_guest column: by bill mackin

recession that has made unemployment and mortgage foreclo-
es commonplace over the past two years, meals around the dinner
ble at home have regained favor as a way for cash-strapped families
stretch their food dollars. Fifty-four percent of U.S. adults say
y've begun cooking at home as a way to save money, according to
a Harris Interactive Foods Shopping Trends Tracker survey conduct-
ed between July a1 and Aug. 4, 2000.

In the home meal replacement category, this very trend has catapulted
refrigerated pizza into a sales leader position for food retailers, with unit
sales up nearly 2o percent during the 52 weeks ending Jan. 24, so10.
Refrigerated pizza has, in fact, become the third-fastest growing category
in supermarksts overall, and the hottest itern in the perishables category.
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A SALES LEADER

While refrigerated pizza can be a sales
leader in any ecanomy, thers are spesific
ragsona that it's a particulary hot prod-
UCt nowW:

[ an affort to get the most for their
money, conmumers ane shopping value, A
recent Consumer Insighis raport showed
that refrigarated pizza sales are complee-
ly incremental to froesn, in part becanse =
ao-ounce frozen pizza coss in the neigh-
borhood of $3.50, while 5 s6-ounce
refrigemated pizga — which goes much fur-
ther — typically costs around 35 The
competitive price point males it passible
to feed a family for very liile money.
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“Whether a shopper is feeding a whole family at dinner
or a teenager, refrigerated pizza offers alternatives.”

> While valus is a primary purchasing
driver, shoppers haven't sbandoned
products thet provida the convenience
theyt need, Refrigerted pizza can be
prepared quickly. Consequently, it fits
into the lifestyles of extremely busy fam-
ilies who nasd fasl, easy meals that
don't strain the budger,
> Although the new, cost-conscious con-
si=par 15 sKIpping more expensive
trnpulse itams and sggressively shopping
price, ha or she is willing to trede up in
some areas, partculary if it means an
enhancad home meal expenience. Smdies
ghow that conaumers tend 1o percaive &
greater price and quality value in fresh,
refrigeratad pizza over frozen pirzs,
Lurgely bacause they can see exactly
what they're gating through the clear
over-wrap covering refrigerated pizza. In
sssance, roftigerated pizzn has seena
zales uptick during the down ecancmy
because it mests consumers’ need for a
compatitively priced product that’s also
comvendent and han high-perceived vaa.
> Refrigerated pizza offers options.
Whether a shopper is fesding a whola
family at dirmer or a teenager with the
mid-aftamoon munchies, refrigerated
pteza offers altamatives — from family-
szze o single 1o hand-held snack sme =
that wark for virtually any meal secasion,
Valss-consciousness is here 1o sty
Market sfudies already are beginming to
reveal a shiftng American mindse.
While consumers had bacoma quits com-
fortable spanding monay and “living for
woday” before aooy, the recession hag
wriggered & change in those philosophiss.

Instead, exparts are beginning to pradict
that, over the next 1o years in particulas,
consumers will be far more cost con-
gcious. They will tontmees to ambracs the
new habits = such as eating at home o
keep food coms down - that have helped
them throogh the recession.

‘A BRIGHT SFOT”
In the slumplsg seonamy, rafrigerated
pizza has bean & bright spot for food
retaalers. Typlcally sold & the meat
department — usually 8 grocery store's
largest-selling departmant - refrigemited
pizza appeals to the fumily shopper who
usually is buying food for fous or more
peaple. Thess consumers tend to avoid
the frozen asele in favor of fresh meste
and refrigerated pizza adds incremental
salas o cthar products in the department,
Reaailers alto ses maors consistant
sules and profils because pizza knows
wirtually no seasonality. And, because
refrigerated pizza tends to be consumed
within 48 hours of purchase, it alsois
repleced more quickly than its frozan
counterpart, which ramains in the frees-
er for several days, on average before
it's consursed,

MAMA ROSA LEADS

While the pecession has craated a land-
scape that has allowed virally all
refrigerated plzza manofictusers 1o fare
wall, MaMa Rosa's has moved purpose-
fully 1o build market share in this pariod
of opportunity. As the nation's leading
manufacrar of branded, refrigeraed
pizza, MaMa Rosa’s has looked fntapnal-

Iy a1 expanding it marketing effors and
ssized the opportunity to broaden its
channals af disribution.

The compary has, for example, recent-
Iy developed promotionsl relationships
with Warner Broa. and Universal Studios
1o offer discoumts on family-onented
DV Dis with the purchase of Makia
Hoss's products

With commodity prices setihing down,
Makfa Rosa's plans 1o aggresmively
grow its smaller pizza busineas, and the
company &lso is focusing on gaining
mare case apacs in dollsr stores, which
represent the faspeat-growing channel in
the food businass,

The company’s sirategy is paying off,
Itz ACY distribution now stands at 44.5
porcant, an almogt 1o percant growth
over a year age. Nevertheless, that
means thare's still 66 percent of the dis-
tribution pie svalable, In o790, look for
MaMz Hesa'’s 1o make & major push o
win faver with retailers who aron't yet
taking advaniage of refrigeraied pizza's
rising star. FD

Bill Mackin Is
preshdent of MahMa
Rosas LLC. & man-
wfacturer of brand-
ed, refrigerated
plzza. The 570 mi
llgn company
rdkes and -
kers &4 percent of
Ihe Dranded plzza
sold in the super-
marker, For more Information, visic
WA MAma-rsas.oom
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