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Coverage Map

Out of Region Companies Receiving
FOOD WORLD & FOOD TRADE NEWS:

Ahold Delhaize, Amsterdam, 
The Netherlands

Albertsons Companies, Boise, ID
Aldi, Batavia, IL

Amazon, Seattle, WA
Costco, Issaquah, WA

Grocery Outlet, Emeryville, CA
Kroger, Cincinnati, OH

Sam’s Club, Bentonville, AR
Save A Lot, St. Ann, MO

Sprouts, Phoenix, AZ
Target, Minneapolis, MN

Trader Joe’s, Monrovia, CA
Wal-Mart, Bentonville, AR

Walgreens, Deerfi eld, IL
Whole Foods, Austin, TX

7-Eleven, Dallas, TX
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Th ere’s a real entrepreneurial spirit that pervades 

Berks Packing Co., the Reading, PA meat processor that 

continues as the three-generation Reading, PA meat-

packing company celebrates its 90th anniversary.  What 

started as a small, local meat processor by Charles A. 

Boylan in 1933 has developed into a growing enterprise 

that services retail, foodservice and convenience store 

customers primarily in the Mid-Atlantic region.

We recently sat down with David Boylan, president; 

Joe Boylan, director of human resources; John Buckley, 

director of operations; David Maurer, CFO; and Brian 

Pastor, director of sales and marketing to discuss the 

reasons for the success of the 90-year old company and 

its outlook on the future.

Key to Berks’ growth over that period has been the 

continuity and stability provided by family members 

including brothers David, Joe, Tim and Peter, and the 

many family members who remain vital to the busi-

ness. Both brothers noted the impact that their father, 

Charles P. Boylan, had in shaping the business. At 95, 

Charles P. remains an active part of the business and all 

told Charles P., and his wife Teresa, had 11 children, all 

who were involved in some aspect of the business over 

the past 40 years. Today, there are still six Boylan family 

members who remain active in the business.

“Th ere are family virtues that remain in place today 

that began with my grandfather 

and were perpetuated by my 

father,” said David Boylan. “It’s 

how you deal with your associ-

ates and customers – openly and 

honestly – that provides us with 

an intangible advantage. We’re 

competing against a lot of com-

panies that are much larger than 

we are – it’s our product quality 

and high-level of customer ser-

vice that has also allowed us to 

eff ectively grow our business.”

Anchored by its hot dog line 

(including beef and pork, all-

beef and organic varieties) and 

its assortment of snacking items 

including the Pennsylvania-fa-

vorite hickory smoked ring bo-

logna products, the company 

has been able to grow market 

share not only in Central and 

Northeastern PA, but also in the 

Delaware Valley and the Balti-

more-Washington markets. Th e 

Berks product line also includes Berkshire Hams and a 

complete line of deli meats.

Brian Pastor is encouraged by a new more aggressive 

marketing eff ort at Berks Food which includes being 

named the offi  cial hot dog of the Baltimore Ravens, 

Washington Capitals, Washington Wizards and the two 

Philadelphia Phillies minor league teams – the Lehigh 

Valley IronPigs and the hometown Reading Phillies.

He is also excited about Berks new Antibiotic Free 

(ABF) line which includes organic uncured grass-fed 

beef franks, organic uncured turkey franks and organ-

ic uncured deli meats to cater to a new generation of 

shoppers looking for items in the better-for-you catego-

ry. Pastor added that Berks has several other new items 

in development. 

“We’re just getting started here,” Pastor explained. 

“Th ere’s a lot of opportunity here and I’m bullish about 

our business because of the our strong culture built on 

family values and a great product line.”

Currently Pastor oversees a team of sales reps that 

primarily cover the Mid-Atlantic and Northeast mar-

kets.
One of Berks Packing’s most important executives is 

John Buckley, director of operations, who has been with 

the company for nearly 42 years and has worked in all 

areas of plant operations. Th e Reading native also feels 

the company is moving forward with new equipment at 

his disposal including an increased reliance of robotics.

“I agree with what Dave, Joe and Brian have said – 

our culture, our product line and the service we provide 

to our customers are the primary reasons why we’ve 

been had such a long track record of success. When we 

were faced with major labor and supply chain challeng-

es during COVID, our people made the sacrifi ces that 

were needed to keep our customers informed and sat-

isfi ed. We never lost sight of our objectives, not only in 

sales, but in maintaining our high standards of plant 

and food safety.”

Internally, Berks Packing will soon add new packing 

and slicing equipment utilizing robotics, which Buck-

ley said will signifi cantly improve production effi  cien-

cy. Currently the meat processor has about 170 associ-

ates working in its plant covering two shift s.

Joe Boylan, Dave’s younger brother, acknowledged 

that labor hurdles still exist but said he feels confi dent 

that the way in which Berks Foods treats its associates 

has been repaid in their loyalty and trust in manage-

ment. 
“We’ve got a very talented team at Berks with lots of 

experience in all aspects of the meat industry. We’ve 

always taken a conservative approach to our business 

and viewed the values of our family as being vitally 

important.. In the last few years, we’ve  brought some 

experienced people into the business that’s also added 

more creativity to our go-to-market process.” Joe Boy-

lan noted.

David Boylan also predicted solid future growth at 

the company founded by his grandfather, noting that 

the even balance of sales in retail, foodservice and con-

venience allows for expansion in all areas without plac-

ing too much reliance on any one channel.

“To succeed in any family business for 90 years is a 

great achievement, said David Boylan. “We are fortu-

nate and blessed that we have many wonderful people 

on the Berks team and have never lost sight that the 

quality of our products and the importance of serving 

our customers at a high-level remain fi rst and fore-

most.”

There are family virtues that remain 

in  place today that began with my 

grandfather  and were perpetuated by 

my father.  It’s how you deal with your 

associates and customers – openly and 

honestly – that  provides us with an 

intangible advantage. 

We’re competing against a lot of 

companies that are much larger than we 

are – it’s our product quality and high-level 

of customer service that has also allowed 

us to  effectively grow our business.”

David Boylan

President, Berks Packing Co.

As Berks Packing Co. Celebrates Its 90th, Family Values Remain Key To Success

““

PART OF THE BERKS PACKING CO. MANAGEMENT TEAM INCLUDES

(l-r) Brian Pastor, director of sales and marketing; Joe Boylan, director of human 

resources; John Buckley, director of operations; David Maurer, CFO; and David 

Boylan, president. The portrait in the middle is of the organization’s current CEO 

Charles P. Boylan. 
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In 2005, Brian Tuberman acquired STCR, a provider of re-tail point-of-sale (POS) systems to independent grocers, pri-marily in the markets proximate to the company’s headquar-ters in Endwell, NY which was founded in 1966. Seventeen years later, having expanded the company’s base nationally and internationally, Tuberman sold the company to Tam-pa-based private equity firm Mangrove Equity Partners, an in-vestment firm focused on small-to-mid-sized businesses, many of which began as entrepreneur-driven enterprises. Tuberman will remain involved as an advisor, helping with further ac-quisitions, Victor Vesnaver has been brought on as President & CEO and Mangrove principal Andrew Winner will serve as a key liaison between the two firms. Recently, we chatted with the three executives to get their perspective on what prompted the mutual interest to consummate a deal, and with new cap-ital investment forthcoming, what STCR’s current and future customers can expect them to provide. 
Food Trade News: Brian, what prompted the sale? How did you find Mangrove?
Brian Tuberman: We’ve had many offers from compet-itors in the industry over the years - with companies con-stantly knocking on my door as well as me knocking on other people’s doors to try and acquire them. A couple of years ago I did a valuation of the company and decided it was the right time to look around. I told our (business) broker (Prosperity Plus Management) the criteria I was looking for and we developed a plan. We received multiple offers, but the final decision was based on cultural fit. Out of all the of-fers we received, we felt that Mangrove brought more to the table. One of the reasons that I pursued the partnership was that while our business was doing well, we needed to take it to the next level and that would require resources for future acquisitions and other upgrades. Mangrove clearly had the necessary resources and most importantly shared my vision.Food Trade News: Andrew, how did STCR appear on your radar? How did you learn of these guys and once you did, what interested you most about them?Andrew Winner: Mangrove maintains relationships na-tionwide with investment banks, business brokers and oth-er intermediaries. One of those relationships was with Jim Kahrs of Prosperity Plus Management Consulting that Bri-an referred to. Jim put us on the list of potential buyers be-cause one of our past experiences included executing a roll 

up strategy within the engineering software and additive manufacturing space. We previously invested in a company called CATI (Comput-er Aided Technology) that was a value-added reseller of Solidworks 3D CAD software and Stratasys 3D printers. So given that experi-ence in the reseller channel, Jim put us on the potential buyers list, giving us the opportunity to meet with Brian. There were several things both industry and company related that made STCR an attractive opportunity for us. First, on the macro environment side, grocery is a re-cession-resistant industry and largely insulated from economic cycles. In the current economic environment, with inflation and rising interest rates, and with some experts expecting a reces-sion in the next year, it seemed like an extremely attractive market to focus on. Our research sug-gested that grocers, as a group, were financial-ly healthy coming out of the pandemic and are looking to make investments and upgrades in their stores. As we dug deeper, we also became bullish on the independent grocery end of the market. While the segment has faced challenges over the last 20 years, the successful indepen-dent retailers are finding ways to differentiate and specialize in creating unique shopping experiences for their customers. Lastly on the macro side, we are seeing that these independent grocers are embracing technology. The pandemic has forced companies across all industries to evolve their business models and we are seeing grocers in-crease their adoption of self-checkout technologies, e-com-merce integrations and make other investments to enhance their customer’s shopping experience and improve their bottom line. Pivoting specifically to STCR, Brian has built an incredible team of people that are relentless in their ef-forts to provide quality service day in, and day out, while being a trusted solutions provider to their customers. That was absolutely apparent as we reviewed STCR’s longstanding customer relationships, many of which date back 20 years or more. As Brian mentioned, in terms of a cultural fit, we also felt that the STCR team embraced many of the same core values engrained in the Mangrove culture and felt that we would be ideal partners for the management team in this next phase of the company’s growth. The Mangrove culture is built on integrity, respect, fairness, and fun. We thought there was a good fit between Mangrove and STCR. As far as our mission, we spend most of our time partnering with entrepreneurial-owned businesses. In its simplest form, we help small businesses break through to become medium sized businesses. We understand that small businesses are resource-constrained, and we get excited about making crit-ical investments in people and systems to help the company achieve its growth goals. We clearly want to energize growth, but we want to do it in a responsible way.Food Trade News: Victor, when did you enter the pic-ture?
Victor Vesnaver: In early May of this year, a recruiter that Mangrove has used for many years reached out to me and presented the opportunity. My background is in tech-nology management and in the technology vendor commu-nity, largely providing services to the hospitality industry. Many of the things that we do at STCR are similar to the things that I have done for most of my career. It represented an interesting opportunity for me to leverage the skills and 

my background, and the exciting challenge of learning an entirely new industry.
Food Trade News:: What have you found in the early go-ing to be the biggest difference, working in the retail food sector, which is obviously service-oriented too, but different than hospitality and food service?Victor Vesnaver:: I think the biggest difference is the in-dustry structure. In whom the customers are and what re-lationships you need to develop. There is sort of a similar business and financial structure in hospitality, but I think that there are more potential influencers in retail, certainly grocery retail than what you might find in hospitality. The challenges in both sectors are probably equally significant - both worlds live and die by the need for high quality and re-sponsive customer service, many integrations to third party systems and a very tight labor market.Food Trade News: Brian, was knowing that you would be selling the company when you went forward with this proposition difficult for you personally? After all, it was your baby; you bought the business, you owned it, you controlled it. Now, obviously with new ownership, you’ve liquidated your equity, and with the changing management team, you are not the CEO anymore. Once you made the decision to go this route, did you view this as something that ultimately just comes with the territory. 

Brian Tuberman: Yes. The company has been around since 1966. I joined STCR in 1993 and then bought it 17 years ago. Objectively, for any business to survive, someone at the top needs to know what their limitations are. In or-der for it to ascend to the next level, you have to figure out what that plan is. From the time that I bought STCR, I always looked at the succession plan – how was I going to go about exiting. That might seem like an odd thing - buying a compa-ny and thinking 17, 18, 19, 20 years down the road that you will be selling it even when you just bought it. This is about everyone else. It’s about what we do, it’s about our industry, it’s about our products. Prior to me buying the company ev-

With A Change In Ownership and New Management, 

See STCR 
on page 29 

Brian Tuberman (l) hands the reins to new president and CEO Victor Vasnever.

Our model is very different from a lot of our competitors, in that we rely on the strong capabilities of Toshiba to help us with ‘break-fix work’ around the country. We don’t have a requirement to have field technicians, trucks, and spare parts inventory in the markets we serve. We leverage our relationship with Toshiba for that work which we have been doing for many years.
Victor Vesnaver, 
CEO, STCR

““

12   | ZALLIE FAMILY MARKETS Special Section August 2023  |  Food Trade News

Food Trade News: Could you provide our readers with 
some of your memories of the early days of Zallie’s  and 
some memories about working with your father and 
brothers?

David Zallie: My dad was partners with his brother, 
John, in a small store at Ridge and Midvale Avenues in 
the East Falls section of Philadelphia from 1960-1972. 
They were members of the Frankford Quaker Grocery 
Co., a Philadelphia cooperative that began in the 1880s. 
Frankford-Quaker served the thousands of corner store 
operators that existed in every neighborhood of the city of 
Philadelphia up through the 1960s. 

In 1966, he ventured into a partnership with five oth-
er members of the Frankford-Quaker cooperative in the 
first Shop n Bag supermarket. It was located on Bustleton 
Avenue just south of Street Road in the far Northeast sec-
tion of Philadelphia. In addition to my dad, both Stanley 
Ravitz (the Ravitz family also became Wakefern members) 
and Larry Korman were part of the six. You can imagine 
the clash of egos with just those three let alone three other 
partners in a store that was less than 20,000 square feet. 
Dad left the partnership after three months. 

From that point on his focus was on opening his own 
Shop n Bag supermarket. That opportunity came about 
with the Laurel Hill (NJ) Shop n Bag which he opened in 
1973 in Clementon, NJ. 

The biggest decision my dad made in his career was to 
leave the Frankford-Quaker co-op in 1980. At that time, 
Shop n Bag stores had become the dominant independent 
operators in the Philadelphia/South Jersey market. Shop 
n Bag went head to head with the major chains at that 
time (A&P, Acme, Food Fair, Penn Fruit and Pathmark) 
but with the disadvantage of a higher cost structure. Ulti-
mately, he left Frankford-Quaker because he did not have 
confidence in the management team in place at the co-
operative. Those aspects of measuring an entity’s success 

(strong management and a disciplined cost structure) were 
as critical then as they are today. 

In 1979, he applied for membership to the Twin County 
cooperative, the operator of Food Town stores, located in 
Elizabeth, NJ. Fortunately for my dad, my brothers and 
me, his application to Twin County was denied (there’s a 
whole story behind why). He then applied to Wakefern 
and was accepted in 1980. He was the first new member 
in over a decade. 

As time went on our company grew and that led to other 
Shop n Bag owners to leave Frankford to join Wakefern. 
My dad enjoyed saying, “I joined Wakefern before it be-
came fashionable.”  When he left he predicted that Frank-
ford would not be around in five years. His prediction was 
confirmed when they sold out to Fleming in 1985. 

Dad was the epitome of an entrepreneur. He began his 
business career in 1956 with a corner store on Somer-
set Street in the Port Richmond section of Philadelphia 
and 50 years later had grown into a chain of 10 ShopRite 
stores. He founded the company and he has a tremendous 
legacy. He had a laser-like focus on enhancing what today 
we call the customer experience. His vision in developing 
our bakery departments is a great example. He brought 
bakers from Italy to work with our bakery team back in 
1987 to make Italian desserts. In 1991, prior to the open-
ing of the French hypermarket, Carrefour, he found a local 
French baker that taught us how to make baguette bread. 
And in the 1990s he bought the equipment that allowed us 
to make a full variety of European style breads. Those ini-
tiatives remain an integral part of our company’s success. 

However, he did not do it by himself. My brothers, 
George and Bruce, had a tremendous impact on our suc-
cess which is recognized in the stores to this day. George 
did not learn the business from the top down. He began 
his career as an apprentice meat cutter in 1973 when dad 
opened Laurel Hill Shop n Bag. After earning the classifi-

cation of Journeyman Meat Cutter he was soon promoted 
to Meat Manager. 

We had three stores when he became the company’s 
Meat Supervisor. He set and maintained the highest stan-
dards for our meat departments. He knew exactly how 
long it took to perform every aspect of running the de-
partment which resulted in our stores having the highest 
meat department productivity in the industry. He instilled 
those same high standards throughout the company as 
Vice President of Operations and later as Co-President 
with Bruce after dad died. 

Bruce was an excellent merchandiser, especially in the 
perishables area of the business. We have a strong com-
mitment to foodservice and that really came from Bruce. 
He was instrumental in developing our own brand of store 
made items that we now call Zallie’s Fresh Kitchen. Our 
customers realize the quality that goes into the products 
we make. Bruce oversaw all the recipe development. No 
items were finalized until he approved them. He was also 
responsible for our full-service cheese departments starting 
with the Medford store in 1998. The Zallie name means 
something to our customers and Bruce was instrumental 
in making that happen. 

FTN: Since your brothers, George and Bruce, retired in 
2020 and all the Zallie ShopRite stores have been consol-
idated under your leadership, what have been the biggest 
changes you’ve made? 

Zallie: The organization was in good shape with a 
strong team in place that knew their jobs and performed 
at a high level. Over the course of the first year, we made 
some changes, but it was far from an overhaul. The big-
gest change was initiating the depth of our commitment 
to cap-ex. We had lagged in investment in growth oppor-

GEORGE ZALLIE BEGAN HIS RETAIL CAREER IN 1956 WHEN HE OPENED A CORNER STORE ON SOMERSET STREET
in the Port Richmond section of Philadelphia. Then, in 1960, 
he went into a partnership with his brother, John, in a small 
grocery store at the corner of Ridge and Midvale in the East 
Falls section of the city. As the 1960s were ending, George 
Zallie set his sights on opening his own supermarket. After a 
search for locations, his dream became a reality in 1973, 
when he opened the Laurel Hill Shop n Bag in Clementon, 
NJ. 

Never afraid of risk, George Zallie left his wholesaler, 
Frankford-Quaker Grocery Co. (which controlled the Shop 
n Bag banners) in 1980 to join Wakefern Food Corp., 
a larger co-op whose members were primarily based 
in Central and Northern New Jersey as well as in New 
York. In fact, Zallie’s bold decision to shift his business to 
Wakefern made him the first new Wakefern member in over 
a decade. It later led to other Shop n Bag members (Ravitz, 
Brown, Eickhoff) moving their business to Wakefern, whose 
82 stores remain the leading share of market retailer in the 
Delaware Valley.

By 1984, George’s three sons – George J., Bruce and 

David – had joined the company and helped it grow to 
eight stores. Separately, in 2007, David Zallie became a 
member of Wakefern and acquired the Medford ShopRite 
from the family. George Zallie passed away in 2011 at 
the age of 84. 

In 2020, George J. and Bruce retired from the family 
business and David Zallie acquired their shares.

In the three years since he assumed ownership, David 
Zallie has embarked on an ambitious growth plan with the 
remodel & expansion of one store and the opening of a 
brand new replacement store, with more to come. Now 
with 11 stores, Zallie Family Markets is among Wakefern’s 
most cutting edge members who continue to be successful 
by combining innovation in the stores with the commitment 
of a strong organization to run it. 

As the company celebrates its 50th anniversary this year, 
Food Trade News sat down with CEO David Zallie to 
better understand the company’s legacy, its dedication to 
customer service and the contribution of its nearly 2,500 
team members. 

50 Years Later, Zallie Family Markets Continues To Deliver 

See ZALLIE Q&A
on page 13 
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Cutting Edge Innovation And Strong Customer Service
tunities and that was something that needed to happen. 

We also needed to focus on succession planning. We had 
a large number of long tenured team members in manage-
ment positions that were approaching retirement age. Over 
the course of 18 months, between the fall of 2020 and the 
spring of 2022, we had five store directors, 10 ASMs and a 
few members of our corporate staff retire. Many had been 
with the company for over 30 years. We also had a number 
of department managers retire. This is where the quality of 
the next generation of leaders have risen to the occasion; 
we have been very successful in promoting from within. 

Also, I created an advisory board consisting of retired 
Wakefern executives Dean Janeway (president of the co-op 
from 1995-2012), Doug Wille (former CFO) and Dewey 
Cannella (former VP, labor relations). We meet six times 
a year. Their experience is a valuable asset to our company. 
It helps to have a disciplined review process in place that 
challenges our plans and assumptions. We get a lot out of 
those meetings. 
FTN: What do you regard as the most enjoyable part of 

your job? 
Zallie: When the companies came together in July 

2020, I held a series of meetings with our store manage-
ment teams. I presented them with my three main areas of 
focus: investing money in the stores; succession planning; 
and building our company culture. I have enjoyed seeing 
us make strides in each of those areas, particularly in suc-
cession planning.
FTN: Why do you find succession planning so enjoyable 

when many people would view this aspect of the job as 
frustrating and painful?
Zallie: Well, it could have been painful. This is where 

Anthony (Massoni) offers so much to us as a leader within 
the company. In a company with nearly 2,500 team mem-
bers, you hope there is promotable talent wanting to move 
up within the organization. The key is identifying those 
team members and Anthony has done an outstanding job 
of doing just that. It comes naturally to him because he 
loves recognizing the potential in someone, giving them 
greater responsibility and seeing them fulfill their God 
given talents. To do succession planning right you really 
need to care about people and he does. As an organization 
we expect our leaders to care about our team members. So, 
succession planning had to be a priority, especially now, at 
a time when the company is growing. 

Furthermore, what good are the significant capex invest-
ments we are making to grow the company, if we are not at 
the same time, investing in and building a dedicated team 
to run it? 
FTN: Speaking of Anthony, you recently promoted him 

to President of Zallie Family Markets. What prompted 
the move at this time?

 Zallie: Anthony held various positions over his 20-year 
career with Zallie Family Markets, although, until 2020, 
I had really not had the opportunity to work closely with 
him. After joining the company in 2003, he had managed 
both the Medford and Berlin stores and later became a 
Merchandiser in charge of all non-perishables. 

In 2019, my brothers promoted him into the position of 
Director of Operations. As I got to know and work with 
him through the transition, it became clear to me that he 

was the right person to lead the operations of the com-
bined companies and I promoted him to VP and COO. 
He has done an excellent job leading the team through 
both the Glassboro remodel and the opening of Center 
Square. Anthony has a great depth of knowledge in both 
operations and merchandising but it is ultimately his skills 
as a leader that make him as effective as he is. 

In addition to Anthony’s promotion to President was 
the promotion of George Veit to the new position of VP of 
Operations and Merchandising. I am excited about these 
moves because both Anthony and George are veterans of 
the organization that have worked hard to bring success to 
the company. With their advancement I wanted the rest of 
the company to see that opportunities exist for their own 
development as we continue to grow as an organization. 
FTN: What does the word culture mean to you and how 

important is it to your mindset about the whole Zallie 
family operation? What do you do to nurture that culture 
and what is your role in it? 
Zallie: I think it goes back to having high expectations. 

You don’t develop a great culture with low expectations, 
so, you really have to start with that. And recognizing that 
it takes everyone contributing to reach those goals. Every 
team member plays a part; we celebrate the successes as a 
team and take responsibility ourselves for the misses. My 
role is to continue to enhance the culture of the company 
so that it becomes a foundation we can continue to build 
on. 

We recently made two department manager changes in 
one store and team members in those departments (and 
independent of each other) went out of their way to tell 
me how much they liked working for their new manag-
ers. What was it, I asked, that stands out about your new 
managers? Both said that they asked for their opinions and 
gave them additional responsibility. Building a strong cul-
ture comes back to good leadership at every level of the 
organization. 
FTN: Explain the benefits and advantages of being a 

Wakefern member. 
Zallie: Being a member of the largest retailer owned co-

operative in the country has tremendous upside. First off, 
you have to start with the members and what they bring 
to the cooperative. Companies like Saker, Village, Glass 
and RoNetco have been instrumental in Wakefern’s suc-
cess from the outset and they still are today. Locally, you 
have the Ravitz, Brown and Eickhoff organizations that 
have added value to the Wakefern/ShopRite brand in ad-
dition to many others. Who was it that said, “You’re only 
as strong as your weakest link?”

As for the entity that is Wakefern, it provides its 50 
members with services that would not be affordable if we 
were on our own. In addition to the procurement of goods, 
the services that Wakefern provides its members allow us 
to focus on running our stores and taking care of our cus-
tomers. Consider an area like IT. Our stores are at the cut-
ting edge of IT initiatives which allows us to increase pro-
ductivity. Without the support of Wakefern, that doesn’t 
happen. Are there challenges at times? Of course, but as 
members of the cooperative, we are stronger together. 
FTN: Can you explain the mindset behind your com-

pany’s aggressive effort to open/remodel the Woolwich, 
Glassboro, Berlin, Blackwood and West Deptford stores? 

After the Blackwood (Cherrywood Plaza) project is com-
pleted, what’s next on the capital improvement agenda? 
Zallie: Continuing to grow the business on a store-by-

store basis has to be a priority and the way to outpace ris-
ing costs is to reinvest dollars back into the stores. Finding 
new locations in New Jersey that can support the volume 
a typical ShopRite needs to succeed is difficult. Therefore, 
we identified replacement locations for our Gibbstown 
and Laurel Hill stores and made significant investments 
in both Berlin and Glassboro. Previously, in 2019-2020, 
Medford went through a major renovation. Our newest 
store - Center Square Plaza in Woolwich Township - 
opened in May and replaced the ShopRite of Gibbstown, 
while the Glassboro store celebrated its grand reopening 
on April 30th. 

Looking ahead, 2025 will be a busy year for us as we 
open the ShopRite of Cherrywood Plaza (a 85,000 square 
foot former Kmart store that will replace our original Lau-
rel Hill store). We will also celebrate the reopening of the 
ShopRite of West Deptford after it undergoes a signifi-
cant expansion from its current 70,000 square feet to over 
95,000 square feet. You asked, what comes after that? How 
about a vacation! 
FTN: Was there a process that triggered you to focus on 

where the money was spent?
Zallie: Deciding where to spend comes back to what 

will provide the highest return. In the case of both Gibb-

See ZALLIE Q&A
on page 52 

I think it goes back to having 
high expectations. You don’t 
develop a great culture with 

low expectations, so, you 
really have to start with that. 
And recognizing that it takes 

everyone contributing to  
reach those goals; every team 

member plays a part. 

We celebrate the successes as 
a team and take responsibility 

ourselves for the misses. My 
role is to make the culture of the 
company a foundation that we 

can continue to build on.”

““
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By Kevin Gallagher

Metro Beat

ALBERTSONS MID-ATLANTIC DIVISION PRESIDENT JIM PERKINS (2ND FROM L) HAS BEEN NAMED
this year’s Best-Met Publishing “Pete Manos Retail Executive of the Year.” The award, instituted in 1999 
and named after former Giant Food president Pete Manos, recognizes outstanding leadership and com-
munity service in the Mid-Atlantic food industry. Perkins is joined here by (l-r) Bill Crosby, Albertsons 
Mid-Atlantic; Jeff Metzger, Best-Met Publishing, Food Trade News/Food World; and Tom Lofl and, Albert-
sons Mid-Atlantic.

Greetings everyone and wel-come to the holiday season. Can you believe that we are already at the end of the calendar year? Th is year more than others seems to have sped right by and brought us to the doorsteps of the holi-days. And in that light, some cus-tomers have started the festivities by holding celebrations on large scales.
Th e team at Krasdale Foods pulled out all stops and put on a top notch event with their 114th Anniversary Gala. Held at Pier Sixty on the Chelsea Piers in New York City, the Halloween-themed celebration had more than 500 attendees and the majority of the guests went all-out with their get-ups! (See the photos on page 19 of this issue, or go to foodtradenews.com to see some extras). Kudos 

to Bridget Maloney, marketing manager at Krasdale Foods, and the team of associates that she or-chestrated to pull off  one heck of a stellar event! Well done!
Also at Krasdale, the big whole-saler is teaming up once again with the New York Yankees to help feed those in need in the communities they serve with their annual holiday food drive which will be held December 7 at Yankee Stadium. Any person who donates 30 pounds of non-perish-able food will receive two tickets for a Yankees game in 2023. Ad-ditionally, the Yankees will be dis-tributing more than $200,000 to area residents in the form of $25 shopping vouchers to be used  at C-Town and Bravo supermarkets. Th is highly successful program has been in place for many years and continues to bring good will and smiles to all involved during the holidays. Great job by all at Krasdale and the Yankees organi-zation. And, maybe I’ll see some of you up at Yankee stadium on the 7th.

Wayne Pesce, president of the Connecticut Food Association (CFA) and his team held a very successful CFA Retailer of the Year dinner at Foxwoods Resort and Casino in Ledyard, CT. Th e Nutmeg State association hon-ored all ShopRite Supermarkets in Connecticut and, boy did the crowd show up. More than 350 attendees were on hand to witness the parade of ShopRite groups 

and owners, including Cingari/ Grade A, Cohen/Waverly, Capa-no/Five Star Supermarkets, Gara-falo/Milford Markets, Joseph/Jo-seph Family Markets, and Drust/Drust Markets. Additionally, Bob Unanue of Goya Foods accepted the Community Service award and Mike Noel of Tomra NA re-ceived the Next Generation Lead-ership award. Congratulations to all!!!
Aft er a three-year hiatus, the Friends of the Food Industry (FOFI) gathered once again at the Hackensack golf club in Oradell, NJ for its annual gala. FOFI was formed 10 years ago to provide fi nancial assistance to people em-ployed in the food industry and/or their families that have fallen on diffi  cult times. More than that, the group has done a terrifi c job in bringing together all corners of the trade to  support their di-rectives to give back to our own people in the industry. At the re-cent event,  Mike Ryan, former executive director of the Eastern Frosted Refrigerated Foods As-sociation (EFRA) made a signif-icant donation to FOFI to help its eff orts. Th e EFRA (originally the EFFA) was founded in 1937 and was one of the premier trade organizations in the area. Unfor-tunately, as has happened in our industry, groups fi nd they have a lifespan and a timeline and the EFRA ceased operations several years ago. On behalf of the de-funct organization, Mike donated 

the remainder of the group’s funds to FOFI - $288,000.00! As he told the gathering, “Much like FOFI, the EFRA identifi ed a need in the industry. Tonight, I’m here for the sole purpose of sharing the results of the hard work of countless men and women of the frozen and re-frigerated foods business with you. It is with great honor and a bit of sadness that I present this check on behalf of the board of di-rectors of the EFRA. Our hope is that it helps your group to contin-ue to do the good work you have started.” A very nice ending to a once proud and infl uential orga-nization.
Associated Supermarket Group (ASG) took off  to another uni-verse with its ASG annual holiday dinner. Th e event was held at the TWA Hotel at Kennedy Airport and, for those who have not been there, it is a time warp back to the days of the old air travel of the 50s and 60s, with a little bit of the Jetsons thrown in. Trust me, you have to see and experience it to believe it. More than 500 guests were on hand to mingle and net-work and to witness Anas Alam-ry and Musleh Alomari, owners of an Associated Supermarket and Prospect Market in Brook-lyn, respectively, be recognized as the organization’s Retailers of the Year. Also, Luigi Vitelli and its broker representative B&A Food Brokers were awarded the ASG Vendor Partner of the Year. Spe-cial recognition to Michelle Men-doza, vice president of market-ing and customer experience at ASG, (and her team) for putting a unique and spectacular evening!!Congratulations to Jose and Ramon Urena on the opening of their new supermarket in Brent-wood, Long Island. Th e new 

Compare Foods on Islip Avenue is 8,000 square feet and will serve a community that has been in need of a supermarket. Th e Urenas were raised in the food business, working in their father’s bode-gas in Queens. Th e heavily His-panic-Latino area of Brentwood (more than 75 percent of the pop-ulation) off ers the Urenas a good opportunity for success. Zulema Wiscovitch, co-president and co-CEO of ASG said, “Specialty and ethnic stores have been able to keep growing while mainstream chains have folded because they weren’t able to respond and adapt to changing customer needs. Th e diversity of Long Island has been growing for a long time and not just in the last couple of years. Th ese ethnic stores respond to the changes in the neighborhood.”And fi nally, on a sad note, we extend our deepest condolences to the Katz family and the extend-ed family at PSK Supermarkets on the passing of co-president Dan-iel Katz. It is an absolute trage-dy when someone passes at the young age of 57. Please see page one of this issue for the details if you hadn’t heard. Our industry will miss his intelligence, sinceri-ty, leadership and likeability. May his soul rest in eternal peace.Th at’s all for now. I wish you all a wonderful Th anksgiving holi-day and hope that you are able to spend it with loved ones, family and friends. I’m looking forward to fi nishing out the year at the re-maining trade functions and look forward to seeing many of you while we are out in the fi eld. All the best and, as always, you can reach me at 201.250.-2217 or kev-in@foodtradenews.com.

PLEASE DON’T LEAVE US BEHIND!
Make sure your subscription to Food Trade Newsfollows you by sending your new address tooffi  ce@foodtradenews.com

MOVING?
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DAVID SIEGELAmerica’s Food Basket
1. We anticipate grocery’s share of stomach to remain high. Trips may re-main under pressure, depending on where fuel costs go, but average order size will remain strong. E-commerce will continue to make inroads, with many re-tailers offering multiple platforms based on consumers’ preferences. Both the val-ue channel and private brands within all channels will continue to grow through 2023 while disposable income remains tight. We are bullish about grocery’s out-look for 2023. As has always been the case when consumers have a choice, those re-tailers that offer a great shopping experi-ence (facilities that are fresh, friendly, full and clean) at a fair value, will come out on top.

2. Regarding raw materials and com-modity shortages, I’d put the current level at “4” and the projected December 2023 level at “3.” Though we have seen consid-erable improvement to service levels and assortment, we are still not near the 2019 levels and CPG mindset has changed in many instances.In the area of transportation costs and efficiency, the current level is an “8” and the projected December 2023 level I ex-pect to remain the same. Transportation will remain an issue through 2023 as we anticipate costs to remain high and avail-ability of both equipment and drivers to be under pressure.Looking at labor availability and costs, the current level is at “7” and that’s where I expect it to stay through December 2023. Labor is tight right now for our industry and it is not a ship that can be turned quickly. Creating the most posi-tive culture will remain critical to a retail-er’s success.

3. We are seeing a slight moderation in inflation. Though we will not see any-where near the 2-3 percent the Fed would like, a moderating 5-6 percent annual-ized inflation rate is very likely. Several larger CPGs have already broadcast their coming cost increases. That combined with the tightening of disposable income should force some improvement in effi-ciencies.

4. Theft is a significant issue. Being strategic about product placement, a re-inforced LPD presence (where and when appropriate), ensuring your associates are aware of the issue and making sure video and other surveillance equipment is in good working order is key. Taking advantage of key theft reduction tactics (use of baby formula kiosks, etc.) and a positive relationship with your local law enforcement is also necessary.
ANTHONY GIGLIOTTIBoyer’s Food Markets

1. We have certainly seen many chang-es over the last two and a half years. We are now approaching three years since 

the pandemic when the initial shutdown on March 14, 2020 started. We have seen, and I believe we will continue to see, a split between lower-income households and higher-income households. We are seeing lower income continue to buy week-to-week as inflation has put a ma-jor strain on their budgets for their week-ly groceries. These shoppers are staying with either national items that  are on a promotional deal, or they are transition-ing over to private label brands. Deeper discounted items have and will continue to show major gains as week-to-week customers are taking a harder and clos-er look at weekly ads and promotions. I believe that this trend will continue right through 2023. Higher income house-holds will continue to buy deal-to-deal,  but in their case they are also buying more weeks out on those items and pro-motions that their households contin-ue to use. Families will continue to eat more meals at home, as restaurants are becoming increasingly more of a spe-cial occasion or as more of a treat and entertainment. We are also seeing more of our HMR solutions starting to move at higher frequencies as it’s still a less ex-

pensive alternative than buying from a restaurant. Price increases in first quarter of 2023 are coming fast, and retails will continue to rise in 2023.  
2. I don’t expect to see much move-ment in any of these areas during 2023. In the area of raw materials and commodity shortages, I see this at a level of “7” now and believe that will still be the case at the end of the year. With transportation costs and efficiency, I also give this area a “7” and expect that to remain steady for the next 12 months. And, I believe the same is true when it comes to labor availability and costs – currently the situation is at a “7” level and I don’t expect any changes there, either. 

3. That’s a question that I have been asked more than any other over the last three months. Unfortunately, I believe we will see at least a 3-5 percent increase. We just received reports earlier this month that inflation for 2022 is now up from 10 to 11 percent.  This will continue to rise in 2023. For example, if you were to look at January through March 2023, I have already received more than 40 price in-crease letters. These increases will start with non-perishables and will quickly move over to the perishable categories, which has been the trend historically. There are several things I believe that are the root cause of these increases: higher transportation costs and higher energy costs coupled with wages continuing to rise as employers are still challenged with gaining and retaining employees.  I believe it we may level off somewhere in 2023 as long as the right decisions are made by our federal and state legislators, and we get the country back on the right track.

OUR QUESTIONS: 
1. How do you expect shopping habits to change over the next 12 months?
2. Supply chain disruptions con-tinue to challenge retailers and suppliers. On a 1-10 scale (1 being minimal disruption, 10 being maximum disrup-tion) how would you rate the levels of dysfunction you cur-rently face in the areas listed and what level do you project them to be by the end of 2023: (a) Raw materials/commodity shortages; (b) Transportation costs and efficiency; (c) Labor availability and costs.

3. Using your current knowl-edge and intuition, where would you predict the cur-rent 10 percent rate of food inflation to be by Q4 of 2023 (e.g., stabilizing, increasing, de-creasing). Please explain why.4. According to the National Re-tail Foundation (NRF), orga-nized retail crime grew nearly 27 percent over the past 12 months, creating $94.5 billion in shrink from theft. Is this a significantly increasing factor in your stores and, if so, what are you doing to help mitigate the problem?  

See OUTLOOK 2023
on page 14 

OUTLOOK 2023OUTLOOK 2023
As we begin a new year, Food Trade News asked several Northeast retailers to reflect on some of the 

issues they will face in 2023.Our panelists are: David Siegel, CEO of New Hyde Park, NY-based America’s Food Basket, a coopera-

tive of independent grocers operating 18 stores located in New York, Florida, Pennsylvania, Massachusetts, 

Connecticut and Rhode Island; Anthony Gigliotti, SVP of sales and marketing for Orwigsburg, PA-based 

Boyer’s Food Markets, which operates 19 independent supermarkets in Pennsylvania; Chris Kenny, presi-

dent and CEO of Kenny Family ShopRites of Delaware, a Wilmington, DE-based family-owned retailer that 

operates six stores in Delaware; and Lou Scaduto Jr., president and CEO of Middletown, NJ-based Food 

Circus, a member of Allegiance Retail Services operating four Foodtown stores in Monmouth County, NJ.

David Siegel
Anthony Gigliotti

Industry Executive Forums

Photo opportunities highlighting notable 
achievements of companies based in the 
Mid-Atlantic, Northeast and Southeast.
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Category of Trade % of Circulation

Food World total circulation: 22,775

Corporate Chains: Executives/Buyers/Store Managers ....................................34

Small Chains/Independent Operators ...........................................................10

Convenience Stores/Mass Retailers ................................................................7

Wholesalers/Distributors ................................................................................9

Manufacturers/Brokers .................................................................................37

All Others ......................................................................................................3

Food Trade News total circulation: 28,316

Corporate Chains: Executives/Buyers/Store Managers ....................................35

Small Chains/Independent Operators ...........................................................14

Convenience Stores/Mass Retailers ................................................................6

Wholesalers/Distributors ................................................................................6

Manufacturers/Brokers .................................................................................34

All Others ......................................................................................................5

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 offi ces of all the major retail chains that operate stores in the areas we cover.

Circulation▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲
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Editorial Calendar
Food World
PUBLICATION DATE SPECIAL ISSUES & FEATURES

January 8, 2024 Futurecast 2024
Materials due: Dec 29 Food World takes a look ahead at the year 2024.

February 5, 2024 Frozen Foods
Materials due: Jan 26 IRI listings of the fastest moving frozen food items in the Baltimore-Washington and 

Richmond-Norfolk markets. 

March 4, 2024 Seafood
Materials due: Feb 23 Food World takes a look at the seafood industry in the retail sector.

April 8, 2024 GM/HBC
Materials due: March 29 Highlighting the general merchandise and health/beauty care segments of the industry.

May 6, 2024 Dairy-Deli-Bakery
Materials due: April 26 IRI listings of fastest moving dairy-deli bakery items in the Baltimore-Washington and 

Richmond-Norfolk markets. 

June 17, 2024 Retail Market Study
Materials due: June 7 Food World’s largest 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 8, 2024 Specialty Foods
Materials due: June 28 Food World takes a look at the specialty food industry.

August 5, 2024 Direct Store Delivery/Manufacturers
Materials due: July 26 Food World puts the focus on suppliers in our coverage area. Also includes company listings 

of the area DSD/Manufacturers.

September 9, 2024 Naturals and Organics/Hispanic Heritage Month
Materials due: August 30  Food World explores the natural/organics business in the retail sector, highlighting future 

trends and showing you who’s on the cutting edge. Focus on Hispanic Heritage Month will 
also be featured.

October 7, 2024 Produce
Materials due: Sept 27 Food World explores the produce business and highlights future trends.

November 4, 2024 Grocery/Brokers
Materials due: Oct 25 IRI listings of the fastest moving edible and non-edible grocery items in the Baltimore-

Washington and Richmond-Norfolk markets. Plus, broker listings.

December 2, 2024 Wholesalers
Materials due: Nov 22 A study of the wholesalers in the Food World market along with company listings.
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Editorial Calendar
Food Trade News
PUBLICATION DATE SPECIAL ISSUES & FEATURES

January 15, 2024 Futurecast 2024
Materials due: Jan 5 Food Trade News takes a look ahead at the year 2024. 

February 19, 2024 Seafood
Materials due: Feb 9 Food Trade News takes a look at the seafood industry in the retail sector.

March 18, 2024 Frozen
Materials due: March 8 IRI listings of the fastest moving frozen food items in the Delaware Valley, Central 

Pennsylvania, and Metro New York markets.

April 22, 2024 GM/HBC
Materials due: April 12 Highlighting the general merchandise and health/beauty care segments of the industry.

May 20, 2024 Dairy-Deli-Bakery
Materials due: May 10 IRI listings of fastest moving dairy-deli-bakery items in the Delaware Valley, Central 

Pennsylvania and Metro New York markets

June 24, 2024 Retail Market Study
Materials due: June 14 Food Trade News’ largest 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 22, 2024 Specialty Foods
Materials due: July 12 Food Trade News takes a look at the specialty food industry.

August 19, 2024 Store Delivery/Manufacturers
Materials due: Aug 9 Food Trade News puts the focus on suppliers in our coverage area. Also includes company 

listings of the area DSD/Manufacturers.

September 16, 2024 Natural and Organics/ Hispanic Heritage Month
Materials due: Sept 6 Food Trade News explores the natural/organics business in the retail sector, highlighting 

future trends and showing you who’s on the cutting edge. Focus on Hispanic Heritage Month 
will also be featured.

October 14, 2024 Produce
Materials due: Oct 4 Food Trade News explores the produce business and highlights future trends.

November 18, 2024 Grocery IRI/Broker’s Issue
Materials due: Nov 8 IRI 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 16, 2024 Wholesalers
Materials due: Dec 6 A study of the wholesalers in the Food Trade News market along with company listings.
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Display Advertising Rates
Food World & Food Trade News

For more information, contact:
Maria Maggio, 443.631.0172 or maria@foodtradenews.com

Kevin Gallagher, 201.250.2217 or kevin@foodtradenews.com

Typical Space Costs
Size of ad 1 time 3 times 6 times 9 times 12 times

Full page $3,665.97 $3,550.91 $3,320.91 $2,975.91 $2,960.22

3-column strip $2,199.58 $2,167.70 $2,115.06 $2,067.24 $2,010.73

Horizontal ½-pg $1,832.99 $1,806.42 $1,762.55 $1,722.70 $1,675.61

Insert Costs Single leaf: $3,415.50 (commissionable)
 Double leaf:  $4,680.50 (commissionable)

 Must have a minimum of 20,000 inserts PER paper

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. 

Grocery Industry Directory (GID) Costs
Full page $2,400.00

Half page $1,200.00

Back cover $4,000.00

Inside front or inside back cover $3,400.00

Tab positions $3,000.00

Color $350.00
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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.

Full Page
10" x 10.5"

3-Column 
Strip
6" x 10.5"

Horizontal Half Page
10" x 5.25"

Display Advertising Specs
Food World, Food Trade News & Grocery Industry Directory

Full Page
4.5" x 7.5"

Half Page
4.5" x 3.75"

Grocery Industry Directory (GID) Only
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WELCOME MAT AD .................................................................................$2,500/month

EMAIL BLASTS / PHOTO BLASTS / BREAKING NEWS .................................$2,000/month

Home Page Ads .................................................................. $350/week (sold bi-weekly)
• Leaderboard or Billboard ad at the top of the page
• Sidebar ad

Taking Stock Ads ................................................................. $350/week (sold bi-weekly)
• Leaderboard or Billboard ad at the top of the page
• Sidebar ad

News Ads ........................................................................... $325/week (sold bi-weekly)
• Leaderboard or Billboard ad at the top of the page

Photo Gallery Ads ............................................................... $325/week (sold bi-weekly)
• Leaderboard or Billboard ad at the top of the page
• Sidebar ad

Column Ads ........................................................................ $300/week (sold bi-weekly)
• Billboard ad at the top of top of the page
• Sidebar ad

Trade Calendar Ads ............................................................. $300/week (sold bi-weekly)
• Leaderboard or Billboard ad at the top of the page
• Sidebar ad

Digital Advertising Rates

Option 1

Option 2

Option 3
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Digital Advertising Specs

LEADERBOARD or BILLBOARD
Leaderboard: 2910 x 270 pixels
Billboard: 2910 x 750 pixels
Displayed in the header, under site navigation and 
above site content, on desktop and mobile.

SIDEBAR ............... (Desktop & Mobile)
Medium Rectangle: 900 x 750 pixels
Half Page: 900 x 1800 pixels
Note: We accept either size for desktop. We accept 
only medium rectangles for mobile. 

 WELCOME MAT ............ (Desktop only)
900 x 750 pixels
Appears on desktop and mobile as an overlay on the 
page of fi rst entry. Displayed once per day per visitor.

The sizes we are requesting are three times larger than they 
will display. This allows us to render your ad at the highest reso-
lution supported by modern phones and computer monitors. 
Modern “Retina” and super-high-defi nition displays achieve 
their impressive image quality by using larger images to fi ll 
smaller spaces.

Accepted formats for website advertising are JPEG, PNG, GIF, 
HTML5 and Javascript.
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