
FEATURE

•  Product innovation;
•  Creativity in merchandising, marketing, promotion 

and advertising;
•  Use of consumer insights to drive category sales;
•  Innovative and dynamic category  

management tools;
•  Demonstrated commitment to meeting the 

specific needs of retailer customers;
•  Efficiently lifting sales for the entire product 

category; and
•  Fact-based evidence of market-specific or 

account-specific results.

Past Times Marketing, a consumer research and 
product evaluation firm based in New York, once again 
judged the entries based on information supplied by 
participating companies.

This year's winners are:

Alternative Snacks:  
Jack Link’s Protein Snacks
Jack Link’s Protein Snacks 
dominates the meat snacks 
category, which falls under 
alternative snacks in the 
Nielsen/NACS product category classifications. 
With a history of success in meat snacks, Jack Link’s 
continues to build strong strategic partnerships and 
expand outside the ambient meat-snack sets for 
category growth and captaincy.

To do this, the supplier has partnered with insight 
solution providers to develop strategies and solutions 
that win in the world of “protein snacking.” Jack 
Link’s continues to invest in category and consumer 
segmentation, shopper and consumer insights, data 
resources and relevant insights in merchandising 
and shelving strategies. The company is a Category 
Captain for a vast number of national and regional 
retail accounts. 

IN ORDER FOR convenience stores to win 
in their wide assortment of categories 
today, they need the aid of their leading 
suppliers. Category Captains step in as 
partners in leadership, providing solutions 
for c-stores that raise the health of an entire 
product category by leveraging consumer 
insights to link demand to unmet needs and 
marketplace opportunities. 

C-store operators have been relying 
more and more on the expertise of their 
Category Captains in recent years to better 
understand the ever-changing roles of 
categories and products. 

Suppliers and distributors that are 
up-to-date with federal legalization and 
widespread availability of CBD products, 
regulatory changes around e-cigarettes and 
vapor products, food safety protocols and 
standards, the latest ecofriendly packaging, 
and changes in technology make these 
partnerships even more effective. C-stores 
know they have to have the latest and most 
accurate product information for training 
their employees. 

This year’s Convenience Store News 
Category Captains honorees are helping 
c-stores capture more than their share of 
consumers’ attention and dollars. The 13 
suppliers recognized as 2020 Category 
Captains have earned convenience store 
retailers’ trust.

Now in its seventh year, the CSNews 
Category Captains awards program honors 
outstanding category management by 
supplier companies. All entries were judged 
based on:

Convenience Store News salutes 13 suppliers  
showing leadership in c-store category management
By Susan E. Durtschi, Past Times Marketing 

ALL HAIL  
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CATEGORY  
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of shoppers and the occasions in which 
they are consuming beer, today and into 
the future. 

Through mapping shoppers and occasions, AB has 
identified key drivers for category growth across a 
demand consumption landscape of key demographics 
and consumption moments. Ignite has helped AB 
become a category advisor for the majority of the 
top 20 retailers in convenience, including Circle K, 
7-Eleven, Speedway, RaceTrac, Casey's, Murphy USA, 
MAPCO, Sheetz, Wawa and Maverik.

Candy: 
The Hershey Co.
The Hershey Co. 
has committed itself 
to optimize the 
performance of each 
confection segment. 
The company brings tailored insights for each 
particular store direct to the retailer with its Mobile 
Customer Insights Center. 

One example is its work with GetGo, the Pittsburgh, 
Pa.-based convenience store chain. Hershey met with 
the retailer in the Mobile Customer Insights Center in 
August 2019. Discussions included space allocation, 
foodservice bundling and Strike Zone Optimization, 
a best-in-class merchandising strategy that vertically 
blocks brands in order of velocity. Strike Zone 
Optimization places the top-performing king and 
standard bar items in “The Strike Zone,” or the most-
shopped shelves within a retailer’s candy aisle. 

Instant consumable candy at GetGo was 75 percent 
of its category sales, but was only allocated 58 
percent of space in the stores. Hershey showed the 
financial importance of this segment to total store 
growth, and how it was under-spaced compared to 
the marketplace. Based upon the analysis, the retailer 
reduced its pouch/novelty candy section to expand 
instant consumable candy space from 8 feet to 12 feet, 
thus adding 35 more instant consumable items and 
implementing Strike Zone Optimization. 

While protein trends continue to evolve, 
consumers’ focus is on “real” food claims, 
protein sources, convenience and flavors. 
The No. 1 protein meat snack brand decided 
to expand into other categories, carving 
out a footprint in the refrigerated protein 
meat snacks space, and the bars and 
nutrition category as well.

Using consumer insights, Jack Link's 
found that consumers purchase shelf-
stable, ambient meat snacks on different 
occasions than fresh meat refrigerated 
snacks. This presented an opportunity to 
reach consumers during different dayparts, 
and increase the cross-shopping between 
ambient and refrigerated meat snacks. This 
research led to the launch of Jack Link's 
Cold Crafted, a fresh, refrigerated meat 
snack product. 

Today, the fresh/refrigerated snacking 
category is one of the biggest bright spots 
in c-stores, and Jack Link's is helping 
drive that growth with fast-turning items. 
Proof of its success at encouraging cross-
shopping: more than one-third of shoppers 
bought a Jack Link's shelf-stable protein 
meat snack and a Jack Link's refrigerated 
protein meat snack in the same transaction, 
according to one major retailer's 2019 data.

Beer/Malt 
Beverages: 
Anheuser-Busch
Anheuser-Busch’s 
(AB) stated 
mission is to "Lead 
Future Growth" in 
the category, and it 
has made category leadership a top priority 
throughout the organization. To support 
this in 2019, Anheuser-Busch stepped up its 
investment in category capabilities. 

First, it invested in people with the addition 
of a dedicated vice president of category 
leadership, Amanda Tilley, who led a 
department transformation resulting in a 
sizable Center of Excellence, and expanded 
national and regional team structures to 
support future growth.

Then, it invested in analytic tools and 
technology, such as BrewBox 360, a best-
in-class, end-to-end space management 
platform. AB also stepped up its investment 
in shopper insights, culminating in Ignite, a 
shopper-centric category growth strategy 
tailored to specific retailer needs. At its 
core, Ignite provides an understanding 
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profits from an already established brand. However, 
Cheyenne took it one step further by providing unique 
silent salesmen programs that drive traffic to stores. 
This out-of-the-box strategy has proven fruitful. 

Offering insights into legislative issues and 
merchandising best practices are also some of the top 
reasons retailers turn to Cheyenne. When asked what 
Cheyenne does to set themselves apart from other 
vendors, Mark Hill from Go-Mart said: The company 
“invests in programs that facilitate growth from the 
customers’ internal wishes.” Chris Beaulier of Cigaret 
Shopper added: “Cheyenne is very customer focused. 
When planning or developing a program or promotion, 
every effort is made to ensure that a win-win 
proposition for both parties exists. Their strategy is to 
win through the customer’s success.”

E-Cigarette/Vapor Products: 
E-Alternative Solutions
Regulatory challenges, sharpening consumer demand 
and rapid growth are quickly shaping emerging, 
alternative industries. Companies 
need to be positioned to succeed. 
E-Alternative Solutions’ (EAS) 
compliance expertise 
helps wholesalers and 
retailers better manage 
new business categories. 
EAS prefers to be “right 
to market” rather than 
first to market. 

Its product portfolio 
focuses on consumer 
needs for high-quality, 
trustworthy alternative 
solutions. EAS’ award-
winning portfolio 
of research-tested products, resources and trade 
programs help effectively maximize profitability and 
drive shoppers through the doors. 

Recent product innovations include:

• Forth CBD — a comprehensive portfolio of U.S.-
grown, hemp-derived, full-spectrum CBD topical 
and edible products. All items have been tested 
and developed specifically for adult consumers 
seeking general wellness products. Form factors, 
price points and packaging sizes are designed to 
meet the needs of the typical convenience store 
shopper. The lineup also features an isolate CBD 
vape pen in two flavors.

• Leap Vapor rechargeable e-cigarettes — Leap 
delivers an unmatched vaping experience for adult 
smokers who are seeking a satisfying alternative. 
With multiple nicotine levels and a full suite of 
tobacco and menthol flavors that suit the mature 
palate, Leap delivers a vaping experience the 

Early test results showed the total candy 
category at GetGo increased 30 percent, 
which validated the rollout to more than 
86 stores in the fourth quarter of 2019. 
Results continue to come back better 
than projected, with instant consumable 
everyday candy up 38 percent in the first 
four weeks post-reset. In addition, king size 
is up 32 percent, standard bars are up 52 
percent, and the total candy category is up 
47 percent.

Cigars: Cheyenne International
Cheyenne International has been in the 
filtered cigar business since 2004. As a 
category leader, it has not only grown to 
become the leading filtered cigar brand 
nationwide, but also has consistently 
represented the entire convenience channel 
on the regulatory front. Both independent 
and chain stores are an important part of 
Cheyenne's business. 

Cheyenne employed several new programs, 
technologies and business systems to 
become a category leader in the filtered 
cigars category. With a retail display in 
hand, Cheyenne knew that visibility was 
the key to success for retailers. Paired 
with effective point-of-sale items and a 
beneficial incentive program, Cheyenne 
provided all of the tools retailers needed to 
rake in the profits. 

Cheyenne also has continued to expand its 
portfolio, adding SKUs to its lineup that are 
current with consumer trends. This provides 
new opportunities for retailers to gain 

FEATURE
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A common deterrent keeping convenience store 
operators out of the frozen dispensed beverage 
business is their lack of interest in buying equipment. 
Retailers have historically been required to make 
substantial investments in capital and equipment 
management to enter the category. This investment 
brings with it high levels of risk and requires strong 
program performance to ensure profitability. Frazil has 
unlocked the category and expanded frozen beverage 
to many new retailers as the leading provider of loaned 
equipment. Retailers who participate in Frazil’s bundle 
program get a machine placed in their store at no cost, 
ensuring they are making money from day one.

Service is a constant frustration for retailers in this 
category. Machines often break down. Larger chains 
often have the scale to absorb the cost of a dedicated 
service team, but this is both time-consuming and 
expensive. For smaller operators, this often isn’t 
feasible. A few bad service calls can completely 
wipe out the profits from the category for the year. 
Frazil takes care of the service hassle by managing 
all reactive service requests with a 48-hour service 
guarantee window. Also, Frazil helps de-risk the 
service cost by absorbing all service costs. 

Customers pay a higher cost per case on the Frazil 
bundle program than if they owned the equipment 
and managed their own service, but retailers take 
comfort in knowing that they are guaranteed to make 
money in the category, and can focus on that. This 
dedication to customer service has helped make Frazil 
a first-time Category Captain winner.

In the last two years alone, more than 6,000 new 
c-stores have brought Frazil into their stores. For 
many, this represents their first entry into the frozen 
beverages category. 

way it was meant to be. The Leap Go 
e-cigarette is a perfect disposable 
option, enabling adult smokers to 
effortlessly customize their vaping 
experience to their flavor preference 
and nicotine level.

Retailers rely on EAS for information on 
the latest legislative regulations and the 
company provides guidance to retailers on 
what they can and can't sell.

Other factors that make EAS a Category 
Captain are:

• Regular category reviews with retailers 
focusing on the categories’ profitability.

• Work with retail accounts to develop 
promotional strategies to drive volume, 
resulting in a sales increase from 
$10,000 to $2.5 million in just three 
years at one major retailer.

• Tested pilot promotional programs that 
were successful and used as a proof 
source for other manufacturers to 
participate. 

• Top-to-top meetings with accounts to 
develop CBD launch strategies. 

 
Foodservice — 
Cold & Frozen 
Beverages: 
Frazil
Frazil has 
transformed the 
frozen beverage 
space in a very 
short time with 
a new product backed by a significant 
investment in research and understanding 
the customer. The supplier has helped 
change the way retailers evaluate and 
manage the frozen beverages category.

The category has long been plagued by 
high equipment costs and unpredictable 
service needs and costs. With the level of 
fixed investment required, high-performing 
products and programs have been 
necessary to achieve required targets and 
to clear profitability hurdles. Over the past 
several years, Frazil has driven disruptive 
growth and innovation in the category 
by delivering on all of retailers' needs for 
lower-cost equipment and dependable 
service. 

Frazil has achieved explosive growth for 
retailers through its “slushie-as-a-service” 
bundle. 

FEATURE
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gourmet cookie program, which launched in November 
2019, and it’s already paying dividends.

Another c-store operator on the West Coast 
collaborated with Rich’s to attain its goal of growing 
its in-store bakery business. The resulting program 
included a cookie contest between regional 
franchisees: the store with the highest year-over-year 
cookie sales won free uniforms. The company enjoyed 
its highest percentage increase in cookie sales during 
the three-month period. The retailer exceeded its 
goal, increasing foodservice bakery sales significantly. 
Bolstered by the contest, this same retailer partnered 
with Rich’s to develop a seasonal cookie program. 

General  
Merchandise: 
McLane Co. Inc. 
As McLane enhances 
its relationships with 
novelty suppliers, the 
distributor has been able to offer a strong lineup of 
items that help fulfill retailers’ needs. McLane strives 
to offer a wholesale solution for these items, which 
are traditionally offered within a direct-store-delivery 
(DSD) network. Creating this offering reduces the 
number of trucks delivering merchandise in the 
retailers’ parking lots, and offers consistent deliveries 
throughout the week along with their normal deliveries. 
Although the product is not guaranteed, the program 
helps retailers run larger margins and minimize the 
exposure to their store. 

McLane’s category management team has used 
several tools to initiate interest and increase sales, 
including discussions in McLane's Center for Category 
Innovation (CCI), a recreated c-store environment at 
the company's headquarters in Temple, Texas. 

Retailers also can access special offers and educational 
webinars through McLane’s’ Virtual Trade Show (VTS), 
an Internet-based trade show. The distributor also has 
put additional time and effort into seeking new items 
and additional offerings to help retailers focus on 
seasonal opportunities. 

Through its retailer and supplier partnerships, 
McLane anticipates strong results in 2020. General 
merchandise, especially novelty, is a key driver for 
impulse sales in the convenience/truck travel channel. 
Year to date, general merchandise subcategories such 
as batteries, gloves, novelty, hardware and school/
office supplies are all growing at a high sales rate for 
McLane's retail customers, according to the company.

Health & Beauty Care:  
Lil’ Drug Store Products 
Health and beauty care (HBC) 
is a small, yet complex category 
that is typically just one of 
many categories assigned to a 

Foodservice — 
Prepared Food: 
Rich Products
Rich Products 
(Rich’s) knows that 
to stay ahead of their 
competition, convenience store operators 
must strive to meet their consumers’ needs. 
So, Rich’s goes the extra mile to deliver 
foodservice solutions that meet the needs 
of all c-store operators, from large national 
chains to independents. Rich’s product 
categories span all dayparts, from baked 
goods to toppings and creams, to pizzas 
and flatbreads, sandwiches and desserts. 

Rich’s culinary expertise is a unique benefit 
to the convenience channel. Its foodservice 
team is comprised of 20 professional chefs 
who not only create recipes for retailers, 
but also meet with operators in their stores 
and develop custom foodservice programs 
to meet their individual needs. The culinary 
managers have all completed training 
through the Culinary Institute of America 
(CIA), and the chefs have achieved CIA 
ProChef Level 1 Certification.

Last September, Rich’s Foodservice 
launched a website dedicated to the 
convenience channel. RichsConvenience.com 
is packed with solutions for convenience 
stores to create, expand and maintain 
a thriving foodservice operation. Now, 
operators can access everything they need, 
from product training videos to equipment 
ordering to rebate programs. Operators 
also can subscribe to a quarterly newsletter 
so they’ll be first to know about new 
products and promotions. 

Retailers value their partnership with Rich’s. 
One Midwest retailer recently recognized 
Rich’s as a top-three finalist for its 2019 
Consumer Insights Award. Rich’s was 

credited for providing 
innovative products and 

operator-specific consumer 
research that helped boost 

the retailer’s foodservice 
menu and profits. In one 

illustration, Rich’s retained a 
local university to conduct a 
consumer sensory study to help 
this retailer understand which 
attributes consumers preferred 
between its incumbent cookie 

program and Rich’s gourmet 
cookie program. As a 
result, the retailer decided 

to proceed with the new 



56   Convenience Store News   C S N E W S . c o m

FEATURE

To do this, Coca-Cola set out to launch a new Coke 
flavor that would satisfy consumer desire for variety 
and ultimately inspire incremental purchases. In taste 
tests, Coke Orange Vanilla outscored other successful 
Coca-Cola products that were driving category 
growth. In North America, 70 percent of category 
consumers rated it “unique and different,” 50 percent 
of Coke drinkers said they would buy it in addition to 
Coke (original taste), and 73 percent of Coke drinkers 
expressed purchase intent. Coke Orange Vanilla and 
Coke Orange Vanilla Zero Sugar both launched in 
February 2019, giving shoppers more of what they 
want: highly differentiated beverages that satisfy their 
need for variety. 

Coca-Cola worked with convenience retailers to roll 
out the products via multiple shopper marketing 
strategies. In the cold vault, Coke Orange Vanilla 
and Coke Orange Vanilla Zero Sugar were placed 
prominently, accompanied by static clings and shelf 
strips featuring fresh-looking orange slices and a 
summery color scheme to grab shopper attention. 
In the checkout zone, eye-catching barrel coolers 
inspired shoppers to impulse-buy the new drink 
on their way out of the store. The rollout plan also 
successfully leveraged Coke’s partnership with 
NCAA March Madness by launching Coke Orange 
Vanilla during the basketball tournament. More than 
20 national retail customers (including convenience 
retailers) leveraged NCAA and Coke Orange Vanilla 
programs for in-store execution. 

Beyond convenience stores, Coca-Cola significantly 
invested in a 360-degree consumer engagement plan 
for Coke Orange Vanilla, from which the convenience 
channel also benefitted. Marketing support included 
TV, out-of-home, local radio, digital, mobile, social, 
retail trial-driving, point-of-sale, experiential sampling, 
PR and influencer engagement. 

Coke Orange Vanilla and its zero-sugar counterpart 
were an immediate success, spearheading 7.3 percent 
revenue growth for the Coca-Cola brand, taking it to 
a 10-year high. The product has breathed life into the 
entire CSD category. As Coca-Cola’s first new flavor in 
more than a decade, Orange Vanilla drove 80 percent 
of category value growth in the convenience channel, at 
$9.4 million, and reached 75 percent of All Commodity 
Volume (ACV) within its first 10 months on the market. 
In one of the nation’s largest convenience chains, Coke 
Orange Vanilla almost tripled the growth of the entire 
CSD category and reached 78 percent of ACV. 

c-store category manager. This category 
has hundreds of SKUs and multiple 
subcategories to manage, and experiences 
constant changes in item numbers, UPCs 
and product availability. Lil’ Drug Store 
Products (LDSP) provides a turnkey, 
unbiased and data-driven solution to help 
retailers and wholesalers maximize HBC 
sales and profit dollars. 

LDSP utilizes customer-specific data, 
coupled with syndicated national data, 
consumer research and a proprietary 
national retail database, to deliver 
business reviews, trend analysis and 
recommendations on products, retail 
pricing and merchandising. Retailers who 
partner with Lil’ Drug Store Products have 
seen results like a 10.2 percent increase in 
dollar sales and 2.2 percent increase in unit 
sales for a 500-plus-store national chain, 
and a 20 percent increase in dollar sales for 
a 300-plus-store chain within the first 90 
days of planogram implementation. 

In addition to sales growth, retailers have 
positive things to say about the process 
of working with Lil’ Drug Store Products. 
Retailers have praised LDSP category 
management for its professionalism and 
work provided in the transition from 
a major competitor, calling it the best 
experience to date in working with another 
category manager. Another commented: 
“Your recommendations are spot on! Data 
is objective; follow-up is very quick; sales 
and profits speak for themselves.”

Packaged Beverages:  
The Coca-Cola Co.
In 2019, Coca-Cola identified an opportunity 
to drive the carbonated soft drinks (CSD) 
category forward through flavor innovation. 

Research showed that 
about 70 percent of Coke 
brand drinkers also drink 
non-cola alternatives 
for a change of pace, 
but only 12 percent of 
Coke drinkers also drink 
Coke flavors. Creating 
an option that would 
drive Coke drinkers 
to add Coke flavors 
to their repertoire 
represented a 
significant opportunity 
for Coca-Cola, the 
CSD category and 
convenience store 
retailers.
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Packaged Sweet Snacks:  
McKee Foods 
McKee Foods has recognized the 
importance of a strong packaged sweet 
snacks category in being a critical 
component to growing its Little Debbie, 
Drakes and Sunbelt Bakery Granola Bar 
product lines. Due to the importance 
of the health of the total category, the 
company invests in ensuring that category 
managers get the category insights and 
support they need in order to grow both 
the category and McKee’s brands.

McKee conducts in-depth opportunity 
gap analysis that examines the retail 
dollars being missed by a retailer, and 
an efficient assortment analysis to show 
segment, brand or UPC opportunity and 
what brands or SKUs may be missing 
or underperforming in the retailer's 
planogram. Another category-leading 
program is a shipper marketing program 
designed to either drive consumers to the 
category or encourage them to increase 
their basket with category purchases. 

Packaged sweet snacks is one of the most 
impulsive categories in a convenience 
store, so it is critical for the health of 
the category to interrupt the customer's 
shopping pattern and get the category 
in front of them — which is often done 
with endcaps and secondary displays. 
One of McKee's biggest category 
accomplishments has been helping 
retailers understand the importance of 
giving space to the category on endcaps 
and elsewhere. McKee commissioned 
third-party studies to confirm the 
impulsiveness of the category and 
highlight the importance of displays. 
McKee also supported retail category 
managers with opportunity gap studies 
to show the negative impact on the 

entire category when the product is not 
displayed prominently. 

One of the biggest successes in 2019 
came from a retailer with stores 
throughout the Southeast. This retailer 
already had a healthy category and 
recognized the need for the category to 
interrupt the shopper’s path in the store. 
However, they still had some opportunity 
for growth by ensuring the top brands had 
the correct SKUs in all stores at all times. 
McKee did an efficient assortment analysis 
during a top-to-top visit that showed the 
need for increased variety of Little Debbie 
products in one market, but also showed 
the need for a competitor’s product in 
another market. The retailer made some 
category changes based on McKee's 
recommendations. Since the reset, its 
results are up more than 20 percent in 
both dollar and unit growth.

Also in 2019, several retailer category 
managers asked McKee to help grow 
customer baskets while shopping the 
category. The supplier designed multiple 
shopper marketing campaigns around the 
country designed to encourage customers 
to make an additional purchase, with the 
cashier prompting the customer at the 
register. These programs have been very 
successful, seeing unit growth between 
5 percent and 12 percent for the brand, 
as well as total category growth. The 
biggest success came when secondary 
displays were authorized for on or near 
the register. 

Another initiative in 2019 was a program 
to help retailers drive customers from the 
pump into the stores and to the packaged 
sweet snacks category. McKee partnered 
with retailers' loyalty programs and 
offered free items or bundled the Little 
Debbie brand with other categories like 
hot beverage, fountain or other high-
affinity items. While these programs are 
not expected to show significant lifts in 
unit or dollar sales, they do encourage 
consumers to get into the habit of visiting 
the stores and shopping the sweet snacks 
category.
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Among the items in the sets are Kellogg’s Cheez-It 
and Pringles; Amplify Snacks’ Pirate’s Booty, Paqui and 
Skinny Pop; Mars’ Combos; Hershey’s & Reese’s Snack 
Mix; General Mills’ Chex Mix, Gardetto’s and Bugles; 
and Terra Chips by Hain Celestial. As more options 
come onboard from suppliers, this part of the category 
will continue to expand. With this, retailers will have 
more choices to merchandise and drive sales. 

Although McLane is still early in the process of rolling 
the larger bags out to retailers, the wholesaler has seen 
a notable uptick in both SKU count and sales. As more 
retailers expand warehouse-delivered chips in both 
small and large bags, McLane expects the category’s 
sales to grow along with the space allocation.

Wine & Liquor: 
E&J Gallo Winery
The way Americans drink 
is changing and E&J Gallo 
Winery uses consumer and 
shopper insights to look beyond wine and explore the 
entire alcohol beverage category. E&J Gallo studies 
how values and beliefs manifest into what consumers 
buy, choose and consume. Innovation in the area of 
alternative packaging and occasions continues to  
be key. 

Wines in cans, Tetra packs and single-serve formats 
are helping to expand wine occasions to include 
instances where wine may not have been top-of-mind 
before. These new package options also are popular 
with consumers when it comes to convenience, portion 
control, sustainability, and occasions where alcohol is 
consumed at stadiums, golf courses, pools and parks. 

As part of its category leadership, E&J Gallo performed 
a Small Format Wine Assortment Expansion test last 
year, and the results were outstanding. In 2019, overall 
chain wine sales grew by 11.17 percent. Small sizes 
(under 500 milliliters) vs. all other sizes grew from 14 
percent share to 22 percent share. Overall dollars in 
small format grew 26 percent, particularly driven by 
the company’s Barefoot Wine to Go product. CSN

Salty Snacks: McLane Co. Inc. 
Over the last couple of years, retailers have 
been looking for more alternatives in the 
salty snacks set for larger bag options from 
the warehouse delivery system. One of the 
main drivers is that retailers are looking for 
these options to improve their gross profits. 

Up until recently, there have not been 
many choices outside of the DSD network, 
but this recently changed. After some 
brainstorming and working with its supplier 
network, McLane is now able to offer the 
larger bag options retailers are looking for in 
the salty snacks category. McLane created 
3-foot and 4-foot endcaps to promote these 
new large bag choices for retailers. 

These endcaps are featured in the McLane 
Center for Category Innovation, so all 
retailers who visit will be able to see how 
this could look in their stores. The endcaps 
are also featured in the McLane Strategic 
Merchandising Solutions online magazine, 
which includes suggested POG for each 
category. Additionally, suppliers can use the 
McLane Virtual Trade Show as a launching 
platform to promote these items. 
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