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'\ Nashville Hot

Bring this popular Havor infe you ael section!

Our new Nashville Hot Sandwich Sauce is a
cravable combination of Cayenne Peppers,
Clover Honey, and Brown Sugar

that will make any deli sandwich sing!




DELI WATCH

DELI BUSINESS AWARDS SMOKING GOOSE INNOVATION AWARD

DEeLI BUSINESS magazine presented
Smoking Goose, Indianapolis, IN, with
the 2025 Deli Innovation Award in July
for its Sliced Charcuterie Packages.

DELI BusINESS readers voted online
for their top three products out of 10
finalists, revealed in the spring issue of
DeLi BusiNess. Smoking Goose received
305 first-place votes. There were 1,503
online votes cast across the 10 entries.
Giant Eagle, Inc., Cranberry Twp., PA,
won second place with 259 first-place
votes for its Strawberry Pretzel Salad
Dip.

“The whole team here at Smoking
Goose is so proud to earn the DELI
BUSINESS Innovation Award,” says
Corrie E. Cook, narration direc-
tor, Smoking Goose. “We've been
fortunate to partner with amazing
cheesemongers and deli staff across
the country for 14 years now, as the
40-plus varieties of charcuterie we
make here in Indianapolis find homes
on deli counters and menus in all 50
states.”

The winning Sliced Charcuterie
Packages are delivered in a reusable,
stand-up retail display. Not only do
the stand-up retail displays set these
packages apart and make attractive,
tempting displays easy for deli staff, but
they also open self~service options for

TRANSITIONS

ROSEANNE CRAVE
STEPS INTO OWNER
PARTNERSHIP

Crave Brothers Farmstead Cheese,
Waterloo, WI, announces Roseanne
Crave has officially joined the com-
pany's owner partnership, marking
a new chapter in the multigenera-
tional family business. Crave, who
currently leads sales and market-
ing, steps into a leadership role. As
the daughter of Crave Cheese’s
co-founders, George and Debbie
Crave, she grew up immersed in the
world of dairy farming and chee-
semaking. Her transition into the
owner partnership is a natural evo-
lution of a lifetime spent learning the
business.
www.cravecheese.com

The winning Sliced Charcuterie
Packages from Smoking Goose
are delivered in a reusable, stand-
up retail display.

customers at the deli counter. There
are 10 varieties of charcuterie available
in the stand-up retail displays, included
free with wholesale customers orders.

These pre-sliced, pre-portioned
packages are ideal for charcuterie
boards, cocktail hour, and game-day
snacks without the need for a slicer,
prep space, staff labor and more.

HORMEL FOODS
ANNOUNCES KEY
LEADERSHIP

Hormel Foods Corporation, Austin,
MN, announced two leadership
appointments in its retail business
segment. Paul Peil, a 35-year vet-
eran with the company, has been
promoted to the role of vice presi-
dent of marketing for fresh and ready
meats. Peil will oversee fresh pork,
Jennie-O, Hormel Cure 81 brand,
and the deli category for retail cus-
tomers. Christie Crouch joins the
company as vice president of mar-
keting for snacking and entertaining
and will lead all brand-building initia-
tives for the company’s portfolio of
snacking and entertaining brands.
www.hormelfoods.com

Smoking Goose, Indianapolis, IN, won the 2025 Deli Innovation
Award for its Sliced Charcuterie Packages In Stand-Up Retail Display.

“Our butcher buttons are bursting
with pride with this award, and we're
thrilled that the freestanding retail
displays we deliver to our wholesale part-
ners nationwide can shine a spotlight on

ANNOUNCEMENTS

¢ Afresh

BROOKSHIRE

GROCERY COMPANY
TAPS AFRESH'S
AI-POWERED PLATFORM

Afresh, San Francisco, CA,
announced a new strategic part-
nership with Brookshire Grocery
Company as they prepare to deploy
Afresh’s cutting-edge store order-
ing and inventory management
solutions across deli, produce, and
market (meat and seafood) depart-
ments. The rollout will span four
of Brookshire Grocery Company’s
banners: Brookshire's, Super |
Foods, Fresh by Brookshire’s and
Spring Market.
www.afresh.com

the great work that deli staff do every
day serving their customers,” says Cook.

Brooklyn Cured, Brooklyn, NY,
was awarded the inaugural 2024
Innovation Award for its Snack Packs.

NEW PRODUCTS

PEPPERONI DEVELOPED
IN RESPONSE TO
CONSUMER DEMAND

Columbus Craft Meats, Austin,
MN, has launched its first stand-
alone pepperoni deli product:
Columbus Uncured Pepperoni. The
pepperoni is crafted with whole cuts
of hand-trimmed pork and seasoned
with cracked fennel and paprika —
delivering a bold, spicy and smoky
flavor profile. It is available at
select retailers nationwide, includ-
ing Kroger, Albertsons Portland
and Mid-Atlantic, Giant Carlisle,
Hy-Vee, Save Mart, Associated
Wholesale Grocers, Associated
Food Stores and Ralphs. The prod-
uct is sold in a 4-ounce tray.

www.columbuscraftmeats.com

DELI WATCH is a regular feature of Deli Business. Please send information on new products, personnel changes, industry,
corporate and personal milestones and available literature, along with a color photo, slide or transparency to: Editor, DeLI BusiNEss, P.O. Box
810217 - Boca Raton, FL 33481-0217 - Phone: 561-994-1118 - Fax: 561-994-1610 - Email: DeliBusiness@phoenixmedianet.com
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Why Eat Average?

At LaClare Creamery, everything is aboul pursuing perfection in
flaveor and guality to produce distinetly delicious geat cheese.
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damestically produced gaoat cheese brands In the country: we solrce

milk exclusively from local dairies, With guick and careful handling
between our farms and creamery, this high-quality milk allows our
cheeses signature clean flaver and freshness to flourish;
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Si)i top trendsto drive deli sales:
B A

BY CAROL M. BAREUTHER, RD

e
S

rab-and-go sells. Just ask

David Cingari, executive chef

at Cingari Family Markets, a

|2-store supermarket chain

headquartered in Stamford,
CT “Over the past three years, we've seen
a 30% increase per day and per week in pur-
chases of our grab-and-go prepared entrees
and side dishes. Customers tell us they've
become a shopping list staple due to time
savings and affordability. They also comment
on the price savings compared to restaurant
takeout and delivery fees.”

The most popular selections, says
Cingari, a graduate of the Culinary Institute
of America who developed the menu, are
the Italian Chicken Cutlet, Panko Parmesan
Chicken Cutlet, and Chipotle Chicken,
Black Bean, and Corn Quesadilla, which
are prepared in a central commissary and
delivered to the stores daily. The newest
items are Lobster Rolls and Sesame Garlic

8 DELIBUSINESS FALL 2025

Cirilled Salmon, served with Honey-Roasted
Carrots and Basmati Rice.

Charcuterie boards and shrimp platters
have been big sellers this summer for cus-
tomers entertaining at home or going out for
a day of boating. In-store display signage, dig-
ital screen displays, social media, and weekly
demos are ways the retailer promotes its
grab-and-go meal line.

Prepared foods are the top contributing
category to deli sales, accounting for $32.2
billion, or 57% of total deli sales in 2024,
based on Circana’s Total U.S., MULO+
data for the 52 weeks ending Dec. 29, 2024,
and representing a 5% increase in dollars.
However, prepared foods are just one seg-
ment of grab-and-go foods sold in the deli,
with meats, cheeses, and entertaining cate-
gories being key contributors as well.

The unofficial category of deli grab-and-go
is defined more by function than form. It's all
about ready-to-eat or ready-to-heat-and-eat

consumption, pre-packed for quick pickup
and portability, without stand-in-line wait
times or staff interaction. As lifestyles
become increasingly fast-paced, especially for
commuters and younger consumers, demand
for convenient food options has surged, mak-
ing grab-and-go one of the fastest-growing
segments in the food industry.

Here are six top trends that will drive
sales of deli grab-and-go in 2026:

1. BASICS & BEYOND:
THE SKY’S THE LIMIT

Salads and sandwiches are the classic
go-to choices for grab-and-go deli options.
The salad category in Deli Prepared ranks as
the third-largest, after entrees and prepared
meats, totaling $5.8 billion, up 6.9% in 2024,
based on Circana’s Total U.S., MULO+ data.
Sandwiches are fourth, worth $3.8 billion,
up 2% during the same time.

“Green salads are top for us, with 80%
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of sales traditional favorites like Chicken
Caesar, Cobb and Chef,” says Maureen
Davis, national director of sales and
strategy, deli prepared foods, at Salinas,
CA-headquartered Taylor Farms, which
makes case-ready selections. This summer,
the company introduced a new assortment
of flavors in its pre-packaged wet salad line.
“Second is sub sandwiches and wraps.”

There has been an evolution in what con-
sumers want in grab-and-go selections, like
sandwiches, according to Jonathan Stack,
president and chief innovation officer at
Fresh Creative Cuisine. The Baltimore,
MD-based company recently opened a
new 80,000-square-foot ready-to-eat pro-
duction facility featuring over 200 specialty
menu items and a test kitchen for private
label product development.

“Beyond a standard hoagie or sub, we're
seeing demand for sandwiches with trendy
flavors, ethnic ingredients, and global cuisine
elements. In sandwiches, for example, that
means using artisan breads or trading meats
for vegetarian or Mediterranean-style fillings.
It extends to other handhelds as well, such
as empanadas, or twists like dessert-style
empanadas, samosas, egg rolls, Chicken
Vindaloo in a pizza topping format, or using
naan in place of a customary crust to make
pizza,” says Stack.

Last year, Mama'’s Creations, in East
Rutherford, NJ, introduced its Mama
Mancini brand Grab-and-Go Gourmet
Paninis in three flavors: Meatball Parmesan,
Chicken Parmesan and Nashville Hot. On
a similar note, BelGioioso Cheese, based in
Green Bay, WI, has introduced Provolone
and Fontina Sandwich Stacks for sliced sand-
wich cheese. It is square, stacked, and built
for paninis or upgrading to premium sand-
wiches.

Many deli operators are doing a good
job of expanding their grab-and-go selec-
tions to suit consumer needs and wants.

“You'll find power bowls, Asian-
inspired options, global wraps,
individual charcuterie boards, and
meal kits alongside the tried-and-
true deli salads and sandwiches,”
says Mike Kostyo, vice president
of Menu Matters, in Arlington, V'T.

2. DINNER GOES
DOUBLE TIME

Meal preparation, regardless
of the occasion, has drastically
changed over the past two
decades, moving away from

10 DELI BUSINESS FALL 2025

scratch cooking toward a hybrid meal that
is a combination of items that are semi- or
fully prepared and some items cooked from
scratch, according to Anne-Marie Roerink,
president of 210 Analytics, LLC, in San
Antonio, TX. “That's where grab-and-go
comes in. While we often think about a slice
of pizza or ready-to-eat salad as grab-and-go,
rotisserie chicken falls into this same solution
set for consumers.”

Chicken breasts, popular as a behind-
the-glass entree, have migrated to the
grab-and-go case. One reason, according
to Chris Darling, chief commercial officer for
Mama’s Creations, “is the surge in consum-
ers seeking GLP-1 weight loss medications,
who want a quick and healthy meal. We have

several chicken entrees, including fully cooked
Roasted Chicken Strips in multiple flavors,
Fajita Seasoned Oven Roasted Chicken
Breast Strips, and international-flavored
items, like Teriyaki Chicken and Fried Rice.”

This summer, Taylor Farms introduced its
line of Freshly Prepared Meals, primarily tar-
geted to supermarket deli operators too small
for a private label program, yet who want
the distinction of carrying a known national
brand. The six-item line includes four
chicken-based selections, such as Broccoli
Chicken Alfredo and Chicken Parmesan, as
well as Grilled Salmon and Vegetables and a
Margherita Flatbread Pizza.

3. SNACKS ARE THE

NEW MEALS

Over half (53.3%) of consumers eat
snacks instead of a meal because they are
on the go, according to Technomic’s 2023
Snacking Occasion Report, as shared by
Rhome, TX-based Fresh Innovations
LLC, makers of Yo Quiero Brand
grab-and-go guacamole, salsa and
queso dip products. Additionally,
more than 51% of consumers eat
snacks instead of meals at work,
and 49.9% eat snacks instead of’
meals at home.

“Consumers are think-
ing more about healthy eating
when snacking,” says Tara Murray,
vice president of marketing. “Data
also shows that while shoppers come

into the deli for dinner, it's conve-
nience stores where they are

PHOTO COURTESY ST. PIERRE
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“People like to try new things, and
delis are capitalizing on this in their
grab-and-go programs. The sky’s

the limit.”
— Jonathan Stack, Fresh Creative
Cuisine, Baltimore, MD

buying snacks. There’s a huge opportunity
for supermarket retailers here.”

Snack boxes, charcuterie boards, bento
boxes, and similar items aren't going away
anytime soon, says Menu Matters” Kostyo.
“Many consumers simply prefer to eat this
way because it's fun, offers a lot of options,
and fits a wide range of occasions.”

Grab-and-go meats accounted for nearly
one-third (29.8%) of deli meat dollars, down
4.4%, based on Circana data for 2024.

Protein-powered snacking is a hot grab-
and-go trend, according to Jamie Wichlacz,
marketing and public relations manager at
BelGioioso. “Consumers are actively seek-
ing high-protein options, such as our fresh
mozzarella and snacking cheeses, to fuel
their day.”

Grab-and-go cheeses represented 12.2%
of deli cheese dollars, essentially flat in sales
at -0.2%, based on Circana data for 2024.

Shelf-stable hummus, full of plant-based
protein and packaged in 2.9-ounce grab-
and-go cups with breadsticks, is new from
Mezete. This Jordanian brand, part of the
Kasih Food Production Company, specializes
in authentic Middle Eastern foods.

“What we offer, snack dips like hum-
mus, as well as plant-based soups, stews,
and sauces, intersect several mega trends,
including the rise in snacking, a desire for
healthfulness and global flavors. Middle
Eastern flavors are one of the fastest-grow-
ing cuisines in the U.S.,” says Mark Pataky,
commercial director.

Dietz Nuts, protein-packed, savory meat
bites sold in portable single-serve bags, are
a top grab-and-go offering from Dietz &
Watson, in Philadelphia, PA, says Lauren
Eni Canseco, chief marketing officer. “One
of the top trends in grab-and-go foods is the
demand for convenience without sacrificing
quality and taste.”

Dietz Chips, 3-ounce packs of no-add-
ed-brine pickles in four flavors, such as Spicy
Garlic Dill and Sweet Horseradish, are also
snack favorites.

Snackable Petite and Sliced Dill Pickles
are the latest additions to the POSHI
(Power of Simple Healthy Ingredients)
lineup. This Miami, FL-based company pro-
duces shelf-stable, all-natural, ready-to-eat
vegetable snacks.

YO

QUIERO!.

Consumer Convenience
Top Quality Ingredients

Drive Incremental Sales

:ULTIMATE

COVER STORY

“Our artichokes, asparagus, and olive
snacks have always been steady favor-
ites,” says Doruk Karakasoglu, vice
president of sales. “They have a satisfying
crunch and flavor, and people love them
either solo or paired with sandwiches and
platters. This taps into the growing trend
of people replacing traditional meals with
flavorful, better-for-you snacks through-
out the day.”

FALL 2025 DELIBUSINESS 11
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4. DINE IN OR DASH: IT’S
ALL IN THE PACKAGING

Packaging makes the difference between
a sit-and-stay meal or snack and a grab-
and-go one. A good example is the St. Pierre
Groupe’s Belgian waffles.

“Our investment in our range of waffles
is a testament to the increased demand for
the products as a grab-and-go solution,” says
Kayleigh Swift, U.S. brand manager for St.
Pierre Bakery, of the St. Pierre Groupe, the
U.K.-based baker of premium brioche-style
bread products and a subsidiary of Mexico's
Grupo Bimbo. “Initially, though each waf-
fle was wrapped in the pack, the products
did not have their own bar codes. We have
invested in packaging to ensure retailers can
sell single units.”

The company recently launched a new
merchandising solution, a branded rack,
which fits onto St. Pierre’s eye-catching
Eiffel Tower displays or existing fixtures
throughout the store, and at the point of’
sale to drive impulse purchases where waf-
fles are sold as individual units.

“Waffles, croissants, and crepes are up
6% in both value and volume, year to date,
which demonstrates consumer demand for
individually wrapped snacking solutions,”
says Swift.

12 DELI BUSINESS FALL 2025

5.SEEITTO SELLIT

Placement matters when it comes to sell-
ing more grab-and-go products, says Poshi’s
Karakasoglu. “High-traffic spots near the deli
counter, store entrance, or close to prepared
meals are ideal”

In-store signage, deli counter displays, and
strategic placement near complementary
items are effective. At the same time, store
circulars, email newsletters, and social media
extend the message beyond the shelf, adds
Dietz & Watson's Canseco. “Showcasing
easy pairings or usage ideas through short
videos or recipe posts also helps consumers
see the value and versatility of the products.”

Sandwiches, salads, and prepared meals
often receive dedicated display areas in the
deli. This isn't necessarily so with grab-
and-go snacks.

“Snack items are more of an after-
thought in the deli, compared to center
store, and as a result have not been gain-
ing as much traction,” says Taylor Farm's
Davis. The company offers fresh-cut fruit
cups, fruit and yogurt parfaits, and snack
trays featuring a combination of vegetables,
dips, cheeses, hard-cooked eggs, nuts and
crackers. “Grouping these items would give
a better shelf presence, greater profitability,
and less shrink.”

WHAT THEY ARE
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£

“Data also shows that while
shoppers come into the deli for
dinner, it's convenience stores
where they are buying snacks.
There’s a huge opportunity for

supermarket retailers here.”
— Tara Murray, Fresh Innovations

LLC, Rhome, 'Iy

To make it easier to build a meal, Mama’s
Creations’ Darling suggests segmenting dis-
plays. “Group entrees, sides, and desserts
together in upright refrigerated cases. Use
color-coded signage to call attention to each.”

N

6. SERVE A ‘WHAT’S FOR
DINNER?’ BUNDLE

One of the key areas of opportunity for
grab-and-go is Millennials, who are now
raising families, doing their own grocery
shopping, and preparing meals, according
to Menu Matters' Kostyo. “Eighty percent
of Millennials say they have trouble deciding
what to make for dinner at least one day a
week, according to our research, and nearly
a quarter have trouble five days a week or
more. This is something that grab-and-go
can really solve.”

Delis can create “What's for Dinner” bundles.

“Grab-and-go meal deal combos can take
the guesswork out for shoppers and be a bas-
ket builder for the retail deli,” says Mama’s
Creations’ Darling,

Promote cheeses as part of “grab-and-
make” kits for lunch or dinner, such as an
Italian Picnic Box with Fresh Mozzarella,
heirloom tomatoes, basil, and balsamic glaze,
suggests BelGioioso's Wichlacz. “Or, or a
panini kit with Fontina Sandwich Stack, rus-
tic bread and truffle aioli.”

Bundling is key to pairing meats and
cheeses with crackers or drinks for ready-
made meals, or promoting custom builds near
complementary items, like breads or spreads,
adds Dietz & Watson's Canseco. “Whether
sold a la carte or as a bundle, strong visuals,
strategic placement, and messaging around
quality and convenience help drive sales.”

LLooking ahead, Canseco adds, “Demand
for grab-and-go foods is expected to con-
tinue growing as busy lifestyles and the need
for convenience shape how people eat.” DB
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Capitalizing on Charcuterie

Supermarket delis can create cross-merchandising
opportunities with a wide range of items.

s the charcuterie category continues
to evolve, supermarket delis are on
the front line as the provider of the
board’'s main components.

“The beauty of this category is
its constant innovation — new flavor profiles,
textures, and pairings that elevate the Italian
tradition of tagliere that most Americans
know as charcuterie,” says Emilio Mignucci,
owner and expert cheesemonger, Di Bruno
Brothers, Philadelphia, PA.

Charcuterie is defined as a curated selec-
tion of premium, ready-to-eat items designed
for easy snacking and entertaining.

“Categories within charcuterie include
a variety of cured meats, cheeses, crack-
ers and complementary items, such as nuts,
olives, spreads or dried fruits — ingredients
that consumers can customize and assem-
ble themselves for a personal snack or for
entertaining all in one place,” says Claire
Donohue, marketing manager, Volpi Foods,

St. Louis, MO.

14 DELI BUSINESS FALL 2025

BY LISA WHITE

In supermarket delis, charcuterie meats
typically include salami, prosciutto, pepper-
oni and soppressata, as well as sliced deli
meats, like turkey, ham and roast beef It also
encompasses an array of cheeses, from sharp
cheddars to creamy bries.

“Rooted in the traditional French practice
of preserving and utilizing meat to extend
its shelf life, charcuterie began as a method
of making perishable proteins both edible
and flavorful,” says Lauren Eni Canseco,
chief marketing officer, Dietz & Watson,
Philadelphia. “While originally centered on
expertly prepared meats, its definition has
expanded, especially in American retailers,
to include a wide range of artisanal accom-
paniments.”

Charcuterie boards are reflecting
consumers’ changing preferences, with
clean-label and minimally processed prod-
ucts that are free of artificial ingredients,
preservatives and nitrates. These boards are
also becoming more internationally focused.

Shoppers are seeking out new textures, for-
mats and flavor profiles.

There's also increasing demand for plant-
based options that mimic the richness of
traditional charcuterie using vegetables,
legumes and oails. In addition, there has been
an increase in pre-packaged mini charcuterie
boards and smaller snack trays that focus on
convenience and easy snacking.

Charcuterie, in the traditional sense,
refers to any cooked, cured or smoked meat
— including whole-muscle hams, sausages,
patés, terrines and more.

“In the supermarket deli context, the
charcuterie term has taken on a narrower
meaning,” says Jesse Denes, vice presi-
dent, Schaller & Weber, New York City,
NY. “What's often labeled and merchan-
dised as ‘charcuterie’ tends to focus on
sliced cured meats, dry sausages, patés
and other board-friendly specialties.
Meanwhile, classic charcuterie items,
like deli hams, bolognas and liverwursts

PHOTO COURTESY FABRIQUE DELICES
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Hummus. Dip it, spread it, or pair it
with any of our premium meats or
artisan cheeses for the ultimate
sandwich, snack, or bite!
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PREPARED FOODS

Al-POWERED KIOSKS ELEVATE

THE DELI EXPERIENCE

To help guide consumers seeking charcuterie
boardideas, retailers are turning to Al like Cicero,
anin-store digital kiosk that acts as a virtual char-
cuterie board expert. Positioned near the deli or
specialty cheese case, Cicero guides shoppers
through building the perfect board based on their
preferences — occasion, budget, dietary needs or
wine pairings.

“Using real-time inventory data from the store,
Ciceroinstantly recommends curated selections of
cheeses, meats, fruits, crackers and accompani-
ments — all available on-site,” says Doug Stephen,
president of CGS Immersive, New York City, NY.
“Customers can print a shopping list or, in some
stores, design their board from home via a con-
nected app and pick it up at the store.”

The results are bigger baskets, cross-category
sales, labor efficiency, younger shopper appeal
and actionable data from kiosk interactions.

“Surveys show that 58% of shoppers struggle
with flavor pairings, nearly half feel intimidated
arranging boards visually, and 27% need help
meeting dietary needs,” Stephen notes. “AI kiosks
meet all these challenges head-on — transforming
confusioninto confident, high-margin purchases.”
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Cicero, an in-store digital kiosk
that acts as a virtual charcuterie
board expert, may be positioned
near the deli or specialty cheese
case to guide shoppers through
building the perfect board.
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are typically found in their own sections
— even though they belong to the same
culinary lineage.”

NEW DEVELOPMENTS

Manufacturers offer a wide range of’
options in the charcuterie space.

In addition to cheese spreads, jams,
glazes, white truffle honey, tapenade,
roasted and stuffed peppers, artisanal cros-
tini, and oven-baked grissini, Di Bruno
Brothers offers a line of five cured salami
chubs, ranging from spicy to mild, and is
also rolling out pre-sliced, diced, and combo
packs of cured meats, including prosciutto,
pancetta and soppressata.

“We take a ‘glocal approach — global
inspiration and local integrity — as we
source many of our ingredients from small
family businesses and food makers in Italy,”
says Mignucci.

Jay Whitney, co-founder and chief mar-
keting officer, FoodStory Brands, Phoenix,
AZ, which owns Upper Cut, is also taking
a global approach to attract new, younger
consumers. “We are introducing a line of
multi-compartment, globally inspired snack
trays this fall to take consumers on a fla-
vor adventure ... literally. It brings a fresh
twist to deli snacking and charcuterie that
will broaden the usage occasion and attract
Gen Z consumers.”

In 2025, Volpi introduced portioned
and protein-packed Snack Trays and a
Charcuterie Board.

“Our latest product innovations cater to
the portable, ready-to-eat space — Snack
Trays that are offered in two flavors — moz-
zarella and Genoa Salame and prosciutto
and provolone — and a Charcuterie Board
that comes with Genoa Salame, uncured
pepperoni, crackers, provolone cheese,
roasted almonds and organic cranberries,”
says Donohue.

Dietz & Watson has expanded its offer-
ings to include its Originals line with organic
and antibiotic-free meats and cheeses with
no artificial preservatives or additives.

“We've also introduced new snack packs
that pair premium meats, cheeses and
crackers in ready-to-eat portions,” says Eni
Canseco. “On the flavor front, we're offering
a variety of cheeses and deli meats in excit-
ing new profiles.”

Schaller & Weber continues expanding
specialty offerings with items like Iberico
pork paté, foie gras with black truffle and a
spreadable 'nduja.

“For customers looking for plant-based
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options, we've developed a line of shelf-sta-
ble vegan patés made with vegetables and
natural oils,” says Denes.

Oceanside, CA-based Olli Salumeria is
capitalizing on growth from snack packs with
meat, cheese and cracker varieties.

“We have many flavors, including chipotle
and habanero, and are looking to bring new
flavors to the charcuterie set,” says Enrico
Porrino, Olli's vice president of research and
development and a master salumiere. “We've
added about 10 Latino and South American
flavors, in addition to fusion varieties.”

At Fabrique Delices, Hayward, CA, the
focus is on French and Basque regional prod-
ucts.

“We are now offering a new precooked
ham for delis,” says Sebastien Espinasse,
president of the company. “It is made the
traditional way and is a very flavorful option
for charcuterie boards.”

Fortune Favors, Cottage Grove, WI,
offers a half dozen candied pecan flavors as
a pairing option for charcuterie boards.

“These are designed to work with meats
and cheeses to spice up the board,” says Sam
McDaniel, Fortune Favors' chief executive.
“Nuts are typically an afterthought, but
really should be an equal partner as they
add the crunch and can stand up to other
flavors. They also add a visual component.”

The company’s two latest flavors are
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“While ready-made boards

offer convenience, encouraging
customers to build their

own board makes = .-
the experience '-5

more engaging and

memorable.” f

\_

Mesquite, a barbecue flavor that pairs well
with smoked meats, and Spark, a blend of
warming chili spice, smokiness and citrus
with a rich, gochugaru-inspired flavor.

4

— Emilio Mignucci, Di Bruno
Brothers, Philadelphia, Fy

MARKETING &
MERCHANDISING

Success in the charcuterie space is depen-
dent on product presentation.

FROM OUR FAMILY OF

CHEESES TO YOURS

Since 1998, Cheese Merchants has passionately provided premium hard Italian
cheeses. Our hard Htalian and Specialty Cheese expertise, combined with our
commitment to quality, consistency, and customer service has made us a preferred
supplier to 60+ Major Retailers, Fortune 500 Food Manufacturers, and many of the
largest Broadline and Spedalty Foodservice Distributors.

1301 Schiferl Rd. Bartlett, IL 60103 » www.cheesemerchants.com « 630.221.0580

PLMA’'s STORE BRANDS

MARKETPLACE

PRIVATE LABEL TRADE SHOW
NOVEMBER 16-18, 2025 | CHICAGO
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PREPARED FOODS

“Supermarket delis can really capitalize
on this by making charcuterie feel approach-
able, convenient and inspiring,” says Volpi
Foods” Donohue. “Grouping complementary
items — like cured meats, cheeses, olives
and spreads — together makes it easier for
shoppers to visualize and get creative when
building their own boards. Cross merchan-
dising with wine, nuts and dried fruits, or
crackers in adjacent aisles, can also definitely
help spark buys.”

In addition, she adds that sampling and
signage also go a long way, as well as edu-
cational elements, like pairing suggestions or
build-your-own board ideas.

“The most effective strategy is to
merchandise with intent: bundling comple-
mentary products, like meats, cheeses and

18 DELI BUSINESS FALL 2025

condiments, encourages the customer to
build a full board in one trip,” says Denes at
Schaller & Weber. “Creating a charcuterie
destination within the deli — even a small
one — makes discovery easier. And don't
underestimate the power of eye-level place-
ment, especially for grab-and-go packs or
entertaining bundles.”

Eni Canseco at Dietz & Watson recom-
mends highlighting product attributes like
“clean label,” “no nitrates” or “snack-ready”
with shelf talkers or QR codes. Also, sea-
sonal themes, rotating bundles and in-store
tastings are effective strategies.

Di Bruno Brothers” website and packag-
ing offers pairing suggestions for charcuterie
boards.

“Collaborating with other departments

THEY ARE

“The biggest and best opportunity\
is to remove the burden of
intimidation for consumers. It’s
critical to create a frictionless
experience by providing the
inspiration, the shoppable recipes/
snack hacks, and the supporting
content for ease of prep and
execution.”

\

for seasonal features or themed promotions
— like summer barbecues, holiday entertain-
ing or back-to-school lunchboxes — helps
position charcuterie as an easy to prep every-
day indulgence, not just a special-occasion
splurge,” says Mignucci.

— Jay Whitney, FoodStory Brands,
Phoenix, Ay

LOOKING AHEAD

The future of the category lies in flexi-
bility and flavor, with pre-portioned items,
globally inspired profiles and better-for-
you ingredients made without additives or
GMQOs, according to Mignucci.

“We are tapping into this momentum
by rotating in limited-time items, offering
sampling opportunities and using signage
and displays to share pairing ideas, turning
charcuterie into an engaging, flavorful expe-
rience,” he says.

Charcuterie is shifting from a special-oc-
casion indulgence to a mainstream, everyday
eating experience.

‘As interest grows in creative food experi-
ences and curated presentation, charcuterie
is well-positioned to remain a top choice for
both casual and elevated occasions,” says Eni
Canseco at Dietz & Watson.

Upper Cut's Whitney says the continued
growth and interest in charcuterie serves
to reinforce how much consumers crave a
curated food experience and how much they
love to express themselves through person-
alized creations. “The canvas, if you will, is
quite limitless, and we love the proliferation
of new flavors and formats we've seen in the
category to give consumers more optional-
ity.” DB
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Prosciutto,
Apple, Arugula &

Provolone Sandwich

PROVOLONE

The secret to a legendary sandwich since 1979

PROVOLONE

AL Fatanal (L

The flavorful choice in the specialty cheese case NEW
8 SLICE PACK!
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BREAKING BREALD:
ARTISAN LOAVES ARE RISING
IN THE DELI AISLE

From sourdough boules to brioche buns, upscale breads

are transforming deli departments into destinations.
BY SARAH LOUISE KLOSE

ourdough loaves. Moroccan bread-
sticks. Speculoos croissants. Upscale
breads draw consumers to the deli
aisle. There, culinary-minded shop-
pers seek artisan bread and rolls
baked according to authentic recipes.

“They go there looking for inspiration,
ways to impress guests or engage the fam-
ily with an elevated evening meal,” says
Kayleigh Swift, U.S. Brand Manager for
St. Pierre in Manchester, England.

St. Pierre makes brioche buns, rolls and
loaves from French recipes. The breads are
fresh, high quality.

“Deli shoppers are often looking for
elevated and indulgent experiences with
sandwich builds and sauces, whereas the
center store shopper may be using pre-sliced
bread for easy at-home meals, such as toast,
or school lunches,” says Dave Gonnella, vice
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president of sales at Gonnella in Chicago, IL.

Customers who buy breads, like
Gonnella’s thaw-and-serve Pretzel Subs
and French Rolls, tend to purchase premium
meats and cheeses, too, which increases
basket size.

CURRENT TRENDS

Warm fresh bread continues to trend —
and customers like to bake it at home.

“Our Bake'Up products are easy for any-
one to make,” says Raoul Dexters, country
commercial manager, Vandemoortele USA
in Pawtucket, RI. “You take them out of
the box, put them on a tray, and put them
right in the oven. There is no proofing or
thawing,”

Bake'Up croissants can be mini, butter,
sandwich or pinched. Minis are 60% smaller
than traditional ones — a bonus for stores

with limited freezer space. Vandemoortele,
based in Ghent, Belgium, exports from
Europe and produces in the U.S.

For health-conscious customers, store
delis can promote clean-label breads with
no GMOs, high-fructose corn syrup or pre-
servatives.

“Whole grain, gluten-free, keto and arti-
san-style breads are trending as they cater to
specific dietary needs and a desire for fresh,
flavorful options,” says Karen Toufayan, vice
president of marketing and sales at Toufayan
Bakeries in Ridgefield, NJ. Its Authentic
Lavash, which is hand-stretched, is kosher
and vegan.

At the grocery, consumers who priori-
tize freshness and convenience spend more
time in the perimeter than center aisle. “This
is especially true for the Millennial cohort
and younger,” says Mollie Crudden, senior

PHOTO COURTESY RICH PRODUCTS
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marketing director, Bakehouse Brands,
Bimbo Bakehouse in Horsham, PA.

So, Crudden recommends grocers carry
deli breads in snackable sizes, bold/inter-
national flavors and traditional open-cell
structures.

40 yeard g

Eypentse s alt you Ahead

THE RISE OF
SOURDOUGH BREAD

Sourdough bread is nutritional, tasty and
artisanal. And it’s a hit. Mordor Intelligence
forecasts sourdough market growth of 7%
per year through 2030.

“Naturally leavened sourdough is rising
in popularity, celebrated for its slow fer-
mentation, minimal ingredients and gentle
digestibility,” says Kathleen DiPasquale,
associate product manager, value-added
bakery, Rich Products in Buffalo, NY. The
company makes sourdough baguettes,
batards and boules, which are sold frozen.

Bimbo Bakehouse has seen a recent
annual 15% growth in its Goldminer
Sourdough. “This bread has a great flavor
profile and a style that continues to attract
people,” says Crudden.

“What sets our breads apart is our
unwavering commitment to simple ingre-
dients and time-honored artisan methods,
including a 24-hour fermentation process,”
says Brie Buenning, senior director, market-
ing, Aspire Bakeries in Los Angeles, CA.

La Brea Bakery (under Aspire Bakeries)
makes sourdough bread for stores to bake
in-house, and for consumers to take and

A trusted leader for nearly 140 years, Gonnella provides expertise and innovation for

bakery, deli and prepared foods. Always evolving to meet changing demands, we offer

£
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“Whole grain, gluten-free, keto ancﬁ
artisan-style breads are trending as
they cater to specific dietary needs
and a desire for fresh, flavorful
options.”

\_

bake at home. The ingredients are flour,
water, salt, and the original sourdough
starter from 1989.

— Karen Toufayan, Toufayan
Bakeries, Ridgefield, l\y

INDUSTRY DEVELOPMENTS
Currently, deli breads are baked, par-
baked or frozen. Innovation is key in the
industry.
“The bread industry is seeing exciting
innovations with the integration of ancient
grains and seeds to enhance nutritional

a diverse range of bread products - from our Thaw & Sell items that deliver on sought-after

freshness, to our delicious French breads and mini loaves, sandwich carriers, and pizza

dough for retail, foodservice, or meal kits. Retailers count on Gonnella's family

tradition of outstanding customer service and commitment to

quality for in-store excellence.
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value, and use of oils that meet various
dietary priorities,” says Toufayan.

Vandemoortele bought Italian baker
Laterna, changed the focaccia to a round
shape, and now makes it in tomato, rose-
mary and Mediterranean flavors.

Supermarkets that aim to provide
high-quality products recognize that con-
sumers desire freshly baked deli bread.

“These product selection drivers make a
case for the continued importance of baking
bread fresh in store — there’s both a shopper
and retailer appetite for freshly made prod-
uct,” says Betsy Kelly, consumer insights
associate for the bakery channel at General
Mills FoodService, Minneapolis, MN.

General Mills rolled out Pillsbury frozen
bread dough to meet this need. Stores can
bake high-quality hoagies; French and Italian
bread; and dinner, steak and bolillo rolls.

Stores want solutions that balance craft
with convenience, given operational reali-
ties. They want to reduce shrink and extend
shelf life.

“Grocers are increasingly favoring smaller
pack sizes, typically two to four pieces, tai-
lored for today’s smaller households. These
items come ready-to-enjoy or nearly fin-
ished, minimizing the need for on-site prep,”
says Rich’'s DiPasquale.

MERCHANDISE AND
CROSS-MERCHANDISE

Bakery companies work with stores to
merchandise products, via digital coupons,
digital retail media and bread displays.

“One of the things to focus on is how
to always make it easy from the mer-
chant standpoint,” says Crudden of Bimbo
Bakehouse. “We have a prefilled shipper that
ships frozen. It can be a single consumer-fac-
ing case that sits on a tabletop. Since it is
modular, the cases can be stacked on top
of each other on the floor.” The shipper is
filled with Goldminer Original Sourdough
Squares.

“Our Eiffel Towers have been proven to
increase sales, providing in-store theatre and
a customer experience that starts in-store
and continues at home,” says Swift of St.
Pierre.

Vandemoortele's culinary team is happy
to propose merchandising ideas to in-store
delis, for the company’s new and existing
bread products. “We launched a pistachio
croissant in the U.S. We have a lot of ideas
that our chef comes up with,” says Dexters.

Deli breads sell easily when cross-mer-
chandised with cheese, meat, dips/spreads
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and wine. “Bakery bread is an exciting prod-
uct category in that it acts as a canvas for an
abundance of cross-merchandising opportu-
nities,” says Kelly of General Mills.

“Our loaves and rolls pair beautifully with
hot bar entrees, soups, or deli proteins,” says
Gonnella. He recommends positioning its
dinner rolls next to rotisserie chickens to
boost visibility and drive incremental sales.

SANDWICH PROGRAMS
AND GRAB-AND-GO

Breads, rolls, biscuits, wraps are terrific
for deli sandwiches and grab-and-go. “From
whole wheat to sourdough options, there'’s
a carrier for every sandwich imaginable,”
says Kelly.

Bimbo Bakehouse markets Cheesecake
Factory’s brown bread. Its Goldminer square
loaf sandwich bread — crunchy exterior,
soft interior, large fluffy slices — comes in
Sourdough Regular, Cracker Wheat, Seeded
Rye and Sesame.

“Toufayan's flatbreads, authentic lavash
and wraps are favorites in supermarket
sandwich programs because they offer a
perfect base for a variety of fillings,” says
Toufayan. The breads are pliable, and their
flavor complements deli meats and cheeses,
making them appeal to a wide audience.

Aspire Bakeries offers a line of artisan
sandwich rolls that delis can refrigerate for
up to four days. “These breads are sturdy
enough to hold large sandwich builds and
stand up to rich sauces, dressings, and mayo
without breaking down,” says Buenning.

Vandemoortele, which makes private-la-
bel breads, says Bake'Ups are easy for delis
to slice. “A sandwich croissant is something
you rarely find in Europe. But in the U.S,,
they'll use it as a carrier for sandwiches,”
says Dexters.
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PACKAGING TECHNOLOGIES

Retailers and bakeries are working to
improve bread packaging. Toufayan has
resealable bags and aims for less plastic and
more eco-friendly materials.

Aspire Bakeries has packaging that
maintains freshness and integrity, especially
for take and bake. “Our latest technologies
prioritize shelf stability without compro-
mising quality, featuring a window for
consumers to see the product,” says
Buenning.

Gonnella says Modified Atmosphere
Packaging (MAP) continues to gain traction
as a way to extend shelf life and preserve
quality. MAP involves adjusting the levels of
oxygen, carbon dioxide and nitrogen inside
the package.

GATHERINGS AND HOLIDAYS

For fall football gatherings and fam-
ily events, Bimbo Bakehouse makes
Cheesecake Factory rolls for sliders.
Toufayan markets pitas/flatbreads for snacks
and platters. Vandemoortele suggests crois-
sants on catering trays with cheese and
chicken salad.

"A personal-sized boule makes the perfect
edible vessel for hearty fall soups, while a
larger round transforms into a crowd-pleas-
ing centerpiece,” says DiPasquale of Rich
Products.

Gonnella offers pretzel rolls for game
day, and seasonal Cranberry Orange Irish
Soda Bread for a nostalgic brunch. For
Halloween, families can get creative with
take-and-bake pizza dough.

“Parents are shaping the dough into
ghosts, mummies, and jack-o'-lanterns,
turning dinner prep into a hands-on
seasonal activity with their kids,” says
Gonnella. DB
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Private Lahel Program

Shoppers turn to store brands for quality and innovation.

hat was once considered a val-

ue-only market is now a space

for premium, even artisanal

offerings. Private brands, also

known as store brands, house

brands, or own brands, continue to grow

in popularity. Overall sales of store brands

increased $9 billion to a record $271 bil-

lion last year compared to 2023, according

to Circana Unify+ data, as shared by the

Private Label Manufacturers Association

(PLMA), headquartered in New York, NY.

This represents a 3.9% rise in dollar sales

in all outlets from Jan. 8 to Dec. 29, 2024,

versus the same period in 2023. What's

more, for the first six months of 2025, dollar

sales of private label products increased 4.4%

versus the same period a year ago, compared
to only a 1.1% gain for national brands.

BY CAROL M. BAREUTHER, RD

“We're seeing this demand fueled by a
desire from consumers for fresh, authentic
products,” says Frank Belfiore, vice presi-
dent of marketing and retail sales for Caputo
Cheese, in Melrose Park, IL, an award-win-
ning cheesemaker under the company’s own
brand, and private label manufacturer for
retail of fresh mozzarella slices and balls,
Parmesan, Romano, Asiago, and PEG board
zipper pouch cheeses.

“Operators aren't just looking for lower
prices; they'e seeking standout quality, reli-
able sourcing, and a brandable story. Private
label programs allow supermarket delis to
stand out in a crowded landscape.”

Several trends are driving innovation in
private-label products in multiple supermar-
ket deli categories.

“Take soup, for example,” says Peggy

Davies, PLMA president. “Raley’s
Supermarkets in Sacramento, CA, won
a PLMAs 2024 Salute to Excellence
Award for its Nob Hill Trading Co. brand
‘Sacratomato’ Tomato Bisque soup.”

On the health and wellness front, Davies
adds, “Stop & Shop's Taste of Inspirations
Deli line includes Lower Sodium Turkey
Breast. As for premium demand, Safeway’s
Premo Taglio line has specialty offerings like
mozzarella cheese roll with prosciutto and
basil.”

Private label plays an essential role in
foodservice offerings in the deli, where
shoppers visit for convenient, high-quality,
prepared foods for on-the-go or at-home
consumption.

A good example is Meal Simple by
H-E-B. This prepared foods line includes

FALL 2025 DELI BUSINESS 23
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restaurant-quality, ready-to-eat or ready-
to-cook meals, including single-serving and
famnily-sized options. Among the selections
are ltalian-inspired dishes, like spaghetti with
meatballs, Asian-inspired bowls, such as
Butter Chicken and General Tso's Chicken,
and other items like salmon with mashed
potatoes and green beans.

The rising demand for quick-and-easy
meals will be reflected at PLMAs 2025
“Store Brands Marketplace” Private Label
Trade Show, Nov. 16-18, at the Donald E.
Stephens Convention Center, Chicago, IL.

THREE-STEP HOW-TO

First, deli operators need to have a firm
grasp of their private label brand identity
and what they have to offer consumers: Is
it premium quality? Health and wellness?
Consistency? says Darren Jones, director of
private brands for Reser’s Fine Foods. This
Beaverton, OR-based company manufac-
tures prepared foods for private label, such as
salads, side dishes, tortillas and dips. “Once
that's clear, private brands can then iden-
tify the product mix that best serves their
store’s shoppers.”

Secondly, for the specific items, the key
is starting with a clear goal, according to

24 DELIBUSINESS FALL 2025

Caputo’s Belfiore. “We work closely with
retailers to match their vision, whether it's
a specific cut or various shredded options.
Our recommendation? Start strong with
proven cheeses and plan for growth. For
instance, we recommend starting with con-
sumer favorites, like fresh mozzarella, then
expanding into specialty formats as the brand
grows.”

Reser’s incorporates its most popular
items into its retail deli customers’ private
brand lineup, including potato salad, maca-
roni salad and coleslaw, says Jones. “These
represent high-volume sellers that cater to
a broad demographic. Additionally, we may
develop custom recipes or align with specific
ingredient requirements.”

Five to eight flavor SKUs are usually
the average number desired in a high-qual-
ity private label soups program, says Bob
Sewall, vice president of sales and market-
ing for Blount Five Foods. The Fall River,
MA-headquartered company, makes restau-
rant-quality soups, entrees, and sides to sell
under its own brand, like Blount's Clam
Shack, and well-known retail brands, such
as Panera Bread, as well as private label.

“Sometimes these are seasonal SKUs.
Other times, they are specific to a certain

WHAT THEY ARE
cyy
£

“The most successful private Iabel\
programs are treated like real
brands, with attractive packaging,
compelling stories, and a clear

point of view.”

— Frank Belfiore, Caputo Cheese,

k Melrose Park,y

area or region where the retailer is located.
For example, from the Carolinas to Florida,
seafood, like she-crab soup, is popular. In the
Midwest, it's white chicken chili, and in the
Southwest, it’s traditional Hispanic-flavored
soups. These types of private-label soups
serve as a differentiator. Something that a
shopper can only purchase at that retail-
er’s stores. It brings customers through the
doors.”

Creating custom private-label cheese

PHOTO COURTESY PINE RIVER



GRERT PLAYS
START WITH SAUGE.

Don’t fumble the flavor at the goal line—give your game day staples like sandwiches, wings,
and burgers the taste they deserve with Sweet Baby Ray’s wing sauces.
With everything from Buffalo and Garlic Parmesan to Sweet Teriyaki and Nashville HotSal
big games have never been more delicious.

Get a sauce sample

Wisit us: shrfoodservice.com
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spreads is an area where Pine River
Pre-Pack, in Newton, WI, excels. The
company makes cold pack, clean-label,
and gourmet shelf-stable snack cheese
spreads. A first-place in March for its
shelf-stable garlic and herb spread at the
U.S. Championship Cheese Contest is
one of several awards.

“We have 24 flavors in our Pine River
brand, and some 85 variations of cheese
spread total, meaning 60 are for private
label customers,” says lan Behn, president.
“Some customers prefer a custom formu-
lation based on trending flavors; therefore,
we have our own kitchen and R&D process
to create new, exclusive products. Maple
bacon, raspberry chipotle, and hot honey
are recent examples.”

Third, plan and allow time for the inno-
vation and formulation process.

“If we're creating a new flavor, it can
be four to six months, or as fast as we get
approvals from the retailer, as we collaborate
closely with our customers,” says Blount’s
Sewall.

It can take longer for private-label
cheeses.

“Many retailers are looking for a legacy
cheddar to add to their private label selec-
tion,” says Tim Multerer, executive vice
president of sales for Meister Cheese, a
1916-founded family-owned and operated
cheesemaker in Muscoda, W], that special-
izes in artisan-style American cheeses. The
company is vertically integrated, meaning
it has control of the product from the milk
used to the packaged product.

“Some customers will come to us with
an idea of what to add as a flavor innova-
tion. What you put in or on the cheese can
change it dramatically, and over time, as it
ages. For example, cheddar can take several
months, several iterations, and several sam-
plings to see how the added flavor works as
the cheese ages, and it might take a year for
the final result. Specialty cheese is a com-
plex animal.”

MARKET & MERCHANDISE

Merchandising matters, says Caputo'’s
Belfiore. “The most successful private label
programs are treated like real brands, with
attractive packaging, compelling stories, and
a clear point of view.”

The biggest misperception about pri-
vate label products is that they compete
with branded products. Not so, according
to Alyssa Vescio, senior vice president of
center store merchandising, sourcing, and
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product development for Whole Foods
Market, a 500-plus store natural and organic
products-focused retailer headquartered in
Austin, TX.

Vescio spoke about the retailer’s pri-
vate label program at the New York,
NY-headquartered Specialty Food
Association’s Fancy Food Show in June.

“So often, you see if we launch some-
thing in a private label, that a brand might
feel threatened or pushed out. From our per-
spective, both brands are complementary,
as they help elevate the category, encom-
passing both local and emerging brands, as
well as larger national ones. We bring them
all together to give our customers greater
accessibility to high-quality foods, to our
standards, and at a reasonable price point.
That helps bring people into the category
and builds the category.”

Eighty-four percent of consumers trust
the quality of store-brand products as much
as or more than national brands, according
to a study released on June 26, 2025, titled
“The Quiet Takeover of Private Label” by
First Insights, an Al-enabled global retail plat-
form based in Pittsburgh, PA. At the same
time, more than half' (52%) say they've been
influenced to try a store-brand product by
in-store promotions, packaging, displays or
marketing materials.

“If a private brand offers something dis-
tinct and unique, that differentiation should
be clearly merchandised. Popular items and
top-selling sizes should be displayed adjacent
to national brand counterparts to highlight
the value and encourage trial. A dual-brand
strategy is useful when aiming to make that
difference,” says Reser’s Jones.

Retailers have used marketing and
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“In general, stores usually look for
three to five private label cheese
spreads; that’s the sweet spot.”

— lan Behn, Pine River
Pre-Pack, Inc., Newton, WI

advertising to leverage their private-label
deli business.

“This includes special promotions, in-store
displays, and social media campaigns,” says
the PLMAs Davies. “VWe encourage indus-
try partners to get involved with our second
annual national Store Brands Month in
January 2026, a month-long celebration
to increase consumer attention to the pos-
itive attributes of store brands — including
quality, value, consistency, uniqueness and
innovation — across all product categories
in both brick-and-mortar and online retail
formats. The principal goal is to increase
shopper trial of and loyalty to store brand
foods, beverages and nonfoods.”

The future of private label, especially
when it comes to cheese, is premium, pur-
poseful, and differentiated, says Caputo’s
Belfiore. “Consumers are more discerning
than ever. They want to know where their
food comes from and what makes it special.
That means operators will keep leaning into
private label as a way to deliver signature
offerings with real quality.” DB

PHOTO COURTESY MEISTER CHEESE
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Gold’s is a Premium Brand of L&S Packing Company

THE GOLD STANDARD FOR PRIVATE LABEL

For nearly a century, GOLI'S HORSERADISH has set the gold standard for flavor and quality. Kosher-
certified and crafted from freshly grated horseradish at our New York facility, the brand has earned a
long-standing reputation for its superior taste, consistency, and stringent comliance standards. Now, this
premium product is available for private label through L&S Packing Company, a trusted leader in manufac-
turing. In addition to our refrigerated Prepared Horseradish, packed in convenient 8oz. jars, we offeran 11oz.
COCKTAIL SAUCE—kosher, delicious, and shelf-stable, eliminating the need for refrigeration.

Contact our sales team today. And if you're attending the PLMA Show in Chicago, stop by booth #F1635
for a sample or two and ask about our long list of private label product offerings.

LES Packing Company, Inc. | 1001 Central Avenue | E. Farmingdale, NY 11735 | Tel: 631.845.1717 | info@L3packing.com | www.LSpacking.com
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s the season changes toward lon-

ger, warmer, and brighter days, the

deli is ready for a rebirth of tradi-

tional ham at the center of holiday

dining tables. While ham products
are popular year-round as sandwich meats
or on fine charcuterie boards, it occupies a
traditional spot as the main course for holi-
day family dinners.

“There are definitely seasonal hams,”
says Chris Eley, owner of Smoking Goose,
Indianapolis, IN. “The spring leading up to
Easter and starting in October is peak season
for the fully cooked brined hams. Those are
two seasons for the fully cooked brined hams.”

Pork is more popular than beef, as U.S.
farmers produced 2.5 billion pounds of pork
and 2.3 billion pounds of beefin 2024. Pork is
the most widely consumed meat worldwide.

According to Circana Integrated Fresh
Data, published in the International Dairy
Deli Bakery Association'’s What's In Store
2025, service counter ham had the advantage
of costing less per pound than beef; chicken,
and turkey in the year ending Dec. 29, 2024.

All of the service counter meats declined
in dollar sales, over the year, according to
Circana data, as inflation had consumers
looking for more economical alternatives.

There are opportunities serving consum-
ers who come to the deli looking for meat to
make their sandwiches special, rather than
a holiday ham or charcuterie board elegant.

A STAPLE IN DELI CASE

Premium sandwich ham is a staple in the
deli cold case. While the fully cooked brined
ham for the holidays is the crown jewel of
the category, the deli does well to offer a
variety of products that are popular with
consumers year-round.

“You need seven or eight ham prod-
ucts throughout the deli,” says Eley. “That
includes fully cooked and dry-cured. Fully
cooked is more volume year-round.”

Some producers believe you can get by
with even fewer ham products, as long as
they are quality.

“Three to four would suffice for a well-
stocked deli,” says Jeremy Schaller, chief
executive, Schaller & Weber, New York,
NY. ‘A boiled ham, which is the most basic;
a smoked ham, which [ would recommend a
Black Forest-style ham for; a specialty style,

which | would recommend a French Bistro
style; and of course, a dry-cured ham like a
prosciutto.”

The optimum number of ham products
in the cold case can vary depending on
the size and customer base of the deli. ‘A
specific number of ham products is deter-
mined by the size and scope of the retailer;
an independent deli will have a different
offering than a big-box store,” says Claire
Flannery, senior director of marketing and
media at Greenridge Naturals, Elk Grove
Village, IL.

PROSCIUTTO

Prosciutto has been the king of dry-cured
ham for so long that some connoisseurs may
see it as passe.

“When looking at the dry-cured ham
category, prosciutto has had such a long
period of success, it's become so over-
saturated,” says Schaller. “This led to the
trend of the Spanish styles as a new even
higher premium and more interesting styles,
such as the Serrano and the Iberico. More
recently, more producers from France
entered the market with the Jambon de
Bayonne-style ham. Also, Speck products,
which are essentially smoked versions of
the prosciutto from northern Italy, have
had a moment.”

Schaller & Weber is introducing a new
dry-cured ham. “Recently, we have discov-
ered a new product, a Westphalian-style
ham, which we will be importing and dis-
tributing in the U.S. market, starting in the
third quarter this year,” says Schaller. “It's a
delicate dry-cured ham very lightly smoked
using Beachwood. We think this will be a
distinctly unique product to the American
market, and we strongly believe it has tre-
mendous potential to sell well, especially
since it’s an ultra-premium product that will
come at a very reasonable price point.”

Other suppliers are also finding exciting
new options in the dry-cured ham category.
“We've seen an uptick in guanciale since late
last year; that has definitely been trending,”
says Eley. Guanciale is cured pork made from
the jowl of the pig, which offers rich, flavor-
ful meat.

CONVENIENCE, NUTRITION
Some producers are catering to this
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“Flavor innovation is another big
trend, as consumers are looking for
fun and interesting flavor cues, like
honey chipotle.”

— Claire Flannery, senior director
of marketing and media,
Greenridge Naturals,

Elk Grove Village,y

\_

important convenience market. “VWe are
currently developing our slicing capabilities
to expand our ham offerings to include pre-
sliced packs for those looking for convenient
on-the-go options for their busy lifestyles,”
says Flannery.

She advises serving a cross-section of
consumers when selecting the ham offer-
ings. ‘A well-stocked deli offers a range of
options for the customers, including different
price points from value to premium, and an
array of flavors, like classic and honey hams,
to more innovative flavors,” she says.

Today's consumer is particularly con-
cerned with health and nutrition. “Quality
and health-forward trends, including organic,
no nitrates or artificial flavors, colors or fill-
ers are big trends right now,” says Flannery.
“People are health conscious and looking for
top-quality deli meats, different from what
their parents used to buy. This includes
high-protein, and lower sodium, as well as
popular certifications, including gluten-free,
Whole30 and non-GMQ.”

The National Pork Board promotes
ham as a lean protein, saying that a 3.4-
ounce serving of roasted extra-lean ham
has 145 calories, 5.5 grams of fat, 21 grams
of protein, 53 milligrams of cholesterol, and
significant amounts of thiamin (vitamin B-1)
and vitamin B-12.

‘All of your cooked and pumped style
hams would typically be displayed together.
You may want to separate your dry-cured
ham as your premium product,” advises
Schaller. DB
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CHEESE WITH SOUL

Tradition and taste from Mexico to your deli case.

alk through the deli section
of almost any grocery store
today, and you're likely to see
a growing array of Mexican
and Hispanic cheeses: crum-
bly Queso Fresco, golden Cotija, stretchy
Qaxaca and tangy Panela. Once considered
niche or ethnic specialties, these cheeses are
now commanding attention far beyond the
Hispanic market. They're delighting chefs,
intriguing consumers, and creating fresh
opportunities for specialty food retailers
willing to embrace their delicious versatility.

“For deli menus, | gravitate toward
cheeses like Qaxaca, Panela and Queso
Fresco,” says Chef Richard Sandoval, the
Mexico City-born chef and restaurateur
behind more than 60 restaurants worldwide.
“They're mild yet incredibly adaptable —
whether you're layering them into a torta,
folding into a quesadilla, or balancing a spicy
dressing in a composed salad.”

The versatility of these cheeses is part
of what makes them such a smart addition
to deli cases and foodservice menus. Cotija,
for example, brings a salty punch — “almost
like a Mexican Parmesan,” says Sandoval. “|
use it to finish roasted vegetables or even in
elotes-inspired pastas.”

Asadero is indulgently stretchy, while
aged Anejo adds umami and complexity
to everything, from grilled meats to savory
pastries.

Arturo Nava, senior marketing director at
Hispanic Cheese Makers — Nuestro Queso,
agrees. “If you're a deli operator and these
cheeses are a little bit new, start with the
staples: Queso Fresco, Cotija and Oaxaca.
Queso Fresco is a fresh, crumbling cheese
that's incredibly versatile. Cotija adds bold
flavor — we call it the Parmesan of Mexico.
And Oaxaca is a stringy melting cheese, per-
fect for snacking or hot applications.”

These aren't just flavorful, flexible cheeses
— they're fast-growing, too. According to
Nava, Cotija is growing at 16% year-over-
year, and Panela is up 35%. “The Hispanic
cheese category is growing at an average of
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10% annually,” he says. “Compare that
to the overall cheese category, which
is basically flat, and you can see the
opportunity.”

HOW CONSUMERS ARE
CHANGING THE CHEESE
CASE

The growth is fueled not just by
demographic shifts, but by changing
palates. “People are discovering these
cheeses at restaurants and buying
them at retail,” Nava says. “Theyre
realizing that Oaxaca melts beautifully,
or that Queso Fresco works just as
well, if not better than feta on a salad.”

Sandoval sees the same curiosity
in his restaurants. “I love introducing
diners to cheeses they may not have encoun-
tered before — like Requesdn or Queso de
Bola from Yucatan. People want to discover
something new, especially when it’s rooted
in tradition.”

This discovery phase is crossing over from
specialty restaurants into mainstream gro-
cery. According to Nava, these cheeses are
being used not just in traditional Hispanic
cooking, but as flavorful, often healthier
alternatives to mainstream cheeses. “People
are substituting Cotija for Parmesan, Fresco
for feta, and Oaxaca for mozzarella,” he says.

‘And it's not just Hispanic consumers
driving this,” Nava continues. “We're see-
ing strong adoption among general market
shoppers. The quality and versatility of these
cheeses speak for themselves. Once people
understand how to use them, they become
pantry staples.”

Sandoval emphasizes that educating con-
sumers doesn't have to mean compromising
on authenticity. “When we feature Afiejo
in a compound butter or grate Cotija over
roasted squash, it creates a bridge. We don't
need to water down the tradition — we just
need to offer a context.”

He also highlights the importance of tell-
ing the story behind the cheese. “Mexican
cheese isn't just a product — it’s a legacy.

When we use Requesén or Queso Panela,
we'e continuing a tradition that goes back
generations. There’s a soul to it.”

TIPS FOR RETAILERS

So how can deli operators and specialty
retailers tap into this booming category?

“There are a lot of cross-merchandising
opportunities,” says Nava. “Bundle Cotija
with corn, crema, and Tajin for an elote pro-
motion. Or pair Oaxaca with tortillas and
salsa for a taco night kit. When people see
how these cheeses fit into meals, they're
more likely to try them.”

Education is another key. While Hispanic
shoppers are already familiar with these
cheeses, general market consumers might
need some guidance. Use signage, recipe
cards, and social media to spotlight dishes,
like chilaquiles with Queso Fresco or mol-
letes with Asadero.

Foodservice professionals can benefit,
too. “The key is understanding both the
mouthfeel and the salt balance these cheeses
bring to the plate,” says Sandoval.

Aged cheeses like Afiejo can add punch
to compound butters or breadcrumb crusts,
while mild varieties, like Panela, work beauti-
fully in composed salads or cold sandwiches.

Nava adds that retailers and foodservice

PHOTO COURTESY HISPANIC CHEESE MAKERS
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—CHEESE CORNER

operators should also consider how these
cheeses can serve as strategic substitutes.
“With inflation affecting commodity cheeses,
our customers are looking for value and qual-
ity. A cheese like Panela or Quesadilla can be
both affordable and flavorful, offering some-
thing new and compelling.”

ARTISAN ROOTS AND
MODERN GROWTH
Cheesemaking in Mexico is a rich and

diverse tradition, from small regional pro-
ducers to modern facilities like Nuestro
Queso’s state-of-the-art plant in lllinois.
“We make our cheeses with authentic
recipes, no rBST, and the same taste youd
find in Mexico or Puerto Rico,” says Nava.
“But we also meet the quality and safety
standards our large retail and foodservice
customers demand.”

Sandoval emphasizes the importance
of sourcing. “The soul of Mexican cuisine

HISPANIC CHEESE PRIMER: KNOW YOUR QUESOS

Queso Fresco: A soft, white, fresh cheese
with a mild flavor and crumbly texture.

Cotija: A salty, aged cheese with a
crumbly texture. Known as the “Parme-
san of Mexico,” Cotija is used to finish
dishes like elotes, beans, roasted vege-
tables and pastas.

Oaxaca: A stringy, semi-soft cheese
that's perfect for melting. Similar in
taste and texture to mozzarella, Oax-
aca is wound into balls and easily pulled
apartinto ribbons.

Panela: A smooth, fresh cheese that
holds its shape well and is often used in
cold dishes or grilled.

Anejo: An aged version of Queso
Fresco that becomes firmer and salt-
ier as it matures. It’s often grated
over dishes.

Asadero: A melty, creamy cheese
similar to Monterey Jack.

Requeson: A fresh, ricotta-like
cheese that's soft, spreadable, and
slightly tangy. DB

Experience farmstead
freshness in every bite.

Crave Brothers Oaxaca cheese (s a MHexlcan-style

cheese with true:authentic flavor and texture

Recently recognized as the Ist place Oaxaca at
the 2025 American Cheese Society!
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is found in those small-batch, handcrafted
varieties that tell a story,” he says. “When |
can work with regional cheesemakers who
understand the land and the seasonality, the
flavor is entirely different.”

At Nuestro Queso, honoring tradi-
tion is part of the business model. “We still
hand-braid Oaxaca cheese,” says Nava.
“There’s artistry involved. But we've also
invested over $30 million in automation and
sustainability so we can scale without com-
promising quality.”

WHAT’S NEXT: SPICY CHEESE,
SNACKABLE FORMATS

As consumer enthusiasm grows, so do
innovations. “Spicy cheeses are trending,”
says Nava. “Our jalapefio Panela is really
taking off”’

The company is also responding to the
snackification trend with Oaxaca snack
sticks and bite-sized portions. “It's a cheese
that’s stringy and fun, like mozzarella, so it
makes a great portable snack.”

Convenience is another driver. “We've
launched easy-open packaging that makes it
simpler for consumers to access the cheese,”
says Nava. “It might sound small, but in a
category that's often clunky, it makes a big
difference.”

Sustainability is also key. “We built
a lagoon system to treat water used in
our plant, and we're optimizing energy
use across the board,” Nava explains.
“It's about honoring the cheese and the
planet.”

THE TAKEAWAY:
NOW'’S THE TIME

With rapid growth, expanding con-
sumer interest, and a deep cultural story
to tell, Mexican and Hispanic cheeses are
poised to become staples not just in tacos
and tamales, but across menus and retail
shelves.

“Mexican cuisine is the only cuisine
recognized by UNESCQO as an Intangible
Cultural Heritage of Humanity,” says
Sandoval. “That speaks to the importance
of its traditions, its ingredients, and the peo-
ple who keep those alive. Cheese is a huge
part of that story.”

For delis and specialty retailers looking
to add value, drive discovery, and serve an
increasingly curious customer base, embrac-
ing this category is both a smart business
move and a delicious one.

“Once people try them,” Nava says,
“they fall in love.” DB
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SPONSOR ONE OF THE PREMIER CHEF-LED
FOODSERVICE EVENTS IN NEW YORK CITY!

DECEMBER 3 | Jacob Javits Center

GRAZING BOARDS DEMOS

Put your company front and center at the 2025 New York Produce Show, where
more than 300 exhibitors and 3,000 attendees - including buyers - from retail,
wholesale and foodservice will converge at the trade show for a spectacular day
of food and fun. At the heart of the floor is Central Park, where top chefs again
will lead demonstrations of grazing board building and sampling. Your brand

and logos will get prime space in the highest traffic area at the show!

For sponsorship opportunities, contact Leslie Levy
llevy@phoenixmedianet.com or (732) 492-0888
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THE PAST

RESER'S FINE FOODS CELEBRATING
75 YEARS OF ‘GOOD TIMES'

ounded in 1950 in Beaverton, OR, Reser’s

Fine Foods, Inc. built its business on

Grandma Mildred Reser’s original potato

salad recipe created in her rural farmhouse

kitchen. In 1951, Mildred started selling her
potato salad to Safeway stores throughout Oregon,
and in 1952, the business moved from the farmhouse
kitchen to its first plant in Cornelius, OR — a small
20 by 50 building.

In 1960, Mildred named her son, Al Reser, pres-
ident. Al led the company through over 40 years of
growth, and Mrs. Reser’s Salads became Reser’s Fine
Foods.

Today, its foods are sold across the U.S. and
Canada, and the company employs more than 5,000
people at 14 major facilities throughout North America.

Despite its growth and success, Reser’s remains
a family-owned, privately held business — guided by
the same goals, values, and innovative spirit that have
nurtured its success for 75 years.

“Reser’s is synonymous with good food, good peo-
ple and good times,” says Mark Reser, chief executive
and son of Al Reser. The family remains at the center
of the company’s history and success.

In celebration of its 75th anniversary, Reser’s Fine
Foods, Inc., called on collegiate vocal groups to take :
part in a national competition to help create the brand's b o e o NN
ﬁrst—evgr “Good Times” jingle. Th? company awarded In 1961, Al Reser took the company public to raise money for a new production
a combined total of $75,000 to winning college vocal plant, and Reser’s expanded to the Allen Avenue Facility in Portland, OR
groups. Winners were announced in June. DB (35,000 square feet).

Blast From The Past is a regular feature of Deli Business. We welcome submissions of your old photos, labels or advertisements along with a brief description of the photo. Please
send material to: Editor, DeLi Business, P.O. Box 810217, Boca Raton, FL 33481-0217 or email DeliBusiness@phoenixmedianet.com. For more information contact us at (561) 994-1118.

GENERAL POLICIES

Advertisers and advertising agencies agree and accept responsibility for all statements and product claims made in their advertisements for themselves or their organizations. The publisher is not
responsible, nor does he necessarily agree with any of the opinions or statements expressed in such advertisements. Advertisers and advertising agencies agree to accept responsibility for all content
of such advertisements, and agree to assume liability involving any claims arising from such advertising that are made against the publisher. Advertiser and advertising agencies agree to indemnify the
publisher and to hold him harmless and to defend him from any such claim or claims, and to be responsible for the payment of any expenses or legal fees incurred by the publisher associated with such
legal action or claims. The publisher reserves the right to accept or reject advertising that he believes does not meet the publication’s standards. Advertising appearing in editorial format may or may
not be accepted by the publisher, and if published will be properly labeled “advertisement.” Publisher is not liable for non-delivery or delays, caused by any federal or state agency or association, or by
fire, flood, riot, explosion, strike, embargo, either legal or illegal, material or labor shortage, transportation or work interruption or slowdown, or any condition or act of God affecting delivery and

INFORMATION SHOWCASE

Receive supplier information fast using the Deli Business Information Showcase.
Here's How: Contact the advertiser directly via the website, email, phone or fax listed in the ad.

COMPANY PAGE# PHONE WEBSITE

Belgiocioso Cheese INC. ..o 19 BTT-803-2123 ..o Belgioiso.com
Caputo Corp. .......... . ..708-450-0074 Caputocheesemarket.com
Cheese Merchants LT 630-221-0580. ...Cheesemerchants.com
Conroy Foods..... 5. 412-781-1446 .. ... Conroyfoods.com
Crave Brothers 920-478-4887 . Cravecheese.com
Dietz & Watson. 215-831-9000 ... .. Dietzandwatson.com
Fresh Creative Cuisine 855-969-3338 Freshcreativecuisine.com
Fresh Innovations LLC ..817-674-9120 Freshinnovationsllc.com
George E Del allo Company . ..800-433-9100 ... DelLallo.com
Gonnella Baking Co. ......... 21 800-262-3442 . Gonnella.com
Ken’s Foodservice, Inc. 508-229-1100. ... L Kensfoodservice.com
LaClare Farms 920-670-0051. . Laclarefamilycreamery.com
631-845-1717 .. Lspacking.com
214-998-1404.. ....Mezete.com
Refrigerated Foods Association (RFA) .. .. 678-426-8175 Refrigeratedfoods.org
UPPer CUt e G02-920-87T 1 oo Gouppercut.com
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FRESH MOZZARRELL S
CHEESE

NET WT. 3LE (1.36 kg)

Elevating Flavor, Honoring Tradition

TASTE WHAT AN AWARD-WINNING
MOZZARELLA CAN DO

i+ THE CAPUTO FAMILY'S TIME-HONORED RECIPES, OLD-WORLD FLAVOR IN EVERY BITE

« READY TO USE IN SEVERAL SIZES & SHAPES, PACKAGED TO SUIT YOUR NEEDS
i1 LABOR-SAVING MOLDED SLICES FOR PORTION CONTROL & REDUCED WASTE
w PERFECT FOR FOOD SERVICE, PIZZERIAS, CATERING, RETAIL & PRIVATE LABEL

Count on Capuﬁo
for the very best ltalign Cheese

Contact sales@caputocheese.com or 708.450.0074
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SINCE 1950

DELALLOJ

ORGANIC

FOCACCIA THINS

FLAKY BAKED CRACKERS

CHARCUTERIE BOARD ——
MUST-HAVE L
Perfect for pairing.

dipping and §<{:king!
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LIGHT, AIRY, CRUNCHY PERFECTION
%DE IN QUR VERY OWN BAKERY.

HANDCRAFTED WITH SIMPLE, ALL-NATURAL INGREDIENTS.
100% USDA-CERTIFIED ORGANIC.

GEORGE DELALLO CO., INC. | JEANNETTE, PA 15644 | 1.800.433.9100 | DELALLO.COM | @DELALLOFOODS



