Win, Place or Show

Analysis by Jim Dudlicek, Bridget Goldschmidt and Meg Major / Research by Debra Chanil

n interesting past year has made for some
subtle yet significant changes in the latest
edition of Progressive Grocer's annual Super
50 ranking of the top grocery retailers.

‘The biggest change: The recent merger
of Safeway and Albertsons has created the
third-largest operator in the United States,
with the new combined company operating
under the AB Acquisition moniker, which
rose post-deal from its No. 7 position last year. (Target,
ranked third last year, dropped several places, as we've
based its ranking on sales from SuperTarget stores, which
feature a complete grocery selection, versus regular stores
offering primarily general merchandise.)

‘That union of grocery retailing might has created a new
potentially formidable player on the West Coast. Up to now
a small Northwest regional operator, Haggen has acquired
146 stores divested as a condition of the Safeway-Albertsons
merger, allowing the Bellingham, Wash.-based chain to ex-
pand from 18 stores with 16 pharmacies to 164 stores with
106 pharmacies, with locations in Washington, Oregon,
California, Nevada and Arizona. Led by an executive team
that includes industry veteran Bill Shaner, Haggen will
certainly take a strong position on next year’s Super 50.

These movements triggered a ripple effect that gave a leg up
to several of our usual top 10 players, perhaps by a rung or two.

Meanwhile, there are no surprises at the very top:
Walmart, by its sheer size, dominates the market through
volume sales, although it’s been struggling with same-
store performance and experimenting with smaller-for-
mat stores as a way of competing against strong regional
players that have managed to hold their own against the
Bentonville, Ark., juggernaut.

And Kroger rightfully holds its place at No. 2 as the
nation’s pre-eminent traditional grocer, demonstrating that
a clearly defined growth strategy, customer experience and
consistent exccutive stewardship are the ingredients for
seemingly perpetual success.

For all grocers, shopper engagement has become
increasingly important, as digital-savvy shoppers demand
a customized experience that offers them straightforward
mealtime solutions. At the core of that equation remain
price, selection and service, with cost containment and
capital investment continuing to be crucial to delivering a
fresh, relevant shopping experience that ensures consumer
loyalty in a sea of competing retail channels.

In addition to the ranking, we take a closer look at the
list’s top 10 companies, beginning on page 40.
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The éuper 50
Methodology

Each company profiled in The Super
sowas contacted by PG for guidance
regarding the four categories included

in the report: annual sales from their
most recently concluded fiscal year,
store count, top banners, and employee
counts (either total or full-time equiva-
lents). Full-time equivalent employees
are the sum of regular workers, plus one-
half the number of part-time employees.

In cases where companies didn't
respond, data was sourced from pub-
lic records, including 10K and annual
reports. For privately held compa-
nies, results are based on information
from Nielsen TDLinx, which collects
and maintains store information
across all channels selling consumer
packaged goods. Nielsen TDLinx uses
Food Marketing Institute’s definition
of a supermarket: a grocery store
with a minimum of $2 million in an-
nual sales; its data omits sales from
convenience, drug and other retail
channels that may be part of total
revenue for some companies.

Wholesale membership clubs such
as Sam'’s, Costco and BJ's are also not
included. Supercenters are included,
but only for their grocery-equivalent
merchandise. Not included are soft
goods; clothing; general merchandise
such as hardware, appliances, comput-
ers and auto service; and other items
not common to supermarkets.

Sales estimates from Nielsen TDLinx
are presented in terms of all-commod-
ity volume (ACV), which is defined as
an annualized range of the estimated
retail sales volume of all items sold at
a retail site that pass through the re-
tailer’s cash registers. Nielsen TDLinx's
ACV is an estimate based on best
available data — a directional measure
to be used as an indicator of store and
account size, not an actual retail sales
report. All data is collected by TDLinx
from awide range of independent
sources, and then enhanced with com-
puter modeling. Information shown is
from the March 2015 database.
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1. Wal-Mart Stores Inc.

Never content to rest on
its laurels, the world’s
biggest retailer has con-
tinued to push the en-
velope, most recently by
raising the salaries of its
approximately 500,000
associates so that they
now earn above the
federal minimum wage.
The pay hike was part of
a comprehensive invest-
ment in its employees, dubbed the Opportunity initiative, which also
includes greater scheduling flexibility and control, and new training for
further growth and advancement beyond entry-level positions, along
with expected changes to hiring practices and store structure.

Although some observers have attributed the wage increase to
mounting pressure from store-level workers and labor advocates, oth-
ers have dismissed that as a motivation; Matthew Shay, president and
CEO of the Washington, D.C.-based National Retail Federation,
called the move “just another example of the power of the marketplace.
Like many other retailers, Walmart made their decision based upon
what is best for their employees, their customers, their shareholders and
the communities in which they operate.”

Other far-seeing initiatives put forth by the Bentonville, Ark.-
based company include a plan to roll out a much more data-driven
merchandise selection as part of a major program to improve the
in-store experience for shoppers, the launch of an online shopping
portal to help customers identify and purchase sustainable products,
and the championing of women-owned businesses in-store and online
through an easily identifiable logo on packaging. The retailer also
recently underwent a restructuring of its top management as part of a
larger strategy to enhance the quality, consistency and presentation of
its fresh food categories.

2.The Kroger Co.

Forty-five consecutive quarters of same-store sales growth and
counting — it doesn’t get much better than that for a grocer. And
for The Kroger Co. — the nation’s largest traditional grocer, which
Business Insider says is “writing the playbook for the grocery store
industry” — it’s become
par for the course.
“Kroger delivered 12
months of consistently
remarkable performance
during 2014, fulfilling
our commitments to our
customers, associates and
shareholders,” Rodney
McMullen, president and
CEO of the Cincinnati-
_ based grocer, tells PG.
e “We captured more share
Continued on page 48 »
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Fiscal Year-end No. of Employees (Total or
RANK  Company Sales (000) Supermarkets  Top Banners Full-time Equivalents) Website
1 Wal-Mart Stores Inc.' $288,049,000 4,024 Walmart Supercenter (3,407) 1,235,000 1o www.walmart.com
Bentonville, Ark. Walmart Neighborhood Market (600)
Walmart Express (15)
2 The Kroger Co. $108,500,000 2625  Harris Teeter (233) 400,000 o www.thekrogerco.com
Cincinnati Ralphs (218)
Kroger Southwest (211)
3 AB Acquisition LLC $56,443,140 2,238 Safeway (912) 165,000 e www.albertsons.com
Boise, Idaho Albertsons (282) www.safeway.com
Vons (207)
4 Publix Super Markets Inc. $30,559,505 1,097 Publix(1,085) 174,500 toraL Www.publix.com
Lakeland, Fla. Publix Sabor (9)
Publix GreenWise (3)
5 Ahold USA Inc. $25,976,700 761 Stop & Shop (394) 72,000 e www.aholdusa.com
Quincy, Mass. Giant-Landover (154)
Giant-Carlisle (147)
] H-E-B Grocery Co. $22,590,000 363 H-EB(258) 85,000 ora www.heb.com
San Antonio H-E-B Plus (36)
H-E-B Central Market (9)
7 Delhaize America Inc. $16,900,000 1,296 Food Lion (1,108) 100,000 ror www.delhaizegroup.com
Salisbury, N.C. Hannaford (188)
8  Meijer Inc. $15,400,000 213 Meijer(213) 65,000 o www.meijer.com
Grand Rapids, Mich.
9  Wakefern Food Corp. $14,700,000 141 ShopRite (77) 50,000 rom www.wakefern shoprite.com
Keasbey, N.J. Price Rite (58)
The Fresh Grocer (6)
10 Whole Foods Market $14.194,005 414 Whole Foods (414) 88,000 rom. wwww.wholefoodsmarket.com
Austin, Texas
11 Bi-Lo Holdings LLC $12,559,300 801 Winn-Dixie (528) 52,200 e www.bi-lo.com
Jacksonville, Ha. Bi-Lo (201) www.winn-dixie.com
Harveys (56)
12 Trader joe's Co. $12,100,000 433 Trader Joe’s (433) 9,000 e www.traderjoes.com
Monrovia, Calif.
13 Target Corp. $10,100,000 249 SuperTarget (249) 65,700 rie www.target com
Minneapolis
14 Aldi Inc. $9,800,000 1,366 Aldi Food Store (1,366) 21,000 ror www.aldi.com
Batavia, Ill. i
15  Giant Eagle Inc. $9,600,000 222 Giant Eagle (208) 36,000 o www.gianteagle.com
Pittsburgh Market District (12)
16 Supervalu Inc. $9,492,000 625  Save-A-Lot(431) 38,500 Tom WWW.supervalu.com
Eden Prairig, Minn. Shoppers Food Warehouse (54)
Cub Foods (49)
17 Hy-Vee Inc. $8,700,000 235 Hy-Vee (235) 69,000 1o Www.hy-vee.com

West Des Moines, lowa
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Fiscal Year-end No. of Employees (Total or
RANK  Company Sales (000) Supermarkets  Top Banners Full-time Equivalents) Website
18 Wegmans Food Markets Inc. $7200,000 85 Wegmans(85) 40,000 1o WWW.Wegmans,com
Rochester, N.Y.
19 Great Atlantic & $6,300,000 301 Pathmark (101) 22,000 Fre www.aptea.com
Paific Tea Co. A&P (86)
Montvale, N.. Waldbaum'’s (48)
20 WinCo Foods Inc. $6,100,000 98 WinCo(98) 10,000 fre WWW.winco.com
Boise, daho
21  Defense Commissary $4,800,000 185 DECA Commissary (185) 11,000 Fie WWW.Commissaries.com
Agency (DeCA)
Arlington, Va.
22 Save Mart Supermarkets Inc. $4,300,000 218 SaveMart(107) 13,695 e Www.savemart com
Modesto, Calif. Lucky Store/Save Mart (60)
Food Maxx (51)
23 Stater Bros. Markets $4,000,000 168 Stater Bros. (168) 18,000 Tom www.staterbros.com
San Bernardino, Calif.
24 Roundy's Supermarkets Inc. $3,895,156 149 Pick N Save Store (30) 22,000 1oL WWW.roundys.com
Milwaukee Mariano’s Fresh Market (30)
Copps Food Center (25)
25  Ingles Markets Inc. $3,836,000 202 Ingles (193) 9,100 e www.ingles-markets.com
Black Mountain, N.C. Sav-Mor Foods/Ingles Markets (3)
26 Price Chopper/Golub Corp. $3,805,100 135 Price Chopper (135) 11,860 e WWW._pricechopper.com
Schenectady, N.Y.
27  Demoulas/Market Basket $3,400,000 76 Market Basket (76) 8,100 e nfa
Tewksbury, Mass.
28  Raley's Supermarkets $3,061,500 126 Raley's(76) 8,700 Fie www.raleys.com
West Sacramento, Calif. Nob Hill (22)
Bel Air Market (20)
29  Weis Markets Inc. $2,800,000 163 Weis(163) 18,000 romt www.weismarkets.com
Sunbury, Pa.
30  Smart & Final Inc. $2,668,900 299 Smart & Final (201) 7,900 o, www.smartandfinal.com
Los Angeles Smart & Final Extra (98)
31 Schnuck Markets Inc. $2,600,000 99 Schnucks (99) 9,959 e www.schnucks.com
St. Louis ‘
32  Tops Markets LLC $2,508,315 158 Tops Friendly Markets (158) 15,100 7o www.topsmarkets.com
Buffalo, N.Y.
33  Sprouts Farmers Market $2,463,240 201 Sprouts Farmers Market 9,834 WWW.sprouts.com
Phoenix
34 SpartanNash Co. $2,284,200 162 Family Fare Supermarket (67) 16,100 www.spartannash.com

Byron Center, Mich.

No Frills Supermarket (17)
D&W Fresh Markets (11)
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Fiscal Year-end No. of Employees (Total or
RANK  Company Sales (000) Supermarkets  Top Banners Full-time Equivalents) Website
35  Brookshire Grocery Co. $2,220,400 151 Brookshire's Food & Pharmacy (117) 13,700 o www.brookshires.com
Tyler, Texas Super 1 Foods (33) www.super1foods.com
36 Houchens Industries Inc. $2,008,500 414 Save-A-Lot(197) 9,400 rre www.houchensindustries.com
Bowling Green, Ky. GA (88)
Food Giant (54)
37  The Fresh Market Inc. $1,753,000 169 The Fresh Market (169) 12,400 tora www.thefreshmarket.com
Greensharo, N.C.
38  Bashas’ Markets Inc. $1,670,000 120 Bashas' (54) 5,500 mre www.bashas.com
Chandler, Ariz. Food City/Bashas’ Markets (47)
AJ's Fine Foods (11)
38  Big Y Foods Inc. $1,611,000 62 BigY(61) 4,800 re WWW.bigy.com
Springfield, Mass.
40  K-VA-T Food Stores Inc. $1,535,000 103 Food City (92) 5,500 Fe www.foodcity.com
Abingdon, Va. Super Dollar Discount Foods (11)
41 Grocery Outlet Inc. $1,520,000 218 Grocery Outlet (218) 931 1oL www.groceryoutlet com
Berkeley, Calif
42  Foodarama $1,400,100 29 ShopRite (29) 3,800 me www.shoprite.com
Supermarkets Inc.
Freehold, N.J.
43 Inserra Supermarkets Inc. $1,388,400 29 ShopRite (29) 3,100 fie nfa
Mahwah, N.J.
44  Woodman's $1,284,400 16 Woodman's (16) 2,700 e www.woodmans-food.com
Food Markets Inc.
Janesville, Wis.
45  Village Super Market Inc. $1,236,300 28 ShopRite (28) 3,100 Fe www.villagesupermarkets.com
Springfield, N.J.
46 Fiesta Mart Inc. $1,166,100 60  Fiesta Mart(58) 4,800 e www fiestamart.com
Houston
47  Central Grocers Inc. $1,129,700 38 Strack & VanTil (19) 3,400 e www.centra-grocers.com
Joliet, Il Ultra Foods (16)
48  Lowe’s Pay N Save Inc. $1,004,288 144 Lowe's Grocery (124) 3,600 e www.lowesfoods.com
Littlefield, Texas Lowe’s Big 8 (15)
Avanza Supermarket (1)
49 Alex Lee Inc. $1,080,300 97 Lowes Food Store (77) 4,850 e www.alexiee.com
Hickory, N.C. Just Save (19)
1GA (1)
50  Marc Glassman Inc. $1,000,000 5% Marc's(58) 5,700 e WWW.Marcs.com
Cleveland
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> Continued from page 40 broad product selection, Kroger leads with its private

of the massive food market, continued investing to label and loyalty programs, and is expected to pass

grow our business and created 25,000 new jobs. We Whole Foods Market within two years to become

are particularly proud of hiring more than 6,000 the country’s top seller of natural and organic foods.

veterans last year. While we are very proud of this “We will continue to execute our growth plan,

outstanding year, we are committed to even more.” building on the foundation of our Customer 1st
Known for its top-notch customer service and strategy,” McMullen says of the future. “We are com-

mitted to innovation, whether through
expanding our digital capabilities to
deepen our relationship with customers
in new and exciting ways, or by pushing
the boundaries on what customers can
expect from our corporate brands. And
we are investing to grow in both new
and existing markets by pursuing our
fill-in markets strategy and expanding
our presence through our successful
merger integrations with Harris Teeter
and Vitacost.com.”

Looking toward its 2015 perfor-
mance, Kroger anticipates identical-sales
growth, excluding fuel, of 3 percent to
4 percent, and full-year net earnings of
$3.80 to $3.90 per diluted share.

3.AB Acquisition LLG
(Albertsons-Safeway)

A significant development in the
ongoing transition of third-ranked
Super 50 contender AB Acquisition
LLC — comprising Albertson’s LLC,
New Albertson’s Inc. and Safeway Inc.
— occurred in mid-April, when the
company appointed its current Boise,
Idaho-based executive chairman, Bob
Miller, to assume the additional role of
CEO as part of a four-person “office of
the CEO” executive realignment.
Robert Edwards, who was chairman
and CEO of Pleasanton, Calif.-based
Safeway and had been appointed Albert-
sons CEQ at the closing of the merger
earlier this year, has shifted to the role of
vice chairman, where he’ll provide coun-

FAST FACT

#11Bi-Lo Holdings Inc.

Veteran international retail

executive lan McLeod became the
company's new president and CEO
in March, after Randall Onstead
and COO Mark Prestridge abrupt-
ly departed in late 2014.
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sel to the board and the
organization on key
strategic and integration
matters. With Ed-
wards’ role reduced and
the new Albertsons-
heavy executive team
bolstered, the move
signifies what many observers believe is a preface to
Edwards’ exit from the company in the not-too-distant
future. “We've made significant strides in the time
since the merger has closed,” says Edwards, “and I feel
comfortable turning my focus to other matters that
will be of the best benefit to the company.”

In addition to Miller, AB Acquisitions’ realigned
executive team — which will support the day-to-day
operations of the company’s 14 divisions and 2,200
stores — includes Wayne Denningham, COQO for all
divisions; Justin Dye, chief administrative officer; and
Shane Sampson, chief marketing and merchandising
officer. Jim Perkins and Kelly Griffith will continue
as EVPs of operations for the company’s regions.
Denningham, Dye and Sampson have worked for
Albertsons for years and were with the company
before the Safeway acquisition was completed.

4. Publix Super Markets Inc.

Publix is going through a period of aggressive

owth: As reported in its home state of Florida, the
Lakeland-based supermarket chain has purchased
six southwest Florida shopping centers over the past
year for $86 million and has set aside $1.3 billion in
2015 to buy additional centers, construct new stores
and renovate others. In 2014, Publix spent the same

FAST FACT

#12Trader Joe's

Ranking among the top 12 retailers on the
2015 Temkin Experience Ratings, Trader
Joe’s sells twice as much per square foot as
Whole Foods Market.
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amount to open 32 new stores and buy shopping
centers in the Sunshine State.

"The company has also been steadily expanding in
such markets as North Carolina. “Within the past
year, we have opened eight stores ... and continue with
aggressive growth in the state,” Director of Media and
Community Relations Maria Brous tells PG. “We also
opened a new distribution center in Orlando, Fla., and
have continued to make improvements in
store designs and merchandising.”

As part as its mission to enhance
the shopping experience, the grocer has
revamped its coupon policies, clarifying
the limit on how much of one product
a customer can buy using coupons,
allowing money back to go on a Publix
gift card rather than as cash to the
customer, and only honoring coupons
that refer to product size.

Such programs are a natural out-
growth of what Brous describes as “the relationship
we share with our customers. Our associates engage
with our customers every day in our stores. We hear
from our customers and share information with
them ... on social platforms, in our stores, in our
advertising and in our customer voice surveys. As a
company, when we make important decisions, we
weigh the impact to our associates and customers.”

It follows then, that associates are also a major
priority for the grocer. “As an employee-owned
company, promotion from within is a key differentia-
tor for Publix,” Brous notes. “With company growth
comes opportunity for advancement. We will remain
focused on the training and development of our as-
sociates for advancement and our future growth.”

Publix has even placed itself in the vanguard
of public opinion, with its January announcement,
ahead of the legalization of same-sex marriage in
Florida, that it would expand spousal coverage of
health, dental and vision benefit plans to all of its em-
ployees in same-sex unions, regardless of where they
live. “[W]e believed it was the right thing to do to
extend the benefits to all our associates across our six
states,” Brous explained to PG earlier this year, “as we
want our associates and their families to be healthy.”



5. Ahold USA

There’s no rest for the weary, as Ahold USA
knows full well. But that hasn’t kept PG’s 2014
Retailer of the Year from retreating in the cut-
throat derby that has mightily tested the compa-
ny’s U.S.-based divisions under the watchful eye
pf its parent company in the Netherlands.
* As the grocer focuses heavily on improving its
performance across the board, COO James Mc-
Cann tells PG: “The markets in which our retail
divisions operate remain incredibly competitive,
which is why we have embarked on a good-to-
great journey to put our complete focus on im-
roving the customer experience in stores. We've
orked hard to save money across many areas of
“our business and have reinvested all of these sav-
ings into improving our value proposition, fresh
offerings and service engagement,” which he says
have enabled Ahold USA’s retail divisions to pick
up market share and customer-tracking scores in
“ithe key areas of price and service.
When asked about the key points the company
yill focus on in 2015 to strengthen its brand, Mec-
Cann acknowledges: “While our good-to-great jour-
ney has created momentum for the business, there is
still much left to do; 2015 is about getting to great
_even faster. Our focus remains on staying ahead of
owing trends such enabling our customers to shop
there, when and how they want, and transforming

4

FAST FACT

| #15 Giant Eagle

' Focusing heavily on revenue-generating and
! cost-saving measures as part of its Vision 2020

company-wide improvement process, the mul-
tiformat food, fuel and pharmacy retailer has
prioritized sustainability as a key component.

our produce departments because we know
how important fresh and healthy offerings
have become to customers. Look for us to
continue to develop exciting own-brand
lines, which offer the quality and value that
customers expect from the national brands,
but at more affordable prices.”

6.H-E-B

H-E-B is not only a favorite in its home
state of Texas, it scores high among industry
observers as well, including a spot among the
top 12 companies on the 2015 Temkin Ex-
perience Ratings, which rank the quality of
customer experience delivered by large organizations.
The San Antonio-based privately held grocery
chain is one of retail’s most influential players, lead-
ing the way to what PG’s Meg Major calls “a new
era of transformative diversification to test, learn,
explore —and ultimately seize — new opportuni-
ties to meet consumers’ needs and expectations.”
For example: After a decade of perfecting its
highly tailored midsize and larger-store formula,
H-E-B is poised to open its first combo small-

format market/gas station in its downtown San
Antonio stomping grounds in fall 2015, as Major
described in a Progressivegrocer.com column earlier
this year. The 12,000-square-foot concept store
will be a proving ground for H-E-B to experiment
with new offerings, delivery methods and inventory
management for a smaller box.

“Texans know that H-E-B is the best grocery
store in America,” Business Insider opined in February.
“The chain has been providing a superior shopping
experience for much longer than Whole Foods.” Ad-
ditionally, Glassdoor.com ranked H-E-B seventh in
its latest annual “Best Places to Work” rankings last
December, with one reviewer calling the grocer “one
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FAST FACT

#17Hy-Vee

The grocer’s commitment to healthy
lifestyles is increasingly evidenced by its

ever-growing HealthMarket departments
featuring natural and organic products,
consulting services of in-store dietitians
and chefs, and consumer and employee
wellness programs.

of the few companies that actually cares.”

Among the reasons for this success: a 900-
item produce section, a highly local private label
program, chef-prepared free samples and stellar
customer service.

Meanwhile, The Dallas Morning News has specu-
lated that H-E-B is mulling an expansion in north
Texas, reporting that the grocer has purchased at
least a dozen locations in the region. Currently,
H-E-B operates five of its Central Market specialty
food stores in the Dallas-Fort Worth area.

1. Delhaize AmericaInc.

Cognizant of the significant work that remains to be
done to deliver on an ambitious agenda established
in March 2014, Salisbury, N.C.-based Delhaize
America has made a solid dent in moving the needle
forward to strengthen its competitive stance.

“Across all of Delhaize America, we are develop-
ing a customer-focused organization with winning
business strategies for both Food Lion and Hannaford
in our local markets,” Delhaize America President

and CEO Kevin Holt tells PG. “At both banners,

FAST FACT

#19 Great Atlantic & Pacific Tea Co.

A&P's September 2014 refinancing of its
existing senior debt on terms favorable to the

company, following upgraded ratings out-
looks, will enable it to focus on investing in its
business and ramping up growth strategies
after years of financial turmoil.
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we've put the customer back at the center of our busi-
ness and are making sure that we operate with a local
focus to serve our customers and differentiate both
banners in the markets in which we operate.”

Holt points to pilot work under way at Han-
naford, which is currently testing additional
fresh and healthy concepts in prototype stores,
including a large-scale store and a smaller-scale
location. Additionally, he continues, “Hannaford
is continuing to differentiate in the marketplace
by further strengthening service and quality,
which is already a core attribute for the Han-
naford brand. Meanwhile, Food Lion unveiled
76 remodeled stores last year in the Wilmington,

FAST FACT

#23 Stater Bros.

This stalwart on the Southern California gro-
cery scene for nearly 80 years — 40 under the
leadership of CEO Jack H. Brown — has seen
positive annual sales for the past 35 years.

N.C., and Greenville, N.C., markets, and is cur-
rently remodeling approximately 160 additional
stores in the Raleigh, N.C., market to bring its
‘Easy, Fresh and Affordable. You Can Count on
Food Lion Every Day!” strategy to life.”

Thus far, the efforts appear to be trending in
the right direction. “We are very pleased with the
work underway at Delhaize America and are con-
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fident about our strategies that have helped create
a stronger position in an extremely competitive
marketplace,” adds Holt.

Looking ahead to what comes next, Delhaize
America is focused on several key areas, which includes
“creating a customer-centric organization by offering
excellent service, enhancing our assortment based on
customers’ local preferences, and ensuring we are a
trusted brand in our communities, known for support-
ing our neighbors and being a good environmental
steward,” Holt affirms. “We will continue to focus on
delivering our strategies within our local banners and
winning new customers, as well as growing our rela-
tionship with existing customers throughout 2015.”

L)
8. Meijer Inc.
Superstore retailer Meijer is in expansion mode.
More than two years after publicly confirming that
it was considering opening stores in Wisconsin,
Meijer is in the home stretch of construction of four
new supercenters in the greater Milwaukee area.

As reported on Progressivegrocer.com earlier
this year, Meijer has plans for additional stores
in the area and throughout the Badger State,
and expects to open two to three new Wisconsin
stores each year for the next four years. “All of
us at Meijer are looking forward to bringing the

FAST FACT

#24 Roundy’s SupermarketsInc.

Despite the great success of its Mariano’s

Fresh Market banner and an uptick in net
sales, Roundy’s continues to struggle; this
past year, the company withdrew from the
Twin Cities market and posted a net loss ap-
proaching $253 million.
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Meijer experience to new customers in Wiscon-
sin this summer,” says Frank Guglielmi, senior
director of communications at the Grand Rapids,
Mich.-based retailer.

Meanwhile, Meijer revealed last month that it
plans to invest nearly $50 million to extensively
remodel four of its stores around Dayton, Ohio,
with enhanced “intuitive” floor plans to allow for
expanded selections in departments throughout
the stores, which are expected to launch later this
year. “Our customers expect high standards from
us, and our investment in these stores will ensure
they enjoy the best shopping experience we can
provide,” says Meijer Co-Chairman Hank Meijer.

Now with more than 200 round-the-clock
stores throughout the Midwest, the retailer has
grown steadily by focusing on fresh grocery op-
tions, value to customers and community partner-
ship. Further, the company just launched Meijer
Curbside, which allows customers to shop online
and pick up their groceries at the curb without
leaving their cars; it’s being piloted at one of the
Grand Rapids stores. “The way customers shop for
food is changing, and Meijer Curbside is one more
way we are striving to find solutions to everyday
challenges,” says Michael Ross, VP of customer
marketing and emerging technology.

Additionally, Meijer is backing Fresh Thyme
Farmers Market, a new natural and organic food chain
that’s been expanding rapidly throughout the Mid-
west; it opened its first Chicago-area store a year ago.

9. Wakefern Food Gorp.

Over the past year, Wakefern Food Corp., the
largest retailer-owned cooperative in the United
States, whose members operate stores under the
ShopRite banner, has gone from strength to
strength: At its annual shareholder meeting held
last October, the Keasbey, N.J.-based company
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revealed a record $14.7 billion in retail sales for the fiscal year ending Sept. 27,
2014, a 4 percent rise from the year-ago period.

“Year after year, Wakefern continues to grow and adapt to meet the needs
of an ever-changing industry and an increasingly demanding customer,” Presi-
dent and COO Joe Sheridan said at the meeting. “After more than 65 years in
this business, we rely on the lessons from past successes while always looking
to the future for new and better ways to help our members succeed.”

Also last year, Wakefern received financing from CIT Bank, the U.S.
commercial bank subsidiary of CIT Group Inc., a Livingston, N.J.-based
provider of commercial lending and leasing services, with the proceeds to go
toward new equipment and store upgrades. “CIT worked closely with us to
develop a customized financial solution that will help us pursue our growth
objectives,” the company’s CFO, Doug Wille, noted at the time.

As for happenings at store level, the chain has continued such endur-
ingly popular programs as its annual winter and summer Can Can Sales,
which have resulted in more than 3 billion cans of food sold since the
initiative began back in 1971.

10. Whole Foods Market

Driven by consum-

ers’ demand for fresh,
healthy foods, Whole
Foods Market is continu-
ing its robust expansion,
the Austin, Texas-based
chain having signed
leases for eight new stores
in the United States and
three in western Canada,
with additional stores in
development.

As Progressivegrocer.com
reported earlier this year,
the U.S. stores are planned
for Baltimore; Bellingham,
Wash.; Bridgewater, N.J.;
Charlotte, N.C.; Chicago;
Mandeville, La.; Sarasota,
Fla.; and Toledo, Ohio.
The grocer will open its
Canadian stores in Cal-
gary and Edmonton — Whole Foods’ first locations in the province of Alberta
— as well as Victoria, British Columbia.

“Whole Foods Market has been in Canada for more than 10 years,” said

FAST FACT

#26 Price Chopper/Golub Corp.

Armed with learnings gleaned from its Market Bistro concept and other

customer insights, Golub Corp.'s rebranded Market 32 stores will feature
more foodservice options, an enhanced product mix and a re-emphasis on
customer service, while including key elements of the savings platform of-
fered by the company's Price Chopper locations.
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Joe Rogoff, president of Whole Foods’ Pacific
Northwest region, adding that the “individual-
ized store experience has created strong rela-
tionships between the brand and our customers,
and has enabled us to grow to 10 stores in B.C.
and Ontario.”

Whole Foods, which currently operates more
than 400 stores, with an additional 116 stores
in development, is working to shed its “Whole
Paycheck” image by making natural and organic
foods more accessible to the masses. To that end,
it’s planning stores in underserved urban areas
where residents would be otherwise hard-pressed

FAST FACT

#21Demoulas/Market Basket

Since Arthur T. Demoulas’ return to the helm
of Demoulas Supermarkets Inc./Market Basket,
store sales have rebounded and five new stores
have opened over a four-month period.

to find or afford such products. As Co-CEO
John Mackey told Bloomberg in January, “We
are now going to make sure we tell customers
what we are about: values and value.”

After sagging performance over the past two
years, the company cut prices to attract customers
and drive sales. The result, as noted on Quartz.
com in February: Whole Foods beat earnings
expectations for the second consecutive quarter
and reported record revenue and higher-than-ex-
pected income, despite shrinking profit margins.

Further, the company is expanding its in-
store dining and bar options, beginning with
four new stores in Chicago. As PG’s Meg Major
reported in February, its Streeterville location
in that city, the first of seven former Dominick’s
converting to the Whole Foods banner, is the
first to feature an in-store venue offering raw
and vegan foods via a partnership with Chicago
restaurant Raw. PG

For more about companies on PG's Super 50,

visit Progressivegrocer.com/Superso.
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