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safeway Pleasanton, CA
Wegmans Rochester, NY
stop & shop Quincy, MA
C&s Wholesale Keene, NH
unFi Providence, RI
supervalu Eden Prairie, MN
Kroger Cincinnati, OH
Wal-Mart Bentonville, AR
target Minneapolis, MN
7-eleven Dallas, TX

delhaize Brussels, Belgium
CVs Woonsocket, RI
Costco Issaquah, WA
sam’s Club Bentonville, AR
Walgreens Deerfield, IL
save-a-lot Earth City, MO
aldi Batavia, IL
BJ’s Wholesale Club Natick, MA
ahold Amsterdam,The Netherlands
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Goya Foods broke Ground september 5 on its 
new 615,000 square Foot sustainable head-
quarters and reGional distribution center in 
Jersey city, nJ. On hand for the event were (l-r): Kevin R. 
Hackett, The Rockefeller Group;  Rosemary McFadden from 
the Jersey City mayor’s office; New Jersey Governor Chris 
Christie; Robert I. Unanue and Peter Unanue, Goya Foods. 

weis markets won two First-time Gold penGuin awards at the nFra held recently in washinGton, dc. One Gold Penguin went to Tom Domaracki (r), dairy category manager, who was recognized for dairy month in June; and the second went to Ian Speck, frozen foods category manager, who was recognized for frozen food month in March.

Joe sheridan, president and coo oF 
wakeFern, was recoGnized by the Grocery 
manuFacturers association (Gma) with the 
2012 Industry Collaboration Leadership Award. Sheridan 
(l) accepted the award from ConAgra CEO Gary Rodkin 
during the President’s Dinner at the GMA Executive 
Conference last month.

The 18Th MccarThy LecTure SerieS waS heLd LaST 
MonTh aT MandeviLLe haLL on The caMpuS of SainT 
JoSeph’S univerSiTy. Featured speaker Denise Morrison (c), 
CEO of Campbell’s, is joined at the event by (l-r): Bob Higgins, 
director of the Academy of Food Marketing; Dr. Joseph DiAngelo 
Jr., dean of the Haub School of Business; Pat McCarthy, retired 
Ocean Spray VP; and Dr. Richard George, chairman of the SJU 
Food Marketing department.

MeMberS of The eMd SaLeS TeaM weLcoMed MeM-

berS of a JapaneSe deLegaTion To Their baLTiMore, 

Md faciLiTy as the two groups shared information about the 

similarities and differences in the grocery industry both in the 

U.S. and Japan.
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O n paper, Cliff Logan Sr. 
had a dream job. He was 
VP-strategic planning for 
Giant/Landover. Over-

seeing an important component 
of the Baltimore-Washington 
market’s leading chain during 
a period of explosive growth, 
Logan was a key player at one of 
the most respected food retailers 
in the country. And then one day 
in 1986 he resigned.

“Frankly, I wasn’t unhappy 
working for Giant,” Logan noted. 
“In fact, working with (CEO) 
Izzy Cohen and the great team 
we had in Landover was very 
rewarding. But I wanted to be 
my own boss and felt I was at 
the right age to attempt to do my 
own thing.”

Except Logan had no idea what 
that “thing” was. He spent nearly 
a year exploring various oppor-
tunities, but nothing felt right. 
Then he and a friend, who was 
a food broker, visited a public 
wholesale butcher in Alexandria, 
VA and something clicked.

“Several vendors worked at the 
public butcher and one of them 
caught my eye,” Logan recalled. “I 
noticed one vendor hand rolling 
sausage with a Hobart grinder 
and we began to talk. He had 
a great product, but little did I 

know that sausage making would 
be my calling and 25 years later 
I’d still be at it.”

As Logan learned more about 
the sausage making, he told his 
wife, Bonnie (who also worked 
for Giant), that this was the 
entrepreneurial opportunity 
that he had been seeking. Logan 
eventually acquired the business, 
including the recipes and by 1987 
the former Giant executive was 
ready to start a new career.

“The early years were chal-
lenging,” Logan remembered. 
“We didn’t have much business 
and it was just Bonnie doing 
the administrative work and me 
doing the selling. And although 
our business plan called for us to 
invest in infrastructure – equip-
ment and trucks – it was still a 
heavy burden at the outset.”

However, within 18 months, 
the business began to grow, 
aided by some help from Safeway 
which gave Logan’s Sausage a few 
stores in which to test the new, 
local line.

“We knew the quality of the 
product would be a huge point of 
difference,” Logan asserted. “We 
just needed that opening break to 
get consumers to taste it.”

The test was a big success, 
leading to distribution at all of 

Safeway’s Eastern Division stores. 
Authorizations from Giant, 
Shoppers and Magruder’s quickly 
followed and Logan’Sausage had 
established the market base it 
sought.

Another key element in the 
company’s growth was the addi-
tion of Cliff Logan Jr., who joined 
the firm in 1988. Today, Cliff 
primarily handles operations, but 
in the early days it was literally 
“all hands on deck.”

“Looking back, those were wild 
and wooly times,” Logan Jr. stat-
ed. “But it was an exciting period 
because we were building the 
business and every new account 
represented a different challenge, 
especially since we distributed 
directly to the stores.”

According to Bonnie Logan, 
sticking to the original mission 
statement has proven successful 
for more than 25 years.

“From the outset it was about 
quality and service, the same ide-
als we had at Giant. Our products 
have always focused on quali-
ty – no preservatives, no MSG, 
no nitrates and only lean, fresh 
meat. We remain a DSD driven 
company because that’s how we 
can control both the quality and 
service aspects of our business,” 
Bonnie Logan affirmed.

In 2011, after graduating from 
Penn State, Kevin Logan entered 
the family business and today 
oversees sales and marketing for 
the Alexandria based firm. One 
of Kevin Logan’s priorities has 
been to broaden Logan Sausage’s 
foodservice business.

“Foodservice only represents 
about 25 percent of our total 
volume,” Kevin Logan explained, 
“but it’s a growth portal for us 
and when distributors and end 
users taste our product, it’s a real 
difference maker.”

As a man whose roots are 
deeply embedded in strategy, 
Cliff Logan Sr. has seen the evo-
lution of the Mid-Atlantic region 
and knows his company must 
make adjustments if it wants to 
continue its growth pattern of the 
past 25 years.

“While supermarkets remain 
the place where consumers buy 
most of their food, the expansion 
and growth of other channels 
has changed the entire market,” 
the elder Logan stated. “We have 
the ability to service those other 
channels, because we are based in 
the market, we are uniquely ser-
vice-oriented and our products 
are sustainable and of the highest 
quality. Those attributes have 
served us well and will continue 

to serve us well in the future.
One area that’s been a big 

winner for Logan Sausage has 
been its line expansion into more 
ethnic varieties. Although the 
company produces approximate-
ly 60 items, the company’s top 
dozen SKUs dominate its sales 
with Italian, Chorizo, Andouille, 
Kielbasa, Bratwurst, Merguez, 
Linguica, Butifarra sausages 
among its best sellers.

Cliff Logan Sr. also recognizes 
that his company’s growth must 
also come from continuing to 
expand its product offerings, but 
also from geographic expansion 
and perhaps co-packing.

“We’re in a rapidly chang-
ing world, a rapidly changing 
business,” Logan asserted. “Our 
goal is to grow our business 
without sacrificing the quality or 
customer service that has been 
our calling card since day one. 
We will have growth opportuni-
ties because of technology and 
the territorial expansion of our 
customers. But we can never lose 
sight of what made us successful 
in the first place. It has to begin 
and end with quality.”

After 25 Years, It’s Still All About Quality, Service  
And Sustainability At Logan Sausage

The Logan Sausage Co. family team at their Alexandria, VA headquarters (l-r): Kevin, Bonnie, Cliff Sr. and Cliff Jr.
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Integrity, Professionalism Make Herbein + Company  A Dairy Industry All-Star
W hen Carl Herbein grew up on a dairy farm in Berks County, PA, nobody could have envisioned that someday he would become chief executive of the largest certified public accounting firm that serves more clients in the dairy industry in the United States than any other firm.

Herbein attended Elizabethtown College in Pennsylvania, intending to become an accountant when he graduated, and indeed did just that by accepting a position with Ernst & Young, one of the largest CPA firms in the country.Herbein remained with Ernest & Young after his gradua-tion in 1968 until 1972 when he left to chart his own course. His first two clients had nothing to do with the dairy busi-ness. One was a local iron novelties manufacturer and the other was an optical firm - both businesses were run by en-trepreneurs who were based in the Reading area.By 1974, with the help of his wife Kathleen (whom he met at Ernst & Young), Herbein + Company had grown to three employees, still very much a local enterprise connected to the Reading business community.
While his experience growing up on a dairy farm in Berks County was helpful, Herbein said his big break came in 1978 when he was hired by the Pennsylvania Association of Milk Dealers (PAMD), a trade association comprised entirely of milk organizations. The president of St. Lawrence Dairy, to whom Herbein’s father sold his milk, was a member of PAMD and provided an introduction to the organization. Herbein’s first assignment was to present financial informa-tion to the Pennsylvania Milk Marketing Board (PMMB), the state agency that provides a regulatory environment to facilitate a safe, adequate supply of wholesome milk by as-suring security for its dairy farmers and milk dealers while 

providing an adequate supply of dairy products for consum-ers. While Herbein wasn’t up to speed on the regulations at the time, he knew the dairy business. And with a little tutelage from an old crusty attorney, Willis Daniels, whose clients included dairies and cooperatives, he quickly learned the nuances of both the political and the regulatory sides of the business.
Now Herbein + Company began to add dairy clients to its roster as well as like-minded CPAs to its staff. A few years after its first foray with the PMMB another encounter with the agency in Pittsburgh further enhanced the perception of the company.
“In the early 1980s there were some very spirited meet-ings with the milk board and several dairies concerning rate increases,” Herbein recalled. “Because of our success in Harrisburg we were asked to support the industry and were fortunate enough to convince the Milk Board that those rate increases were justified.”

That success led Herbein + Company to open a Pittsburgh office and led to the Reading based firm soliciting individual dairies for their accounting business. The firm also operates another Western Pennsylvania office in Greensburg. The firm has now grown to include 110 employees, including 19 partners, and three offices.
Today, the company’s reach extends beyond basic ac-counting. It provides its more than 75 clients nationally with such services as audit, product costing, department margin analysis, mergers and acquisitions, valuations, benchmark-ing, financial reporting, tax preparation and planning, fo-rensic accounting, financing, succession planning, estate planning and cost segregation.

And its reach extends beyond serving dairies and dairy 

cooperatives. Herbein + Company has other food clients as well as those in the banking/financial, energy, construc-tion, hospitality and lodging, real estate and senior living industries. It serves family-owned and closely held business, large cap firms (more than $50 million in annual revenue), middle market companies ($10-50 million and small and emerging organizations (under $10 million). On its roster are publicly-traded companies, entrepreneurs, non-profits, government agencies and cooperatives.
As the leader of a successful regional organization that works with many smaller and family-owned businesses, Herbein expressed a concern that potentially affects all busi-nesses: too much government and politics, especially when it comes to the dairy industry.
“Dairy farming and processing has an effect on all of us. It is a significant industry, not only in Pennsylvania but na-tionwide. We only have about 150 dairy plants left in Amer-ica. We need to preserve and nurture all of them” Herbein asserted. “I’m concerned about the upcoming farm bill (the old bill expires on September 30). Will it provide opportuni-ties for the dairy industry to invest in research and develop-ment? “

As for Herbein + Company, Carl Herbein pretty much knows his destiny.
“We will remain an independent firm. We care deeply about our clients and our own associates. We go to market a bit differently and that been a key point of difference for us. I’m proud of our culture.”
He should be, because the former farm boy from Oley, PA has built a highly successful business on skill, integrity, honesty and professionalism.

The Herbein team (l-r): Ron W. Mong, David W. Stonesifer, Thomas J. Price, Barry D. Groebel, Joel S. Kunkel, Carl D. Herbein and Kevin D. Howard
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Food Trade News outlook 2013

Dean Janeway
CEO
Key Foods

1. We realize the importance of having 
a disaster recovery system in place and 
have instituted one offsite. We believed 
that we had a strong system in place, but 
Hurricane Sandy revealed vulnerabilities. 
In a continuing effort to have the most 
optimum disaster recovery plan in 
place, we are furthering our system to 
include store order processing as well as 
increased POS functionality and credit 
card transactions. Additionally, we 
plan to partner with multiple suppliers 
across all major categories to ensure 
geographical weather events will not 
impact availability and stock. We also plan 
on securing facilities for employees, such as 
a hotel conference room, in the event our 
headquarters is damaged or inaccessible. 
Finally, we are in the development phase of 
a reverse 911 system that will automatically 
call all employees and store owners with 
a prerecorded message in the event of an 
emergency.

2. Over the past year, we have seen 
the usage of social assistance benefits 
programs increase not only in our 
locations, but across the nation as well. 
We believe that there are multiple factors 
that can be attributed to this, especially 
current economic conditions as well as 
the unemployment rate. Our private label 
products continually strive to be WIC 
compliant. After Hurricane Sandy, SNAP 
extended its benefits to include prepared 
hot meals. We feel that this had a positive 
impact on consumers and increased benefit 
usage overall. We communicate with these 
programs often and have yet to hear of any 
new regulations on the horizon for 2013. 
However, given the trends we’ve seen thus 
far, we would expect overall program usage 
to increase.

3. We understand social media is 
constantly evolving. In the next year, we 
plan to further our social media presence 

onto more platforms as well to utilize 
existing platforms for contests, giveaways, 
and promotions. The expansion of social 
media forces us to be flexible with our 
initiatives. As new platforms arise, we 
will evaluate them to see if they align 
with our objectives and make sense for 
our customers. Like all businesses, brand 
equity and presence are important to us, 
but we feel the true value of social media 
is engaging in genuine dialogue with our 
customers.

Mike Stolarz
President, COO
Allegiance Retail Services

1. The one profound takeaway we 
experienced from the recent hurricane, is 
that no matter how prepared you thought 
your organization was to face a severe 
weather event, it invariably comes down 
to the unique issues you don’t plan on 
which present the most difficult challenges. 
Hurricane Sandy produced logistical and 
operational issues that  we, in some cases, 
had not contemplated … and I suspect the 
unplanned consequences of a weather-
event of this magnitude will always create 
the most difficult obstacles. So, retailers, 
and the administrative groups that support 
the retail infrastructure, have to be able 
to swiftly and deftly execute what can be 
planned for - so the unforeseen - which 
will present itself, can be given the time and 
attention that is required during the event. 

With regard to the more typical storm-
related issues we encountered, we have 
re-focused our efforts on conducting post-
audits of our responses to specific Sandy-
related challenges, and are vigorously 
assessing what can be improved were a 
storm of this severity to occur again. As 
a Co-op, we are also engaging our third 
party supplier to partner and align with our 
modified emergency contingency plans, to 
maintain a high level of coordination. 

2. The greatest change in social 
assistance benefits recently has been the 
sheer number of families which rely on 

the various governmental programs now 
– a consequence of the deep recession. 
This has had an impact on business trends 
(more first of the month and mid-month 
business), which challenge store operations. 
Going forward, while some segments of 
society wish to extend and even increase 
the number of receipts, as the recession 
abates and federal/state governments look 
to reduce spending, there will actually be 
more pressure to reduce the number of 
consumers enrolled in the various social 
assistance programs, and/or, reduce the 
items which can be purchased with public 
assistance funds. If one or both of these are 
enacted, there will be a profound impact on 
the supermarket industry in certain trade 
areas, as consumers adjust to less disposable 
assistance ‘buying power,’ or by modifying 
their spend based on the reduced number 
of SKUs/categories which can be purchased 
using public assistance funds. 

3.The one thing I think we have all 
learned in the supermarket industry is 
that the grocery retail ‘space’ does not 
always run in tandem with other retail 
channels. The social media outlets, which 
are perfect for the likes of Starbucks and 
Apple, don’t always translate to the more 
functional services (food retailing) that 
supermarkets provide. This does not mean 
that food retailers should not and will not 
resonate in social media outlets, just that 
our participation in social media has to 
be part of an overall ‘digital’ strategy to 
create buzz and interest from consumers. 
So, as opposed to having the limited media 
mix of several years ago (TV; radio; print; 
loyalty communications), we now have 
digital outlets to augment our consumer 
touchpoints from both strategic and 
tactical perspectives. E-mail, mobile, 
website and social media are now part of 
our marketing approach - though today, 
we view them from a more pragmatic 
perspective than perhaps a few years ago, 
when the opportunity seemed limitless 
(and represented an inexpensive media 

alternative). 
As importantly, we will continue to 

research what consumers feel is an ‘intrusive’ 
social media communication, and which 
platforms are good for selling and good for 
building long-term relationships. So, just as 
Facebook is readjusting its expectation as a 
‘selling’ platform … supermarket retailers 
are recasting the role social media will play 
as part of a holistic marketing mix. 

Bill Sumas
Vice Chairman
Village Super Markets

1. As a part of the Wakefern coopera-
tive, our family-operated stores (Village 
Super Markets, a public company, owns 
and operates 29 ShopRite stores across NJ, 
PA and MD) benefit from the expertise 
and experience of the company’s Logistics 
and Transportation teams. Leading up to 
a weather event, such as Superstorm San-
dy, Wakefern’s warehouse accelerates and 
increases its deliveries in anticipation of a 
large demand for items that customers tend 
to stock up on, such as water, ice, batteries, 
milk and bread. Transportation and ware-
house departments closely monitor weath-
er before, during and after a storm, and 
stay in close contact with all 250 ShopRite 
stores, to ensure the needs of all our cus-
tomers are met. 

We were prepared with backup genera-
tors in many of our stores and are looking 
to expand that preparedness in the future. 
We have also partnered with local utility 
companies in our planning so that, in the 
event of an emergency, our ShopRite stores 
continue to be a place our customers and 
our communities can rely on – whether it’s 
a place to stock up on essentials or a chance 
to charge a cell phone over a hot cup of cof-
fee – our role in the community is to be a 
good neighbor. 

In the days following Sandy, our associ-
ates showed a remarkable commitment to 

As we do each year, Food Trade News 
asked several area retail supermarket exec-
utives to take a look into their crystal balls 
and talk about some of the issues expected 
to influence the industry in the coming 12 
months. Here are their answers.

Our Questions
1. Weather events in the past year have 

had a major impact on retailers in the 
Northeast. Are there steps you will take 
in the future to modify your emergen-
cy preparedness plans as a result? If so, 
what are they?

2. What changes have you seen in the 
usage of social assistance benefits pro-
grams such as SNAP, WIC, etc. over the 
past year? With new regulations to po-
tentially be enacted in 2013, what further 
changes do you anticipate going forward?

3. As social media continues to be 
more and more a part of everyday life, 
do you expect to make changes to or ex-
pand your social media programs in the 
next year? If so, what changes or addi-
tions are you planning to make or look-
ing into?

See OutlOOK 2013
on page 14

Dean Janeway Mike Stolarz David HepfingerBill Sumas
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Burris has a strong history tracing back to 
1925 when John W. Burris and his father Ed-
ward worked together shipping refrigerated 
tomatoes from the Delmarva Peninsula into 
Philadelphia. On the return trip, they carried 
Acme Markets’ bread to its Delmarva region 
stores. Throughout its 84 year history, Burris 
has branched into food-service redistribution, 
public refrigerated warehousing and custom 
and retail specialty work.

In1939 Burris Foods was established and 
Burris begins laying the groundwork for eventu-
ally branching into food-service redistribution, 
public refrigerated warehousing and custom 
and retail specialty work.

For the next three decades, the company 
continued to grow, acquiring Kent Sussex Tire 
Servicing Company in 1946, expanding into 
frozen food distribution in 1948 and merging 
its poultry business with J. McKinney Willis The 
Shorgood Poultry Company in 1967.

In the late 50s, Burris began a 25 year com-
mitment to charitable giving that continues to-
day.

The 70s saw more growth, including the ac-
quisition of its Harrington, DE facility. Origi-
nally built in 1973, the facility was added on to 
in 1995 to create 8 million cubic feet of freezer 
space. Today, this retail case pick distribution 
center provides a full line of frozen foods to su-
permarkets, carrying more than 5,000 SKUs.

Growth also continued in the 1980s as the 
company acquired facilities in Lyndhurst, VA, 
Sumter, SC  and Federalsburg, MD. The com-
pany also acquired Glacier.

In the 1990s, Burris sold its tire service and 
built a new facility in Chesapeake, VA and ac-
quired additional facilities in Benson, NC and 
New Castle, DE.

In 2001, Burris Foods made its entry into 
Florida and officially became Burris Logistics.  
Also in 2001, Burris rolled out the first in-house 
warehouse in Federalsburg. That same year, 

Burris expanded its total refrigerated space ca-
pacity to 7,400,000 cubit feet with equipment 
acquisitions in Webster, MA and Orlando, FL. 

Acquisitions continued throughout the de-
cade, including: acquisition of facilities in Feder-
alsburg, MD, Jacksonville, FL, Lakeland, FL; as 
well as increasing the capacity of its Elkton, MD 
location., facilities acquired; Jacksonville, Flor-
ida, freezer renovation and addition; In 2005, 
the company acquired D.L. Mathews, which 
was incorporated into the Federalsburg facility. 

Burris entered the foodservice redistribution 
arena in 2007 with the acquisition of Philadel-
phia based Honor Foods and added to its food-
service capacity in 2009 when it purchased New 
England based N. Weiner & Sons. 

In 2010, fifth generation family member 
Donnie Burris was named CEO of the compa-
ny, following in the footsteps of his grandfather, 
Jack, and father, Bob, who both led extremely 
successful tenures with the family owned com-
pany.

Recently, Food World sat down with Donnie 
Burris and John Haggerty to discuss the com-
pany and its future.

Food World: You are now the CEO of a suc-
cessful fifth generation business. What have 
you embraced from your father and grandfa-
ther, and what unique touches do you feel you 
are adding to the growth of Burris?

Donnie Burris: As far as the unique things 
that were ingrained in me growing up, most 
importantly was probably a passion for taking 
care of the customer. We talk about never say-
ing no, but finding a way to give the customer 
what they need and what they want. A second 
area that was well ingrained in me was the 
value of hard work and integrity.  I learned this 
from my Dad and I have a full appreciation for 
what it has taken to get Burris where it is today. 
Further, the family understands that we are 
here to serve the business, not vice-versa.  

I think as far as my contribution, there are 
a couple of areas. For starters, an increased 
passion for service excellence. Being a fam-
ily business, there was a rule that I had to go 
work somewhere else for three years prior to 
coming back into the business. I spent my time 
going through the management training pro-
gram with Enterprise Rent-A-Car. The most 
valuable lesson that I learned from them was 
the value of taking care of the customer and 
never sending a customer away unsatisfied.  
Integrity is a critical element of service.  Our 
team members understand that what we do 
and how we do it will reflect not only on our 
reputation, but our customer’s reputations as 
well.  We take the protection of these critical 
customer values very seriously.

During the past couple of years we’ve spent 
a lot of time focusing on our core competen-
cies. We are an entrepreneurial family busi-

ness, which will readily move on new op-
portunities where we think we can make a 
difference. We’ve been involved in many dif-
ferent businesses over the years but we’ve spent 
time in these last two years focusing on creat-
ing value for our customers through our per-
ceived strengths. We asked ourselves what we 
were really great at and then matched that skill 
with the needs of our customers.

Food World: Since you’ve become CEO, 
you seem to have made several key changes to 
the old business model. Can you tell the trade 
what some of these changes are and how you 
predict they will help Burris in the long term?

Donnie Burris: A couple of things in this 
area. First, we’ve put a tremendous effort to-
ward strengthening our culture internally. 
Burris has always had a great culture, but as 
we continue to grow, our biggest challenge is, 
how do we continue that unique family feel of 
both taking good care of team members and 
our customers? We’ve adopted a leadership 
philosophy referred to as HPWP, “High Per-
formance Work Place.” In the last 18 months 
we’ve put over 200 of our supervisors and lead-
ers, me included, through week-long work-
shops to strengthen the way we work together 
so that we continue our team-based approach 
where we all realize we are in the same boat 
together. The best decisions and ideas come 
from the people who are doing the work every 
day. Our team members are very aware of our 
customers needs and we want to continue to 
empower them to care for them. So, there has 
been a shift to more of a team-based approach 

to evolve our culture.  One example of this has 
been the creation of hiring teams where team 
members interview and actually select their 
future co-workers.  This has worked very well.

Another area is external, in working with 
our customers. We have moved away from 
what I consider the traditional wholesaler-type 
model and we have worked very hard to cre-
ate highly customized distribution programs 
for retailers and club store operators. These 
programs are structured so that we leave the 
retailer with a high degree of control of their 
own destiny, a high level of control of the dis-
tribution process and of the relationship with 
the vendors. We structure the deal financially 
so that we are partners working together to 
make the supply chain efficient. No two cus-
tomized programs are identical as each is cre-
ated around a specific customer and evolves 
around its unique and changing needs.  It’s a 
very transparent relationship and it enables 
the retailer to have all of the benefits of self-
distribution without any of the headaches.  

Food World: Our readers may not be as 
aware of the other divisions of Burris beyond 
retail logistics. Can you give them an overview 
of the other parts of the business?

Donnie Burris: Our company is comprised 
of four business segments. The first, our larg-
est and what we consider our core business, is 
the customized retail distribution unit. That 
business, which we have been speaking about, 

BURRIS Q & A
Continues on page 24

The Burris Team (l-r): John Haggerty, VP Business Development Custom Retail Dis-
tribution; Brian Haley, VP Sales Custom Retail Distribution; Wayne Romanczuk, CFO; Ed 
Krupka, CIO; Donnie Burris, CEO; Bob Sliwa, Executive VP HR/Legal;  Maria Wittmeyer, VP 
Transportation; Brian Kyle, President PRW Plus; Maggie Owens,  Marketing Director; John 
Teixeira, President Custom Retail Distribution; and Walt Tullis, President Honor Foods

At Burris Custom Retail Distribution, Strong Culture, 
 Warehousing/Logistics Innovation Remain Firm's Foundation

Burris custom  
retail distriBution

Donnie Burris, CEO
John Haggerty, VP-Business Development

Q&A
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Category of trade     % of Circulation

Food World total circulation:  22,428 

Corporate Chains: Executives/Buyers/Store Managers 33

Small Chains/Independent Operators 12

Convenience Stores/Mass Retailers 9

Wholesalers/Distributors 10

Manufacturers/Brokers 31

All Others 5

Food Trade News total circulation:  27,555 

Corporate Chains: Executives/Buyers/Store Managers 35

Small Chains/Independent Operators 15

Convenience Stores/Mass Retailers 8

Wholesalers/Distributors 9

Manufacturers/Brokers 31

All Others 2

The area of coverage for Food World is Maryland, Virginia, Delaware, Central Pennsylvania  
and the District of Columbia. The area of coverage for Food Trade News is Pennsylvania,  
New Jersey, Metro New York and Delaware. Both publications enjoy national circulation to the 
corporate headquarters and buying offices of all the major retail chains that operate stores in 
the areas we cover.

circulation
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Publication date special issues & Features
 
January 6, 2014 Futurecast 2014  
Materials: December 27  Food World takes a look ahead at the year 2014.
 
February 3, 2014 Frozen 
Materials: January 24  Symphony IRI’s listings of the fastest moving frozen food items in the 

Baltimore-Washington and Richmond-Norfolk markets.

March 3, 2014 seafood
Materials: February 21  Spotlight interviews with seafood companies in the market. Plus, bonus 

circulation at the Boston International Seafood Show in Boston, MA.
 
april 7, 2014 specialty Food / ethnic / Kosher
Materials: March 28  Food World will take a look at the specialty food industry, including the 

ethnic and kosher segments, highlighting interviews with area retailers, 
distributors and wholesalers handling specialty categories. 

May 5, 2014 dairy-deli-Bakery 
Materials: April 25  Symphony IRI’s listings of fastest moving dairy-deli bakery items in the 

Baltimore-Washington and Richmond-Norfolk markets. Plus, bonus circu-
lation at the IDDBA Show in Denver, CO and at the FMI Future-Connect in 
Chicago, IL.

June 9, 2014 Retail Market study  
Materials: May 30  Food World’s biggest and most important issue of the year! The annual 

market study breaks down sales and share for retailers from all segments 
doing business in the Baltimore-Washington, Richmond-Norfolk and  
Central Pennsylvania markets.

July 7, 2014 holiday Merchandising  
Materials: June 27  In this edition, Food World covers holiday merchandising. 

august 4, 2014 direct store delivery / Manufacturers  
Materials: July 25  Food World will “Meet the Buyers” in the DSD and manufacturing arenas 

and spotlight suppliers and wholesalers in the arena. Also, DSD/Manufac-
turer company listings.

cont.

editorial calendar
Food World
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Publication date special issues & Features
 
september 2, 2014 naturals and organics  
Materials: August 22  Food World explores the natural/organics business in the retail sector, 

highlighting future trends and showing you who’s on the cutting edge. 
Plus, bonus circulation at the Natural Expo East in Baltimore.

october 6, 2014 Produce
Materials: September 26 Food World explores the produce business and highlights future trends. 

Plus, bonus circulation at PMA Fresh Summit in Anaheim, CA.

november 3, 2014 grocery / Brokers 
Materials: October 24  Symphony IRI’s listings of the fastest moving edible and non-edible gro-

cery items in the Baltimore-Washington and Richmond-Norfolk markets. 
Plus, broker listings.

     
december 1, 2014 Wholesalers  
Materials: November 21  A review of the year 2014. Also, a study of the wholesalers in the Food 

World market, along with company listings.

Updated: September 3, 2013

editorial calendar
Food World
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January 20, 2014 Futurecast 2014
Materials: January 10 Food Trade News takes a look ahead at the year 2014. 

February 17, 2014 seafood
Materials: February 7 Spotlight interviews with seafood companies in the market. Plus, bonus 

circulation at the Boston International Seafood Show in Boston, MA.

March 17, 2014 Frozen 
Materials: March 7 Symphony IRI’s listings of the fastest moving frozen food items in the  

Delaware Valley, Central Pennsylvania, and Metro New York markets.

april 21, 2014 specialty Food / ethnic / Kosher  
Materials: April 11 Food Trade News will take a look at the specialty food industry, including 

the ethnic and kosher segments, highlighting interviews with area retail-
ers, distributors and wholesalers handling specialty categories.

May 19, 2014 dairy-deli-Bakery  
Materials: May 9 Symphony IRI’s listings of fastest moving dairy-deli-bakery items in the 

Delaware Valley, Central Pennsylvania, and Metro New York markets. Also, 
broker listings. Plus, bonus circulation at the IDDBA Show in Denver, CO 
and at the FMI Future-Connect in Chicago, IL.

June 23, 2014 Retail Market study  
Materials: June 13 Food Trade News’ biggest and most important of the year! The annual 

market study breaks down sales and share for retailers from all segments 
doing business in the Metro New York, Northern New Jersey, Delaware 
Valley, Central Pennsylvania, ABE and Northeast PA markets.

July 21, 2014 holiday Merchandising  
Materials: July 11 In this edition, Food Trade News covers holiday merchandising.

editorial calendar
Food trade news

cont.
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august 18, 2014 direct store delivery / Manufacturers
Materials: August 8  Food Trade News puts the focus on suppliers and wholesalers in the 

arena. Also includes company listings of the area DSD/Manufacturers. 
  
september 15, 2014 natural and organics 
Materials: September 5  Food Trade News explores the natural/organics business in the retail sec-

tor, highlighting future trends and showing you who’s on the cutting edge. 
Plus, bonus circulation at the Natural Products Expo East in Baltimore.

   
october 13, 2014 Produce
Materials: October 3 Food Trade News explores the produce business and highlights future 

trends. Plus, bonus circulation at PMA Fresh Summit in Anaheim, CA. 
   
november 17, 2014 grocery iRi / Broker’s issue  
Materials: November 7  Symphony IRI’s listings of the fastest moving edible and non-edible 

grocery items in the Delaware Valley, Central Pennsylvania and Metro New 
York markets. Plus, broker listings.

   
december 15, 2014 Wholesalers 
Materials: December 5 A review of the year 2014. Also, a study of the wholesalers in the Food 

Trade News market, along with company listings.

Updated: October 23, 2013

editorial calendar
Food trade news
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Food World is published the first Monday of the month.
Food Trade News is published the third Monday of the month.

Food World / Food Trade News typical space Costs
size of ad 1 time  3 times  6 times  9 times  12 times

Full page  $3,187.80 $3,087.75 $2,887.75 $2,587.75 $2,574.10

3-column strip   1,912.68    1,884.96   1,839.18   1,797.60    1,748.46

Horizontal ½-pg    1,593.90   1,570.80   1,532.65   1,498.00    1,457.05

Food World / Food Trade News typical space Costs 
(per paper when bought in combination)

size of ad 1 time  3 times  6 times  9 times  12 times

Full page  $2,656.50 $2,556.45 $2,356.50 $2,056.50 $1,656.50

3-column strip   1,593.90   1,566.60   1,520.82   1,475.04   1,429.68

Horizontal ½-pg   1,328.25   1,305.50   1,267.35   1,229.20   1,191.40

insert Costs Single leaf: $2,970  
 Double leaf:  $4,070 (commissionable)

 Must have a minimum of 20,000 inserts PER paper. Inserts must be pre-printed 
and sent directly to our printer. The cost of having the insert inserted into the paper 
depends on size, single means no larger than one page of the paper, (10x10.5) double 
leaf is two pages (both sides). 

agency discounts  Agencies receive a 15% discount on gross cost.

Color  $350 extra per page (net).

Closing dates  Materials must be received at least 10 days prior to publication date. 

 For more information, contact:

 Food World: Karen T. Fernandez, 410.730.5013 or kfernandez@best-met.com 

 Food Trade News: Maria Maggio, 443.631.0172 or mmaggio@best-met.com

          Kevin Gallagher, 201.250.2217 or kgallagher@best-met.com

display advertising rates
Food World

Food trade news
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Page size  52.5 column inches per page  (5 columns x 10.5”)

Column size  1 column inch = 2” x 1”

specs  Digital submissions should be high resolution PDF files with all fonts and graphics collected/
embedded. No bleeds. Color is process (CMYK). Ad sizes are described above.

submissions Submissions can be sent via email to Karen Fernandez at kfernandez@best-met.com. 
 Submission can also be sent via mail to Karen Fernandez, 5537 Twin Knolls Road, Suite 438, 

Columbia, MD 21045

FtP FTP protocol is available. For further information, contact Karen Fernandez at 410.730.5013.

Full Page
10” x 10.5”

3-Column strip
6” x 10.5”

horizontal half Page
10 “x 5.25”

Quarter Page
6” x 5.25”

ad material inFormation
Food World

Food trade news
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ask how you 
can advertise 

with us online!


