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The Netherlands

Albertsons Companies, Boise, ID
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Th e management team at Balford has one important pri-

ority: be a great place to work for its employees and continue 

to supply its customers in Mid-Atlantic and Northeast with a 

high level of service.
Th at’s been the focus of the Burlington, NJ-based tempera-

ture-controlled distributor since it was founded in 1892 as a 

Philadelphia milk distributor that used horses and wagons to 

deliver its products.
During its 130-year history, the privately-held company 

has always had a progressive approach to management suc-

cession, maintaining a practice where a new leadership team 

was prepared to take over once the previous ownership group 

was ready to step back and let the new leadership team lead 

the company into the future.

Th at was the case in December 2021, when Larry Walker, 

who was the president of Balford, was given the unique op-

portunity to lead a new ownership group of existing Balford 

executive leadership team members to take the helm of the 

company. Walker, a 2003 Saint Joseph’s University Academy 

of Food Marketing graduate, has been around the dairy and 

DSD businesses throughout his career. In fact, his fi rst job in 

the industry was as a sales intern for Lehigh Valley Dairy (now 

Dairy Farmers of America) and he worked for such large CPG 

fi rms as PepsiCo, Nestle and Church & Dwight, before joining 

Balford as senior VP-sales & marketing in 2015. In 2018, he 

was promoted to president and now serves as chief executive.

Over the past decade, Balford has evolved from being pri-

marily a wholesaler of dairy products to one where it has also 

become a customized distributor of refrigerated, frozen, and 

dry products.
Th e company currently operates two distribution centers – 

a 55,000 square foot multi-temperature primary depot at its 

Burlington headquarters and a 10,000 square foot DC in Al-

lentown, PA. Additionally, Balford is Global Food Safety Ini-

tiative (GFSI) certifi ed with a score in the excellent category. 

It recently installed a Frazier semi-automated Pallet Mole rack 

system in the warehouse operations and planning to launch 

a new Dakota warehouse inventory management system in 

the coming months. Th e company currently employs about 

200 associates including approximately 100 of its own truck 

drivers, who are reliable, engaged, and adaptable to Balford’s 

24 hours a day operation that dispatches store delivery routes 

to service customers both during the day and overnight 365 

days a year. 
Currently, Balford’s business is evenly split between whole-

sale dairy and its custom distribution services where it off ers 

customers the ability to work closely with the Balford team to 

take advantage of supply chain effi  ciencies, product consoli-

dation, item assortment, and overall problem solving for both 

foodservice and retail customers, the latter channel compris-

ing about 33 percent of its annual wholesale sales. 

“We are looking to grow our custom distribution services 

business, particularly exploring opportunities to partner with 

large format retailers and local food and beverage brands. Th is 

is a good fi t for us, especially since we have built a high fre-

quency and dense direct to store delivery network in Pennsyl-

vania, New Jersey, and Delaware, led by our wholesale dairy 

business, our existing custom distribution services business, 

and more recently the Rosenberger’s brand in large format re-

tail customers,” Walker explained. Among the large format re-

tailers that carry and promote the Rosenberger’s brand in the 

Delaware Valley area are Acme, Th e Giant Company, Redner’s 

and independents Murphy’s Fresh Markets, Bells Market, and 

Zingo’s Supermarket.
Balford acquired the Rosenberger’s brand in 2014 and con-

trols all sales, marketing and distribution of the Philadelphia 

market’s leading milk brand which was founded in 1925. In 

addition to fl uid dairy products like milk and cream, Balford 

distributes related items such as juices, teas, and fruit drinks 

to create of full-line of related product off erings for its cus-

tomers.
Recently, Balford expanded its Rosenberger’s product line 

by adding oat milk to its mix. While Walker is encouraged by 

the early results, he noted that it was important to market a 

product (packed locally) that has growing appeal to a younger 

demographic.
Another part of the changing profi le at Balford is the com-

pany’s dedication to sustainability and supporting the com-

munities it services. Over a decade ago, Balford installed a 

solar fi eld and rooft op panels which supplements its elec-

tric usage by over thirty percent and in 2021 installed LED 

lighting throughout its operations reducing annual co2 emis-

sions by 230,000 pounds. Also in 2021, it started on a path 

to achieve zero solid waste through a new relationship with 

Trenton Renewables where they avoid throwing food waste 

in garbage and instead deliver it to Trenton Biogas who an-

aerobically digests the solid waste and recycles the packaging 

which reduces annual co2 emissions by 1.8 million pounds 

and produces renewable energy. Th e South Jersey-based dis-

tributor maintains a focus on recycling. It is currently captur-

ing and recycling water from truck washing done at its head-

quarters and is also recycling cardboard and wooden pallets. 

On the charitable front, Balford participates in the Star-

bucks FoodShare program where Balford drivers pick up sur-

plus food from Starbucks store locations (a customer) on a 

daily basis. Over the past year, about 400,000 pounds of food 

has been rescued and delivered by Balford to Philabundance 

and the Food Bank of South Jersey through this program. 

Separately Balford works closely with hunger relief organiza-

tions such as Philabundance where Balford donates food and 

services to help those in need. 

“Th is is an important part of our mission,” Walker assert-

ed. “Our customers and associates are very interested to see 

how we’re improving the environment and giving back to the 

community. It’s both vital and rewarding to know that even as 

a small company we can deliver on something so important.”

While environmental commitment and community shar-

ing are obvious external measurables, Walker believes that the 

most signifi cant reason for Balford’s long-term success are its 

employees. “Without great employees, great customer service 

is hard to achieve. We are fortunate to have outstanding em-

ployees starting with the heroes on the frontline, drivers and 

warehouse associates, led by a team of talented and hands on 

leaders, who altogether take pride in delivering quality, value, 

and service to our customers.”

Many of Balford’s customer relationships have been for 

decades. While the company has strategically adjusted the 

business mix and operations over time, the focus on custom-

er relationships has always remained a high priority. “Strong 

collaborative business relationships are important to us. We 

pride ourselves on being progressive, fl exible, and highly re-

sponsive to customers’ needs and opportunities. Where there 

is an issue, we are available when someone needs us. Where 

there is an opportunity we have the entrepreneurial fl exibility 

to develop solutions and speed to get things done. It’s a real 

diff erence maker,” the 42-year old CEO stated.  

Walker and the new team fully understand the importance 

of continuing to build on a 130-year legacy. It’s clear they are 

confi dent and well-prepared to meet the future challenges of 

an ever-changing business. 

We are looking to grow our custom distribution 

services business, particularly exploring 

opportunities to partner with large format retailers 

and local food and beverage brands.

This is a good fi t for us, especially since we have 

built a high frequency and dense direct to store 

delivery network in Pennsylvania, New Jersey, and 

Delaware, led by our wholesale dairy business, our 

existing custom distribution services business, and 

more recently the Rosenberger’s brand in large 

format retail customers,”

Larry Walker

President & CEO, Balford Farms

Balford Management Team Puts Spotlight On Employees And Service

The Balford Farms executive team at the company’s headquarters in Burlington, NJ: Larry Walker, president and CEO; Pa-

mela Bilger, VP of human resources; Kerry Camp, VP of fi nancial administration; Shawn Connor, VP of sales; Andrew Fitz, 

VP of operations; Christopher Hirst, VP of customized warehousing and distribution services; Christopher Morris, VP of 

commercial operations; and Michael Noble, VP of fi nance and treasurer.

It recently installed a Frazier semi-automated Pallet Mole rack 
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It’s a partnership that’s lasted 37 years and continues to grow.  Th at’s how strong the relationship has been between Harry Meyers and Henny Penny (HP), the well-known manufacturer of premium foodservice equipment.Aft er a short stint with Ecolab aft er graduating from Fairleigh Dickinson University, Meyers joined HP as a sales rep with responsibility for Eastern Pennsylvania, Delaware and New Jersey. Four years later, Meyers was off ered the opportunity to acquire the distributorship for that territo-ry and the foundation of HP Sales Northeast was created. Over the past 33 years, the relationship between Meyers and HP has fl ourished. 
Th e Eaton, OH equipment fabricator and designer has continued to produce durable and versatile products that have proven to be popular with not only restaurants, but with food retailers who utilize HP’s products in the del-is. For HP Sales Northeast, a keen focus on customer ser-vice has accelerated the company’s expansion eff orts. Th e Mount Laurel, NJ-based fi rm now sells and services cus-tomers from Delaware to Maine, making HP Sales North-east one of the highest volume independent HP distribu-tors in the world. Th e New England expansion is relatively new. HP Sales Northeast had been covering the Delaware 

Valley and New York Metro markets for many years. In 2020, at the behest of the parent fi rm, HP Sales Northeast opened its fi rst New England offi  ce in Hopkinton, MA. To-day, HP Sales Northeast employs 15 associates
In 2012, Harry’s son, Corey joined the company and 

now serves as director of marketing and inside sales. We asked the father and son team what they believe have been the key components of the distributor’s success.
“Understanding and anticipating the needs of our cus-tomers is vital to our business,” said Harry. “We spend a lot of time training store associates about how to operate the equipment they purchased. I feel the relationship between our retailers and us is truly a partnership. Between our team at HP Sales Northeast and the corporate HP service associates, I also believe that our ability to execute at a high level is what separates us from other equipment distribu-tors.”

Corey added: “Our customer base is constantly evolv-ing and each customer’s needs are somewhat diff erent. We understand that we are operating in several distinctively diff erent marketing areas and we have a sales team that un-derstands the nuances of each market and each customer. As Harry said, that’s a diff erence maker.”
HP Sales Northeast does about 65 percent of its business in the retail segment, serving some of the biggest chains and top independent retailers in an area that is diverse and highly competitive. Henny Penny, which practically invented the pressure fryer business in 1957, continues to maintain a dominant market share with its legacy item as well as open fryers (requiring less oil), “combi” ovens, dis-play warmers and holding cabinets. 

In addition to its core HP brand, the distributor also rep-resents several complimentary lines providing customized value-added food service solutions for the preparation and merchandising of hot foods to both the foodservice and retail markets. 
“All of those other lines that we sell complement the Henny Brands items which remain the focus of our busi-ness,” Harry explained.
Asked if his business has been impacted by some of the supply chain challenges that many manufacturers and most retailers face today, Harry stated product availability 

has not been a factor until very recently.
“HP has a signifi cant advantage because they are based in the U.S. and build their own component boards which allows them to keep the fabrication process in-house,” Harry explained. “Like many involved in the food busi-ness, 2020 was a record year and most of 2021 was also very strong. Recently, because of very high demand, there has been a bit of a slowdown, but we expect that to be a temporary bump and we’re optimistic about our sales pro-jections going forward.”

Harry also believes that HP Sales Northeast is well posi-tioned for the future. Along with Corey, Hal and Kimberly Guns serve as sales and offi  ce manager respectively and Lindsay Meyers is the service manager at HP Sales North-east. Th eir years of experience will be leveraged to carry the company into the future. 
A priority on customer service, a product line with a strong pedigree and an entrepreneurial spirit that includes a strong work ethic and attention to detail have all contrib-uted to the continuing success of HP Sales Northeast.

Understanding and anticipating the needs of our customers is vital to our business. We spend a lot of time training store associates about how to operate the equipment they purchased. I feel the relationship between our retailers and us is truly a partnership.
Between our team at HP Sales Northeast and the corporate HP service associates, I also believe that our ability to execute at a high level is what separates us from other equipment distributors.”

Harry MeyersPresident, HP Sales Northeast

HP Sales Northeast, Henny Penny Create Winning Combination

The leadership team at HP Sales Northeast consists of (l-r) Kimberly Guns, offi ce manager; Hal Guns, sales manager; 

Harry Meyers, president; Corey Meyers, director of marketing and inside sales; and Lindsay Meyers, service manager.

““

Our customer base is constantly evolving and each customer’s needs are somewhat different. We understand that we are operating in several distinctively different marketing areas and we have a sales team that understands the nuances of each market and each customer. As Harry said, ‘that’s a difference maker.’”

Corey MeyersDirector Of Marketing & Inside Sales
HP Sales Northeast

““
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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 

Feature Stories
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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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executive VP and chief financial officer; Graham Wilkins to executive VP-chief information and supply chain officer; and Justin Weinstein, executive VP-chief strategy and marketing officer. The decision to promote Artman and fortify the management team is important but down deep I still think the five families that control Giant Eagle will look to sell the company in the not-too-distant future…there’s also stuff happening at Ahold Delhaize USA (ADUSA). The Giant Company (TGC) last month was honored by FMI - The Food In-dustry Association as a recipient of the trade group’s 2023 Uplift Awards. The Carlisle, PA-based unit was recognized for awarding $300,000 to projects that address food waste prevention, reduction and recovery across its operating areas. For Stop Food Waste Day on April 26, TGC partnered with Flashfood to connect consumers to heavily discounted fresh and shelf-stable food with limited shelf life nearing its best-by date, diverting six million pounds of food from landfills. At ADUSA’s Peapod brand, Bobby Watts has been promoted to the newly created position of senior VP-retail media, a key post as ADUSA seeks to create a major new revenue stream as other retailers have done. Joining Watts will be the onboarding Bernadette “Bernie” Van Osdal, who as VP-sales for retail media, will work to drive retail partnerships. Van Osdal was most recently with New Stream Media. At Giant Food, after announcing last month that it would close all three of its e-commerce fulfillment centers in Hanover, MD; Manassas, VA; and Milford DE on October 21, the Landover, MD-based retailer revised that plan. The new plan was re-vealed after the Landover, MD merchant and Teamsters Local 639 agreed on a new labor contract that will allow Giant to keep open its 80,000 square foot Manassas, VA depot which debuted in May of this year. Giant’s original e-commerce fulfillment center in Ha-nover will close next month, impacting about 200 jobs. Also closing is a much smaller cross-docking warehouse in Milford, DE which opened three years ago to serve the chain’s seven Eastern Shore stores. In releasing its new e-commerce plan, Giant said: “We are pleased to announce updates to our home delivery service to meet the chang-ing needs of our customers for faster delivery, more delivery timeslots, and a broader assortment. We will consolidate our Giant Delivers business out of our newly opened Manassas, VA, e-commerce fulfillment center and launch a localized picked-from-store model using our Giant associates, as well as continue to partner with third-party provid-ers to provide faster delivery for our customers (Giant currently uses Instacart for that function). We are excited that we can continue to provide this important service for our customers. As a trusted neighborhood grocer for over 87 years, we look forward to con-tinuing to serve our customers in all the ways they want to shop whether in-store, via Giant Pickup or delivery.” In making the decision to consolidate its e-commerce ware-houses into one facility and fortify a model that relies more heavily on individual stores assembling online orders that would be delivered by Instacart, a source told us the re-thinking of its digital strategy was driven simply by declining sales that Giant and other supermarket retailers have faced since the robust e-commerce usage (particularly home delivery) when COVID cases were rampant and more people were eating most of their meals at home. The new plan is for the Manassas depot to serve as the e-commerce home delivery hub (Giant Delivers) for most of the regional chain’s Virginia and DC stores. For stores in Maryland, e-commerce home delivery customers will find their or-ders being assembled at a nearby store and then delivered by Instacart. Instacart will also serve Giant customers in areas served by Giant Delivers if they choose. All stores will continue to offer curbside pickup (click-and-collect), the fastest growing and most dominant segment of e-commerce sales. Our source added that construction of the new Manassas facility was an example of Giant’s need to add more e-commerce distribution space during a period of skyrocketing usage three years ago. “The decision to build the Manassas fulfillment center was made in late 2020, when COVID was still rampant and eating at home had accelerated dramatically which led to greater consumer utilization of home delivery (and curbside pickup). With more overall e-commerce space, the Manas-sas DC could also help Giant serve customers in the Northern Virginia area more effi-ciently and was also instrumental in allowing the conversion of the chain’s delivery schedule from a next-day to a same-day model which today translates to three-hour deliveries,” our source explained. Giant Food was the first supermarket retailer in the Baltimore-Washington area to utilize a segregated e-commerce warehouse for home deliveries. That business, then under Ahold USA’s Peapod subsidiary, began in Gaithers-burg, MD in 2000. In 2011, Peapod/Giant opened a new 155,000 square foot DC in Hanover, MD (Anne Arundel County). In 2019, after Ahold and Delhaize merged, all business operations out of Hanover, MD were rebranded as Giant Delivers. One more Giant Food note: company president Ira Kress, who has been outspoken about the diffi-

TAKING STOCK continues on page 39 

TAKING STOCKTAKING STOCK
from page 31
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A DEDICATION CEREMONY WAS HELD SEPTEMBER 6 FOR A NEW MURAL CALLED “MORE THAN FOOD” 
at the Philabundance Hunger Relief Center on Galloway Street in Philadelphia. Attending were (l-r) Loree 
Jones Brown, Philabundance CEO; Jane Golden, founder of Mural Arts Philadelphia; Calo Rosa, mural 
artist; Pamela Rainey Lawler, founder of Philabundance; and John Hollway, chairman of the board of 
Philabundance.

SCAN HERE >
FOR THE MOST UP-TO-DATE 
TRADE CALENDAR EVENTS

Don’tDon’t
missmiss
outout

Full-length profiles on leading retailers, wholesalers and 
manufacturers and/or their executives capturing their in-
sights on how they’ve become successful.

Interactive roundtable panel featuring industry 
leaders and their views on important issues facing 
their companies and the food industry as a whole.

Q&A Features
In depth, one-on-one interviews with some of the indus-
try’s top leaders presented in a question-and-answer 
format

Events & Awards
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MICHAEL KLEINChairman
Klein’s ShopRites of Maryland1. Technology is vital to the future of the industry and we see potential in sys-tems where AI can be used to improve both the shopping experience for our customers and the work environment for our associates. Wakefern’s proprietary computer generated ordering (CGO), which we have employed for years, for example, is an integral part of procure-ment at store level. Forecasting based upon historical data and sales predic-tions is part of that process. It’s not al-ways perfect but it is an invaluable tool to staying in stock, and Wakefern recently added an AI-based solution to CGO that is helping improve inventory forecasting and replenishment in stores. But retailing will always require the human touch and an understanding of what is happening on the ground. Uncontrollable factors such as weather and even events like the hometown team being in the playoff s can drastically impact a weekly sales cycle. Retailers in store still need to factor in that data and those variables for procure-ment and forecasting.

2. Retail theft  is undoubtedly a prob-lem today throughout the industry and we are all looking at diff erent methods 

and technologies to reduce theft  in stores and protect our associates and custom-ers. Our loss prevention associate teams are very important in this process. Th ey work to identify problems and make changes with meaningful results at  store level. We also realize that it’s important for law enforcement to work with retail-ers in the fi ght against the rising tide of organized and individual retail theft  in the supermarket industry. On a person-al level retail theft  is hurtful.  Associates work hard trying to keep up great store conditions. Th eft  detracts from those ef-forts.

3. Covid was hopefully a once in a life-time event. Th e entire industry was taken by surprise, and the pandemic present-ed a perfect storm for retailers. Imports could not get to the docks, concerned consumers stockpiled product, and re-supply of needed items was challenging. I can’t say suppliers did anything wrong, nor can we say retailers were at fault for shortages during the height of the pan-demic, when resources were stretched to the limit. But we all learned import-ant lessons during the pandemic and I believe that retailers and suppliers will be better prepared in the future. While it’s impossible to predict that future, we know that preparedness is key and ven-dors should always be looking for the 

best ways to be ready for the unexpected.
IRA KRESSPresident, Giant Food1.Artifi cial Intelligence is being ex-plored across a number of areas of our business for exactly those reasons, to en-able effi  ciencies for our customers and associates and to increase productivity. As one example, AI powers our eCom-merce predictive/suggestive search capa-bilities, which provides our customers a more frictionless and personalized on-line experience. We see potential in many of our customer and associate systems where AI can be used to gain effi  ciency and we’re actively working on testing and developing new tools to deploy in the near future.

2. Retail theft  continues to be a sig-nifi cant issue for our industry. While we have spent the past year investing in ways to mitigate the issue for our stores, we continue to see unprecedented levels of crime and violence. Th ere are a lot of ideas and solutions that Giant and oth-er retailers are testing, but I haven’t seen anything yet that fully addresses the problem. Over the past year, we increased security in our stores and we locked up product or limited the quantity of high-shrink items on our shelves. In some lo-cations, we reduced the number of exits available to customers, we began piloting the use of technology such as cameras to track the items through our registers, and in one location we tested receipt checks. Th roughout the year, we also connect-ed with our local community and civic leaders as well as local law enforcement to discuss solutions and advocate for ad-ditional support. Unfortunately, virtu-ally every tactic that can be deployed to mitigate theft , is also a disruption to the shopping experience we’d like to provide for our customers and associates, so there is a real need for balance. We will contin-

ue to test and learn from ideas that we see across the industry and will continue to deploy a host of tactics for the protection of our associates, our customers, and our business.

3. Our partnership with the vendor community is critical to us. COVID was an extremely disruptive time for every-one and I don’t think you can come out of an experience like that without having learned something about your business and how it operates. We have learned that there are some key approaches that vendors can deploy that improve collab-oration. First, is to be solid on the basics, making reliability, timely communica-tion, regularly scheduled meetings, con-sistent alternative plans, and comprehen-sive reviews of failures and weak points priorities for engagement with our teams. Second, is to become more data driven by investing in data and process integra-tion to connect the disparate pieces of the manufacturing supply chain, analyzing trends to be early adopters in terms of product development, packaging, pric-ing and promotional strategy, and adopt-ing a performance scorecard that openly shares KPIs with retailers and customers. Th e third approach is to be fl exible. We need our vendors to continually search for effi  ciencies and cost-reductions and partner with us to put the savings to work. We need vendors to remain atten-tive, responsive and nimble, and be will-ing to customize in order to meet retailer and consumer priorities. Th at could look like smaller displays to allow us to stay in stock without residual product, or allow-ing for fl exible order minimums. Th ere are a ton of ways to continue the evolu-tion in our supply chain, but the oppor-tunities hinge on great partnership and collaboration.

See OUTLOOK 2024
on page 12 

As we do each year, Food World asked executives at supermarket operators 

in our region to address some issues that will be impactful to the industry in 

the coming year. Our panelists this year are: Michael Klein, chairman of 

Klein’s ShopRites of Maryland; Ira Kress, president of Giant Food; and Kurt 

Schertle, COO of Weis Markets.OUR QUESTIONS:1. Are you currently deploying any form of Artifi cial Intelligence (AI) in your 

operation? If so, in which areas? How do you see AI as being valuable to 

create more effi ciencies and productivity in your  business?
2. The industry has discussed the many negative ramifi cations of retail theft 

for several years now with solutions proving hard to fi nd. Do you have any 

ideas that might serve to improve the problem?3. The manufacturing supply chain has evolved signifi cantly after COVID. What 

suggestions do you have for the vendors who call on your company to im-

prove their approach so that it would be more benefi cial for both parties?

OUTLOOK 2024OUTLOOK 2024

Michael Klein
Ira KressIndustry 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: 22,810

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

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

Convenience Stores/Mass Retailers................................................9

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

Manufacturers/Brokers...............................................................46

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

Food Trade News total circulation: 28,551

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

Small Chains/Independent Operators...........................................20

Convenience Stores/Mass Retailers..............................................11

Wholesalers/Distributors.............................................................12

Manufacturers/Brokers...............................................................49

All Others...................................................................................6

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▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲ ▲

WorldFood
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NewsFood Trade
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Editorial Calendar
Food World
PUBLICATION DATE	 SPECIAL ISSUES & FEATURES

January 12	 Futurecast 2026
Materials Due: January 2 	 Food World takes a look ahead at the year 2026. Plus, bonus distribution at FMI 

Midwinter and NGA.
 
February 9	 Seafood
Materials Due: January 30 	 Food World takes a look at the seafood industry.
 
March 9	 Frozen Food
Materials Due: February 27 	 IRI listings of the fastest moving frozen food items in the Baltimore-Washington and 

Richmond-Norfolk markets. 
 
April 6	 Health & Wellness/Organic
Materials Due: March 24 	 Food World explores the health & wellness and organic categories in the retail sector, 

highlighting trends and showing who’s on the cutting edge.
 
May 4	 Dairy-Deli-Bakery
Materials Due: April 24	 IRI listings of fastest moving dairy-deli bakery items in the Baltimore-Washington and 

Richmond-Norfolk markets. Plus, bonus distribution at IDDBA.
 
June 15	 Retail Market Study
Materials Due: June 5	 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 13	 Specialty Foods
Materials Due: July 3	 Food World takes a look at the specialty food industry.
  
August 10 	 Direct Store Delivery/Manufacturers
Materials Due: July 31	 Food World puts the focus on suppliers in our coverage area. Also includes company 

listings of the area DSD/Manufacturers.
 
September 7	 Global Flavors/Hispanic Heritage Month
Materials Due: August 28	 Food World delves into food trends across the world with highlights of Hispanic  

Heritage Month.
 
October 5	 Produce
Materials Due: September 25 	 Food World explores the produce business and highlights future trends. Plus, bonus 

distribution at IFPA Global Show.
 
November 2	 Grocery IRI/Broker Issue
Materials Due: October 23	 IRI listings of the fastest moving edible and non-edible grocery items in the Baltimore-

Washington and Richmond-Norfolk markets. Plus, broker listings.
 
December 7	 Wholesalers
Materials Due: November 27	 A study of the wholesalers in the Food World markets along with company listings.
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Editorial Calendar
Food Trade News
PUBLICATION DATE	 SPECIAL ISSUES & FEATURES

January 19	 Futurecast 2026
Materials Due: January 10	 Food Trade News takes a look ahead at the year 2026. Plus, bonus distribution at FMI 

Midwinter and NGA.
 
February 16	 Seafood
Materials Due: February 7	 Food Trade News takes a look at the seafood industry in the retail sector. 
 
March 23	 Frozen Foods
Materials Due: March 13	 IRI listings of the fastest moving frozen food items in the Delaware Valley, Central 

Pennsylvania, and Metro New York markets.
 
April 20 	 Health & Wellness/Organic
Materials Due: April 10	 Food Trade News explores the health & wellness and organic business in the retail sector, 

highlighting future trends and showing who’s on the cutting edge.
 
May 18 	 Dairy-Deli-Bakery
Materials Due: May 8	 IRI listings of fastest moving dairy-deli bakery items in the Delaware Valley, Central 

Pennsylvania and New York Metro markets.markets. Plus, bonus distribution at IDDBA.
 
June 22 	 Retail Market Study
Materials Due: June 12	 Food Trade News’ largest and most important of the year! The annual market study 

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

 
July 20	 Specialty Foods
Materials Due: July 10	 Food Trade News takes a look at the specialty food industry.
 
August 17	 Direct Store Delivery/Manufacturer
Materials Due: August 7 	 Food Trade News puts the focus on suppliers in our coverage area. Also includes 

company listings of the area DSD/Manufacturers.
 
September 21	 Global Flavors/Hispanic Heritage Month
Materials Due: September 11	 Food Trade News delves into food trends across the world with highlights of  

Hispanic Heritage Month.
.
October 13 	 Produce
Materials Due: October 2	 Food Trade News explores the produce business and highlights future trends. Plus, bonus 

distribution at IFPA.
 
November 16 	 Grocery IRI/Broker Issue
Materials Due: November 6	 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 21	 Wholesalers
Materials Due: December 11	 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	 $3,700	 $3,600	 $3,500	 $3,250	 $3,000

3-column strip	 $2,200	 $2,100	 $2,050	 $2,000	 $1,950

Horizontal ½-pg	 $1,900	 $1,850	 $1,800	 $1,750	 $1,700

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 graph-
ics 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)
(Banner ads on home page are displayed at top and middle of page.)

Taking Stock Ads................................................$350/week (sold bi-weekly)

News Ads.........................................................$325/week (sold bi-weekly)

Photo Gallery Ads..............................................$325/week (sold bi-weekly)

Column Ads......................................................$300/week (sold bi-weekly)

Trade Calendar Ads...........................................$300/week (sold bi-weekly)
(Banner ads on content pages are displayed at top of page.)

Digital Advertising Rates



Page 11

Digital Advertising Specs

 BANNER
Desktop: Billboard (2910 x 750 pixels)
Mobile: Medium Rectangle (900 x 750 pixels)

Placement: Above the header on desktop and mobile.

 WELCOME MAT
900 x 750 pixels

Appears on desktop and mobile as an overlay on the page of first 
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 resolution supported by modern phones 
and computer monitors. Modern “Retina” and super-high-definition displays achieve their impressive image quality by using larger images to fill smaller spaces.

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