTANGLE 1 $2,375
From run of site (ROS) ads, exclusive sponsorships, MEDIUM RECTANGLE 2 $1,775
and more, your marketing messages will get noticed v ANCHOR $2,850 PER WEEK

through more than 26,000 monthly sessions on

supermarketperimeter.com.!
Source: Google Data Studio, January 2023 — June 2023
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Digital marketing opportunities

PERIMETER

Companies + Departments ~ Operations ~ Commissaries v Advertising ~ Subscribe v

Slideshows

June 2-4,2024 | Kansas City, MO  [R::Frsivere o : :
’ Slideshows are exclusively sponsored each week and

- - provide opportunities to spotlight innovative products,
Dawn is the perfect partner for in-store bakeries. Achieve donut program perfection while saving on P@ w ' . ' '
jhits Lo creative merchandising ideas and industry trends.

labor, using high quality ingredients and making cansistently excellent donuts. Come Learn more 3t Eﬁﬂ@'@ﬂﬁ{?@
IDDBA Booth 1785. §oa

NEXT ©

EXCLUSIVE SPONSORSHIP: $1,575 PER SLIDESHOW

Subseribe to Our Newsletters

e 0 SPONSORSHIP INCLUDES:
' e 4-6 slides on landing page

e e Contribution of content

Donuts Go Further with Pak Perfect™ Non-Sticky Donut Glaze

This breakthrough innovation allows in-store bakeries to make donuts go further with less. Dawn’s CURRENT ISSUES

- [ T
proprietary formulation prevents moisture migration from donut to glaze meaning fresher donuts for longer. . | | d e S h W re C n I_tl n n h e
d donuts without worrying about sticky o i : ; ‘ ’ ‘ . ‘ . ‘ ’ ‘ .I I |e a

e Your tips and topic will be featured in the
Supermarket Perimeter Daily newsletter

POPULAR ARTICLES

Traceability: Open Range Beef uses
AgriWebb to track each individual animal

IDDBA trends: top seven reasons
sumers choose deli prepared meals
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Digital marketing opportunities

Digital edition

As the exclusive sponsor of the Supermarket Perimeter digital

edition, your wide skyscraper ad will appear next to every page in the
Fresh sponsored digital edition. In addition to this premium location, your

e o DAILY blockbuster ad also will appear in the Supermarket Perimeter digital
e =2 edition email alert, which is sent to the subscriber database. Digital

edition email alerts are sent to over 16,000 recipients each month.’
Source: Sosland Publishing Circulation

— DS DIGITAL EDITION SPONSORSHIP: $2,300 PER MONTH

oy P * \Wide skyscraper ad on the digital edition
sl P

How to lower .
costs and increase

¢ Blockbuster ad on the digital alert email

SPONSORSHIP + VIDEO: $2,725 PER MONTH
¢ \\ide skyscraper ad and blockbuster ad

¢ \/ideo on the digital edition intro page
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Digital marketing opportunities

Native content

supt‘rmarket ) ) . )
PERIMETER sevour uraccou Native content provides an opportunity to showcase industry knowledge and
product updates in a content marketing approach through sponsored articles

or sponsored videos.

Subscribe now to receive the free
Supermarket Perimeter Daﬂy newsletter

Sponsored article: $2,100 per week

Vid
Ideos Sponsored video: $2,100 per week

General

- America’s Original Farm To Table
Premium Pork Sausage

| Pebreeatad e Contribution of content — video and intro teaser or full-length article

Openness Promise

e Article or video is spotlighted as the main feature article on
supermarketperimeter.com home page for one day and then archived on
the website the following day

e Article or video is promoted as the top headline article in the Supermarket
Perimeter Daily newsletter the first day of the campaign and then promoted
the remainder of the week in the supplier news section of the newsletter

e Exclusive leaderboard and medium rectangle 1 ads
on the article landing page
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For advertising information, please contact:

Troy Ashby Gretchen Wagner Lauren Juliana

PUBLISHER NATIONAL ACCOUNT EXECUTIVE INSIDE SALES SPECIALIST

tashby@sosland.com gwagner@sosland.com juliana@sosland.com
(816) 589-1827 (816) 392-8860 (816) 835-8235
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PERIMETER

supermarketperimeter.com VIEW THE RATES AND SPECS
10 AND
PUBLISHING.

THE MOST TRUSTED RESOURCE FOR FOOD INDUSTRY PROFESSIONALS.

4801 MAIN ST. SUITE 650, KANSAS CITY, MO 64112
Office: (816) 756-1000 e (800) 338-6201

sosland.com

Sosland Publishing performs a specialized range of design, digital and media services.
For more information, contact your sales representative.

See Terms & Conditions

DAIRY ,
bake BakingsSnack PROCESSING  FoodBusinessNews  FoodEntrepreneur:

supermarket

MEAT+POULTRY Milling&BakingNews. PET food PERIMETER WORLD GRAIN.

TRENDS #vo
INNOVATIONS

by Food Business News

FoodEntrepreneufExperience PETfOOd Sosland Publishing

EXCHANGE PURCHASING SEMINAR.
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