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Promotion of two executives

will drive transformation plan
Boost customer, supplier experience

Providence, Rhode Island-based United Natural Foods Inc. has
promoted two senior leaders to better align leadership teams and
resources to drive its customer-centric strategy and transformation
agenda. Erin Horvath has been appointed COO and Louis Martin has
been named president of wholesale.

UNFI has outlined the core
tenets of its four-part transforma-
tion program. Key initiatives of the
plan will include network automa-
tion and optimization, commercial
value creation, digital offering
enhancement and infrastructure
unification and modernization.

Horvath and Martin will join President Chris Testa, who oversees
UNET’s services platform, to use the combined knowledge of industry
veterans and leaders to form a team of operators with experience in
these types of capability improvement programs.

“This operational leadership team, made up of UNFI veterans and
new leaders, is equipped to help us accelerate improvement in our
customer and supplier experience, our operating efficiency, and digital
and physical infrastructure,” said CEO Sandy Douglas.

“With our transformation plan nearly complete and the realign-
ment of our leadership teams in place, we are well positioned to
become a unique value creator for our customers, suppliers, associates
and shareholders.”

As COO, Horvath will be responsible for driving project manage-
ment underpinning the improvement plan, enhancing UNFI's legacy
integration and physical infrastructure, as well as ensuring successful
implementation of the digital, technology and automation initiatives.

Mark Bushway, chief supply chain officer, will report to Horvath
and partner with her to push improved process and standardization
across the supply chain.

Louis Martin

Erin Horvath

Please see page 28
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Wakefern taps Stigers as incoming president
Industry veteran to succeed Sheridan, who will be retiring

Keasbey, @ New  Jersey-
based Wakefern Food Corp.
has announced that Mike
Stigers will assume the role of
president, effective June 1, and
report to the company’s board

of directors.
Current  President Joe  pjike Stigers
Sheridan, who announced

his retirement last year, will remain with the
company through the end of the calendar year.
Sheridan’s departure concludes a 47-year career
with the cooperative, including the past 11 years
as president.

“Mike brings with him five decades of industry
leadership, proven success and respect among
his peers and the supplier community,” said Joe
Colalillo, chairman of the board. “Wakefern will
benefit from that broad knowledge base and

leadership experience.

“On behalf of the board of directors, I want to
thank Joe Sheridan for his decades-long dedica-
tion to Wakefern and for his role in the search
and selection process - it has been invaluable.”

The announcement concludes a national
search. Stigers brings a track record in the
retail and wholesale sides of the business. Since
2019, he has served as CEO of Minnesota-based
Cub Foods, a subsidiary of UNFI, a natural and
organic food company headquartered in Rhode
Island.

Priortothat, he spent eight years at SuperValu,
beginning in 2011 as the president of Shaw's/Star
Market in New England. In 2013, he went on to
lead SuperValu's northern wholesale region. The
following year, he was named president of Cub
Foods.

Please see page 28

Grocer debuts in-store fast casual restaurant
Nalley Fresh welcomed to Ellicott City, Maryland

Giant Food opened its first in-store fast-casual restaurant March 24 in
partnership with Maryland-based chain Nalley Fresh.

The new location is at Giant's Ellicott City, Maryland, location and
offer customers a selection of customizable, healthy and fresh meal
options. Nalley Fresh is a chef-driven concept that features a variety of

customizable salads, wraps and bowls.

The in-store restaurant counter, which is open from 11 a.m.-7:30 p.m.,
will allow customers to create personalized meals from house-made,
specialty proteins and more than 100 different topping options, including

dressings, sauces and broths.

Nalley Fresh also offers a wide selection, including vegan and vegetarian protein options and
international flavors. Customers can build their own custom creation or choose one of Nalley Fresh's
signature dishes designed by founder and chef Greg Nalley.

“We are thrilled to bring Nalley Fresh to our Ellicott City store and provide our customers with
an unbeatable one-stop shopping experience,” said Gregg Dorazio, director of e-commerce for the
Landover, Maryland-based grocer. “We know our customers will enjoy the convenient, healthy and
delicious meal offerings, and we're proud to welcome this local concept right in-store at Giant.”

Giant Food's partnership with Nalley Fresh marks the restaurant chain’s 10th location. The new
site will also be able to fulfill third-party delivery orders through DoorDash and UberEats for added

convenience.

““We look forward to providing nutritious, delicious food that is backed up by premier customer
service in a friendly and fun atmosphere,” Nalley said.
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What is keeping you up at night these days?

Three things have me worried - the ongoing war in Ukraine; the
COVID-19 hangover; and inflation.

The ongoing war in Ukraine - and rising tensions across Iran and
China - are having global impact. They have disrupted the availability and cost of
consumer products, from raw materials to perishables, that are basic ingredients of
core consumer packaged goods.

The COVID hangover has made the stakes higher in the race to be more efficient.
The effects of labor shortages for jobs critical to the production, distribution and
merchandising of core consumer products is contributing to overall cost increases
and driving the need for automation and efficiencies.

Inflation, primarily a result of the previous two points, and the influences of politi-
cal derisiveness that negatively impact the ability to develop cohesive, lasting govern-
ment policy and efforts to combat inflation.

What is your company doing to address these issues?

The proliferation of IoT devices will significantly reduce the need for human inter-
vention in capturing signals that relate to availability, production and distribution of
consumer goods and ingredients. As a result, brands need to leverage Al to become
more efficient and personalized.

At Impact Analytics, our AI/ML-driven platform, along with our dynamic and
highly accurate forecasting, has the potential to provide end-to-end tracking and
analysis of constraints on consumer goods and their ingredients provided by IoT and
other, more traditional systems, that manage the demand-supply chain of goods.

Our forecasting is the best in retail. Simply put, it's akin to Waze, the navigation
app. Waze benefits from having the data of more users, 140 million, than anyone else
to help us get from point A to point B.

Similarly, we are forecasting more than a billion SKU/store combinations each
week, more than anyone. Therefore, our 20,000-machine learning models are continu-
ally learning and getting better and faster than everyone else.

And by monitoring, understanding and analyzing the impact of the progressively
increasing amount of available information, we provide a more accurate understand-
ing of availability from distribution costs and flow of goods to the eventual consumer
point of purchase.

Understanding the end-to-end supply chain enables Impact Analytics to reliably
predict disruptions in the flow of goods and suggest appropriate actions to mitigate
the commercial impact and limit the cost impact of these disruptions.

By minimizing interruptions that lead to out-of-stocks and price increases, we help
supermarket retailers maintain high levels of customer satisfaction in what is becom-
ing an increasingly volatile and competitive market.

How are grocers/supermarkets addressing these issues?

Supermarket retailers are facing an increasingly challenging fiscal model.

The success of the traditional supermarket model is based on high sales volumes
that offset incredibly tight margins. With sales volumes being threatened by the
increase in online shopping options, supply and labor shortages and inflated product
and labor costs, supermarkets must rely on emerging technologies to address supply
and labor availability and costs.

The emergence of [oT devices, alternative sources of information and AI/ML tech-
nologies that can take advantage of the proliferation of available information, super-
market retailers have an opportunity to offset the challenges of the post-COVID,
inflationary times.

However, the supermarket retailer must choose judiciously among the emerging
technologies and select solutions that can translate the information to actionable
adjustments to their business processes rather than produce results for a more
academic case study without a means to achieve tangible
results.

What are some trends to watch for in retail grocery
over the next year?

The key trends and issues we see growing in impor-
tance for supermarkets in 2023 include out-of-stock and
order fill rates, real-time price optimization, localized
assortment modifications at the consumer level, the
breakdown between online shopping alternatives like
BOPIS and home delivery and traditional brick-and-
mortar sales.

Also, there will be increased emergence and success
rates of alternative order fulfillment support infrastruc-
tures, including micro-fulfillment centers, dark store
fulfillment alternatives and alternate delivery services
such as DoorDash, Instacart, Shipt and Gopuff.

What is keeping you up at night these days?

The latest part of the Food Safety Modernization Act signed
into law — section 204, or “FSMA 204" — requires a substantial rede-
sign of the way product is tracked through the retail food supply
chain. And not enough grocers are acting fast enough to meet with the compliance
requirements.

We estimate that retailers and wholesalers will be individually responsible for
millions of traceability records per year, which poses two immediate issues.

First, the challenge of ingesting information delivered in myriad formats from
supplier lists that sometimes climb into the thousands.

Second, the issue of data storage and being able to retrieve and send the informa-
tion in a sortable spreadsheet to the FDA within 24 hours when requested. Without
the right digital solution, this will be an impossible task.

What is your company doing to address these issues?

Due to the complexity of FSMA 204 record-keeping requirements, traditional scan-
ning and labeling methods and legacy technology systems will not be adequate for
compliance.

Labels can carry product lot code data, but generally don't include other required
data elements. Label scanning also requires major investment in software and hard-
ware that would impose a significant cost burden on the supply chain.

The ReposiTrak Traceability Network was developed as an answer to industry
concerns brought forth by the Food Traceability Leadership Consortium. A group of
industry trade organizations, wholesalers and retailers, the consortium sets out the
objectives for a low-cost, easy-to-use food traceability solution that meets and exceeds
FSMA 204 requirements.

For that reason, suppliers can connect to an unlimited number of trading partners
and begin sharing data for a low, flat fee and there is no cost to retailers. These features
are especially important in today's inflationary economic environment.

How are retailers addressing these issues?

A recent poll from ReposiTrak and the National Grocers Association revealed that
operational concerns are the biggest hurdle to adopting traceability.

Retailers need help from their wholesalers and trading partners to work through
the specific compliance issues and set up a plan for implementation.

The FDA has given them some time to meet the requirements. But if they don't
start soon, other challenges may intercede. Retailers will be pushed to address trace-
ability when their options are more limited.

What are some trends to watch for in retail grocery over the next year?

E-commerce, especially in grocery, hit all-time highs during the COVID-19 pandemic
and have since pulled back.

Delivery of digital orders will do the same as shoppers want to get out more and
traditional retailers come to understand the negative impact of not having custom-
ers in the store. Marketplace services and the capture of the customer relationship is
promulgating the trend.

There will continue to be a significant SKU rationalization in the grocery industry.
There was a time retailers wanted 200 varieties of every condiment and many other
product types.

Those days are gone as supply chain issues, development costs and changing
consumer behavior act to limit the assortment to what profitably sells at retail.

About these articles
The Griffin Report of the Northeast’s Maggie Kaeppel recently visited with several key
technology executives. Her interviews appear here.
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