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While there are few sure things in food merchandis-
ing (and in life), the ability for dairy operators to 

spur sales by leveraging in-store displays appears to be a 
strong bet.

As illustrated in our cover story which starts on 
page 28, a 16-week test of displays last year that was 
supported by the Innovation Center for U.S. Dairy reg-
istered strong sales increases.

Th e displays, which centered on breakfast, snack-
ing and dinner and cross-merchandised dairy products 
with selections from other store departments, generated 
a 19.2 percent average incremental increase in units sold 
across the displays. Milk-based products had an average 
gain of 28.8 percent.

In addition, there was a 20.5 percent average incre-
mental increase in dollar sales across the displays, with 
an average of 29.8 percent for dairy items.

Paul McGillvray, vice president of sales and mar-
keting for Roche Bros. Supermarkets LLC, a Wellesley 
Hills, Mass.-based chain of 15 supermarkets that par-
ticipated in the test, notes that “there are quite a few 
ways to merchandise dairy products away from the 
dairy case that increase sales for retailers and dairy 
producers alike. Anytime you can take product out of 
its primary location, put in a secondary placement and 
create a solution for the shopper, more products will be 
sold overall.”

Bill Bishop, chief architect of Brick Meets Click, a 
Barrington, Ill.-based information advisory fi rm, also 
partook in the study and says such merchandising ve-

hicles are important because 
consumers want to know more 
about food and how to use the 
items.

“Th ese projects have provid-
ed retailers with creative ideas 
for how they can grow their 
overall dairy sales and sell a lot 
more dairy products,” he states. “Without a study like 
this, the retailers are focused on individual products; 
now they are focused around excitement in the dairy 
department.”

Demonstrating programs that can spur category 
sales, however, is just a beginning step. Getting retail-
ers to actually embrace and implement new concepts is 
the more important, and perhaps most diffi  cult, aspect.

“Retailers need to understand that shoppers have 
so many options on where to buy perishables,” says Re-
becca MacKay, vice president—strategy, insights and 
planning, for Rosemont, Ill.-based Dairy Management 
Inc., a domestic and international planning organiza-
tion that is focused on building demand for dairy prod-
ucts. “Th ey must understand the needs of consumers 
and meet them if they are to earn shopper loyalty.” 

EASY
MONEY

» VOL. 2, ISS. 6

PUBLISHER
Frank Prokos

EDITORIAL
Rich Mitchell
 Editor-In-Chief
 mitchellr@bnpmedia.com
Betty Vandenberg
 Art Director
Scott Hilling
 Senior Art Director

ADVERTISING
Frank Prokos
 Publisher, East Coast Sales
 prokosf@bnpmedia.com
 847-405-4033
Sharon Cordina
 Regional Sales Mgr.,
 West Coast Sales
 cordinas@bnpmedia.com
 847-405-4112
Jill DeVries
 Corporate Reprint Mgr.
 devriesj@bnpmedia.com
 248-244-1726
Rosemary Weiss
 Advertising/Production Mgr.
 weissr@bnpmedia.com
 847-405-4021

SUPPORT SERVICES
Drew Matthews
 Marketing Mgr.
 matthewsd@bnpmedia.com

AUDIENCE 
DEVELOPMENT
Peggy Perez
 Audience Development Mgr.
Stacey Noocha
 Multimedia Coordinator
Catherine Ronan
 Audience Audit Coordinator

RICH MITCHELL
editor-in-chief

CORPORATE
DIRECTORS
John R. Schrei
 Publishing       
Rita M. Foumia
 Corporate Strategy     
Ariane Claire
 Marketing 
Vincent M. Miconi
 Production  
Lisa L. Paulus
 Finance
Michael T. Powell
 Creative
Nikki Smith
 Directories
Marlene J. Witthoft
 Human Resources 
Scott Wolters 
 Events 
Beth A. Surowiec
 Clear Seas Research

PERISHABLES BUYER, formerly R&FF RETAILER (ISSN 2164-1404) is published 12 times annually, monthly, by BNP Media 
II, L.L.C., 2401 W. Big Beaver Rd., Suite 700, Troy, MI  48084-3333. Telephone: (248) 362-3700, Fax: (248) 362-0317. No charge 
for subscriptions to qualified individuals. Annual rate for subscriptions to nonqualified individuals in the U.S.A.:  $178.00 USD. 
Annual rate for subscriptions to nonqualified individuals in Canada: $220.00 USD (includes GST & postage); all other countries: 
$233.00 (int’l mail) payable in U.S. funds. Printed in the U.S.A. Copyright 2012, by BNP Media II, L.L.C. All rights reserved. The 
contents of this publication may not be reproduced in whole or in part without the consent of the publisher.  The publisher is not 
responsible for product claims and representations. Periodicals Postage Paid at Troy, MI and at additional mailing offices. 
POSTMASTER: Send address changes to: PERISHABLES BUYER, P.O. Box 1080, Skokie, IL  60076. 
CANADA POST:  Publications Mail Agreement #40612608. GST account: 131263923. 
SEND RETURNS (CANADA) TO Pitney Bowes, P.O.Box 25542, London, ON, N6C 6B2. CHANGE OF ADDRESS: Send old 
address label along with new address to PERISHABLES BUYER, P.O. Box 1080, Skokie, IL  60076. 
FOR SINGLE COPIES OR BACK ISSUES: contact Ann Kalb at (248) 244-4699 or KalbR@bnpmedia.com

LIST RENTAL
> Postal Contact 
Kevin Collopy 
845-731-2684; 800-223-2194 X684
kevin.collopy@infogroup.com

> Email Contact 
Shawn Miller
845-731-3828
shawn.miller@infogroup.com

BNP Media Helps People 
Succeed in Business with 
Superior Information

CUSTOMER SERVICE
Phone
 847.763.9534
Fax
 847.763.9538
Email
 pb@halldata.com

 Also publishers of Beverage Industry, BrandPackaging, Candy Industry, 
Dairy Foods, Flexible Packaging, Food & Beverage Packaging, Food Engineer-
ing, Independent Provisioner, Industria Alimenticia, The National Provisioner, 
Prepared Foods, Private Label Buyer, and Snack Food & Wholesale Bakery.

 BNP Media II, L.L.C
155 Pfi ngsten Road, Suite 205, Deerfi eld, Illinois  60015 
(847) 405-4000  •  Fax: (847) 405-4100

kwaraksa
Stamp


