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Commercial Insurance  Property & Casualty | Life & Disability Income | Workers Compensation
Business Succession and Estate Planning | Bonding

Federated Mutual Insurance Company and its subsidiaries* | federatedinsurance.com
Ward’s 50® Top Performer | A.M. Best® A+ (Superior) Rating

20.01  Ed. 12/20  *Not licensed in all states.  © 2019 Federated Mutual Insurance Company

Our partnership with your association has one goal: helping 
your business succeed. You deserve an insurance provider 

who understands your industry. Put our knowledge and 
experience to work for you.

A Perfect Fit 
for Protecting Your 

American Dream

Scan to learn more about mySHIELDSM

features, including training and 

and vehicle and 
drivers list tools.
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The Earth has gone two full revolutions around the 
sun since the last time we were all able to come 
together as one industry. Over the last two years, 
so much has happened an evolved throughout 

our industry. We would like to take this opportunity to say 
thank you for your continued support of The Missouri Grocers 
Association through this time. This critical time has proven 
the value of having established relationships and a voice 
to lead on behalf of the grocery industry in Missouri. We 
are proud to represent the grocery industry at the Missouri 
Capitol. Our members and friends of The Missouri Grocers 
Association play a vital role in that success.
This year we are excited to once again have the opportunity 
to hold our Annual Convention and Trade Show at 
Margaritaville at the Lake from October 20th-22nd and 
gather in person. Our team has been hard at work preparing 
for the upcoming convention and we have several exciting 
educational seminars, networking events, and opportunities 
to just get away and enjoy a little fun and fellowship away 
from the hectic day to day schedules that come with the 
grocery industry.
What is unique this year are the diff erent stories and 
experiences our retailers and business partners from across 
the state witnessed. Sharing these stories and experiences 
with one another will give us the occasional laugh at some 
of the stringent requirements we experienced from local 
health departments and government offi  cials, along with 
giving us the tools and resources we need to be prepared and 
successful should we experience another global challenge 
such as we have been living the last year and a half.
A fan favorite and always successful event will kick off  our 
convention Wednesday Morning. We are thankful to Lt. 
Governor Mike Kehoe and his BuyMO program, along with 
SHAZAM, for again sponsoring our annual Golf Tournament, 
The BuyMO Open. The golf Tournament never disappoints, 
and thanks to our friend John Kerry who mans the smoker 
and our friends from AB-InBev, there will be plenty of food 
and beverages to enjoy! Wednesday evening will again 
feature a Night at the Landshark, with great fun and prizes 
provided by our friends at the Missouri Lottery.
Thursday will be an action packed day, starting the day 

with our breakfast and educational breakout sessions. Our 
breakout sessions will off er a variety of topics ranging from 
embracing technology in your business and combating to 
the labor shortages, discussion on rising prices across the 
Agricultural Commodities and how they aff ect the grocery 
industry, along with a couple topics to help retailers and 
vendors better market products to attract existing and new 
consumers, and to push for retailers to carry local products, 
and the challenges local vendors face in getting their 
products to retail.
The annual Trade Show will be Thursday afternoon. We 
have a wide range of exhibitors signed up, including a large 
amount of BuyMO companies who are eager to share their 
Missouri made products with retailers. Thanks to the Covid-19 
pandemic, local products have become one of the latest 
trends. 
Thursday evening will be our President’s Gala. This year we 
will honoring 3 of our retired board members, Chuck Murfi n 
Jr., Jim Hickman and Jim Hamblin, along with Leah Hamilton, 
who will retire in November, with the Outstanding Industry 
Achievement Award. We will also present Speaker of the 
House Rob Vescovo with the Capitol Impact Award to thank 
him for his support and commitment to the success of the 
grocery industry and our legislative priorities. Gary Aggus 
will be the recipient of the Lifetime Achievement Award for 
his years of dedicated service to Hiland Dairy and the grocery 
industry as a whole here in Missouri.
Our team is looking forward to seeing everyone in October. 
As we speak with retailers and vendors from across Missouri, 
we are encouraged by the excitement to once again be able 
to visit with one another and gather for a couple days of 
fun and fellowship. We are looking forward to a successful 
convention and thank each one of our sponsors, retailers, and 
exhibitors who will make it a reality. See you in October!

Sincerely,

Dan Shaul
State Director

y,

Message
State Director

from the



THANK YOU TO ALL OF OUR SPONSORS
The MGA Convention would not be possible without your continued support. 
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Convention
Schedule of Events

9:30 AM

BUY MO! Golf Tournament
 - Presented by Shazam
5:30 PM

Vendor Social 
   in the Trade Show Hall (Paradise B&C)

7:30 AM
Breakfast Starts 
   -Sponsored by Missouri Pork

8:30 AM to
11:50 AM

Business Sessions
“Industry Challenges & Solutions”:

Employment & Technology
Agriculture Commodities
Keeping It Local: Challenge for Small Vendors
Marketing: Reaching Your Consumers

6:30 AM - 8:30 AM

Grab & Go Breakfast

Thursday, October 21st

Friday, October 22nd

7:00 PM

Night at the Landshark
    -Social dinner with drinks, and fun

12:00 PM - 4:00 PM 

Trade Show in Paradise B&C
6:30 PM 

Cocktail Reception with Drinks 
and Appetizers
7:00 PM 

President’s Gala and Awards Dinner

Wednesday, October 20th

Missouri
  Grocers
   Association



855-314-1212 / SHAZAM.NET /

I’VE DECIDED TO PARTNER
WITH SHAZAM.

SHAZAM’s a leading provider of merchant 
products and services for businesses. 
We understand your business challenges 
including secure payments and new 
processing technologies for card, mobile
and internet purchases.

Dear      
[merchant services provider]         

,

I need a partner who can

             [verb]               

me support my 

customers! I need    
        [noun]           

to support traditional and 

digital payments.
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The MGA Staff
Dan Shaul, State Director

Regulatory Issues / Alcohol & Tobacco Compliance / Legislative Issues / Oversees MGA

Cindy McMillian, Assistant State Director
EBT / WIC / Food Licenses / Membership

EJ Fleischmann, Director of Communications
Government Relations / E-Connect / Scheduling / Press Releases

Cory Campbell, Director of Events & Marketing
Event Information / Publications / Advertising  / Social Media

Call the MGA anytime at 417-831-6667 or email efl eischmann@missourigrocers.com

The MGA Board of Directors

Offi  cers of the Board
Gerry Kettler, President

Niemann Foods, Inc

Robert Snyder III, Vice President
Reavis Save A Lot

Dan Shaul, State Director
Missouri Grocers Association

Joe Polizzi, Treasurer
Town and Country Salem

Cindy McMillian, Assistant State Director
Missouri Grocers Association

Members of the Board
David Carlton III

RPCS Inc

Dan Kramer

Shazam

Rich Morris

UNFI

John Porter

Porter’s Supermarket

Leah Hamilton

Missouri Lottery

Charlie Lynn

Associated Wholesale Grocers

Ed Mullins

Prairie Farms Dairy Inc

Mike Willis

Dierbergs Markets Inc

Emily Ibach

Hy-Vee

Jon McCormick

Retail Grocers Association of 
Greater Kansas City

Jed Penney

Schnucks

J. Max Van Hoose

Harp’s Food Stores

Kevin McVeigh

Mac’s Super Saver

Richard L. Prenger

Prenger Foods

Don Woods

Woods Supermarket Headquarters

Mike Beal

Ball’s Food Stores



Join us Thursday night, October 21st at the President’s Gala 

& Awards Ceremony as we honor these MGA members with 

the Outstanding Industry Achievement Award.

Honoring Jim Hamblin for his contribution to the grocery industry.  Jim Hamblin has had 
a career in the grocery industry that has spanned over 50 years.  He started his career at 
Consumers Markets in Springfi eld, Missouri in 1966.  After working there for many years 
in 1974 he purchased a supermarket in Conway, Missouri.  From there he moved on to the 
Progressive Farmers Market (PFA) as Director of Sales until 1976 when he moved to North 
Carolina to work for A & P Atlantic Pacifi c Tea & Company where he was the Store Manager.  
He returned to Missouri in 1977 and returned to work with Consumers Markets for several 
more years in many diff erent positions within the company.  In 1984 he transitioned to 
the wholesaler side of the industry working with Associated Wholesale Grocers as a PRC 
and achieved the position of Manager of PRC West Division.  In 1988 purchased a store in 
Chanute, Kansas for two years and then sold his store in 1989.  
That is when he went to work for Bob Huff ord at Town & Country in Fredericktown, 
Missouri.  He had the opportunity to work at a job he loved and his best friend as his boss 
for the next 30 years. 
Jim retired in 2019 and moved to Kansas City to be closer to his family.  

Jim Hamblin

Leah Hamilton
Leah Hamilton has had a 25 year career with the Missouri Lottery.  In 1985 Leah started 
working for Kodak as a par time Sales/Merchandiser.  In 1990 she move on and worked for 
Warner Lambert (Chicklets Gum) as a part time Sales/Merchandiser.  With her job being 
about 32 hours a week Leah took another part time job with the Jones Store working in 
the evening.  Leah was off ered another part time job running the wardrobe area for the KC 
Royals, at the time Leah had 3 children in Catholic School and this paid for their schooling.  
In 1996 Leah decided it was time to trade in 3 part time jobs for just 1 job.  Leah started 
her career with the Missouri Lottery as a Lottery Sales Rep.  With her experience in sales, 
she moved right on up to be a District Manager in just 1 year. Leah had fi nally found her 
passion of sales with the Missouri Lottery.  In 2005 Leah was promoted to Corporate Sales 
Manager. 
Leah worked with Corporate Accounts that consisted of Grocery Stores and Convenience 
Stores in the Kansas City area and eventually increasing her territory to include the 
Springfi eld Market.  Leah was very active with MGA but she never understood why the 
Lottery was never a part of the Trade Show.  In 2010 the Missouri Lottery was appointed a 
new Director May Scheve and the Missouri Lottery began to change in many directions.  
The Missouri Lottery started to take ownership of their roll with Missouri Grocers 
Association in 2012 so now they were not only a Sponsor they were a part of the Trade 
Show.  In 2015 Leah was honored when Dan Shaul asked her to become part of his MGA 
Board of Directors.  
Well, here we in 2021 and 25 years have passed since Leah just a girl from Kansas came 
to work at the Missouri Lottery.  Leah will retire November 1, 2021, at the same time as 
her husband Randy.  Together they purchased a place in Mission Texas and that is where 
they will be spending their winters. (Because Leah knows why old people go south for the 
winter). The Hamilton’s will return back to Kansas City in later April and Together they will 
spend their time just enjoying the outside and camping in their 5th wheel.  
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These dedicated and hard working individuals have gone 

above and beyond for the grocery industry. We hope you 

can join in celebrating their accomplishments. 

Jim has been in the grocery business 53 years. He operated Hickman’s IGA of Perry, 
MO. Jim, along with his six brothers, grew up in the grocery store owned by their 
parents. They each took their turn, sorting bottles, burning trash, “stoking the 
furnace” and sweeping the fl oor. 
Jim and his late wife Marge, purchased their fi rst stores in 1981, when they bought 
out 2 existing IGA food stores in Mexico, Mo. The Perry, MO store was purchased 
by Jim and his brothers, Steve, and Kevin. When their father retired in 1989. Perry 
was the original location opened in 1959, Mexico was purchased in 1981, Paris was 
purchased in 1990, Vandalia was purchased in 1994 with a new store constructed 
in 1999, Bowling Green was purchased in 2000 and the “newest” location, Winfi eld, 
was purchased in 2007. 
The Hickman’s IGA Group strives to maintain modem, up-to-date stores, keeping 
abreast of industry changes and trends. Jim served as the President of Hickman 
Family Foods Co.
Jim is a member of Southside Christian Church, he has been a member and 
President of the Mexico Rotary Club, a member of Audrian Medical Center’s 
Board of Directors, a member and past Vice President of Retail Development, 
Mexico Area Chamber of Commerce and has served on the Retail Advisory Board 
for Supervalu, Inc. Over the years Jim has also won many awards including the 
E-Warner Williams Business Service Award, IGA International Retailer of the Year 
2002, Missouri Grocer of the Year 2002 and received the Mexico Chamber of 
Commerce & Industry Award. 
Jim is now retired with most stores being sold to Nieman Foods with the last store 
in Perry, MO being sold to a private individual in July of 2021. 

Jim Hickman

Chuck Murfi n III
Chuck Murfi n III has been in the grocery industry since he was 11 years old. He got into 
the industry through his parents and grandparents. Both of Chuck’s grandpa’s worked 
in MFA Farmer’s Exchange in Summersville, MO. While his father was a butcher and his 
mother was a grocery bookkeeper. His parents opened their fi rst store in 1979 in Ozark, 
MO. 
Chuck started working at the grocery store when he was in junior high and continued 
working there all thought his early years in college. At the store held a number of 
diff erent job such as bottle returns, carryout, stocker, cashier, produce clerk and 
bookkeeping. After college in 1989 Chuck moved to Bartlesville, OK to work for Phillips 
Petroleum as a computer Programmer. Then in 1994 he moved backed to the Ozarks 
to continue working at Murfi n’s Market. Murfi n’s expanded the Ozark, MO location in 
1998. Then opened stores in Marionville, MO in 2003 and then opened a store in Clever 
in 2008. 
In 2019 Chuck retired from the grocery industry. His family currently owns Plaza Gas in 
Ozark and is involved with First Baptist Church of Ozark. During his time in the grocery 
industry Chuck served on the MGA Board starting in 2008. As a board member he held 
many diff erent positions Secretary, Vice President and President. 





Gary L. Aggus grew up in the Joplin, MO, area where he graduated 
from Memorial High School in 1972. He then went on to Missouri 
Southern State University where he graduated Cum Laude in 1976 
with a BS/BA degree in Marketing and Management and an associate 
degree in Computer Programming. 
Throughout his college career, he worked up to 40-50 hours per week 
for Foremost Dairy in Joplin and upon graduation was promoted into 
management and rose to the level of District Sales Manager within 
four years.

He joined Hiland Dairy in 1984 and transferred to Springfi eld in 1985 as General Sales Manager. 
Starting in 1993 he served as Assistant General Manager until being promoted to President of the 
Company in 2003. In 2006, Gary was promoted again to Chief Operating Offi  cer and President of Joint 
Ventures of Prairie Farms Dairy. Today, Hiland Dairy has 15 manufacturing facilities and over 50 Branch 
Distribution centers scattered throughout Missouri, Kansas, Arkansas, Oklahoma, Nebraska, Iowa, 
Texas, Mississippi, Louisiana and Tennessee. 

During Gary’s career, he has had many leadership positions and accomplishments in the dairy 
industry. He is currently a Board Member of the International Dairy Foods Association; Board Member 
of Quality Chekd Dairies, Inc.; past President and Board Member of the Missouri Dairy Products 
Association and still currently a member; a member of the Missouri Grocers Association and past 
member and chairman of the National MilkPep Board. In 2006, Gary was honored by being inducted 
into the Missouri Dairy Hall of Honor, and in 2009 named MSSU Outstanding Alum of the Year. 

Gary married his high school sweetheart, Debbie Patterson, and they reside in Springfi eld, MO. They 
have three daughters, four grandsons, and a granddaughter on the way.
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Presenting the Lifetime Achievement 
Award to Gary Aggus

Join us Thursday evening at the President’s Gala where will not only honor 

the board members for their outstanding achievements will be presenting 

Gary Aggus an award for his years of dedication to the grocery industry. 

CONGRATULATIONS GARY!

-Hiland Dairy family
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BUYER/ MANAGER DISCOUNT
We encourage you to bring your Buyers/Managers to Thursday’s portion of the 
convention to participate in our Business Sessions and Trade Show. With no cost for 
these individuals to participate in these events, the MGA will comp $10 off  your full 
registration price, for retailers, for each individual you bring. Meaning if you bring 5 
managers or buyers you will receive $50 off  your full registration price. 

Benefi ts for bringing these associates:
• Providing tools and resources for leadership growth
• Opportunity to network and socialize with their fellow industry peers
• Growing their grocery industry knowledge
• Meeting with various and new vendors in a fun and engaging atmosphere

Due to the overwhelmingly positive response in 2019 we are once again venturing to 
the Landshark Bar and Grill for a night of fun, food and drinks. This is a great opportunity 
to network and socialize with other grocery industry leaders.  The evening will feature 
island music, lake-front games, and good drinks. Dinner will start at 7:00 PM on 
Wednesday, October 20th following the Vendor Social.  

NIGHT AT THE LANDSHARK

Be sure to register today for the Convention and Trade Show October 20-22!

We have lots of great networking events planned like the Night at the Landshark, 

the Vendor Social and the Wine and Cheese Reception. 

We are also going to have a fun Trade Show fi lled with lots of great exhibitors 

to meet. Plus we will have our hourly cash drawings for all fully registered in 

attendance!

This year we are also off ering an exclusive deal for retailers called the “Buyer/ 

Manager Discount”! Make sure to take advantage of this exclusive off er today! 

REGISTER NOW so you don’t miss out!



BUY TWO FULL 

REGISTRATIONS 

GET ONE FREE!

2021 REGISTRATION FORM

Please print all information exactly as it should appear on name badge 

First Name / Last Name/ City/ State

Full
Reg. 

$195

Wednesday 
Reg.
$60

Thursday 
Reg.

$160

President’s 
Gala
$85

Buyer/ Manager 
Special

(No Charge)

Vendor Social
Night at the Landshark 
Breakfast    
Business Sessions
Trade Show
Cocktail Reception
President’s Gala
Grand Prize Entry
Friday Grab & Go Breakfast

Vendor Social
Night at the Landshark 

Breakfast
Business Sessions
Trade Show
Cocktail Reception
President’s Gala
Friday Grab & Go Breakfast

FULL REGISTRATION

$195

WEDNESDAY REGISTRATION

$60

THURSDAY REGISTRATION

$160

Cocktail Reception
Dinner and Awards
Friday Grab & Go Breakfast

PRESIDENT’S GALA

$85

Contact Name 

Store/Company

Address    

City/ State/ Zip

Phone        Fax

Email

      Please bill me for $
      Check enclosed for $

Make checks payable to the MGA. Mail, fax 
or email the completed registration form to: 
 Missouri Grocers Association
 315 N. Ken Avenue
 Springfi eld, MO 65802
 (P) 417.831.6667
 (F) 417.831.3907
 (E) ccampbell@missourigrocers.com

LAST DAY FOR PRE-REGISTRATION is Friday, 
October 8th, 2021. After that date, registrations 
will be processed at the MGA registration desk at 
the hotel. No refunds or cancellations made after 
Friday, October 8th, 2021 substitutions only.

     Please charge my credit card *We accept all major credit cards*

Name on Card

Card #

Exp. Date                 CVV# (3 or 4 digits on back)

Signature

If billing information is diff erent than mailing address

Address                

City/ State/ Zip 

Receipt Email    

DON’T FORGET
ABOUT  THE

BUYER/MANAGER
SPECIAL!
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Submit Registration Form & Payment to: Missouri Grocers Association | 315 N. Ken Avenue, Springfi eld, MO 65802

BUY MO! OPEN 

FULL TEAM: $600 | HOLE SPONSOR: $525 | BOTH: $1,000

PRESENTED BY SHAZAM & MGA
Wednesday, October 20th

9:30 AM at the Oaks

Rate per person
$150

Mulligans per person
2 for $10

GOLFER REGISTRATION (FULL TEAM $600)

First/Last Name       

1.             

2.             

3.             

4.             

Company

PAYMENT INFORMATION (REFUNDS WILL NOT BE ISSUED AFTER FRIDAY OCTOBER 8th, 2021) 

     Please charge my credit card *We accept all major credit cardsPlease bill me for                              Check enclosed for

Name on card: 

Billing zip code:

Signature:

Exp. date:Security code:

Billing address:

Golf Team ($600) Hole Sponsor ($525) Golf Team & Hole Sponsor ($1,000)

CONTACT INFORMATION

Contact Name: Company:

Address: City: State: Zip:

Phone: Email:

Email: ccampbell@missourigrocers.com | Fax: 417-831-3907

Card number:

Email receipt:



Make sure to come and see these exhibitors during the Trade Show!

Reduce expired shrink by
44-69% at datecheckpro.com

As of Aug 16th.



Trade Show Hours: Thursday, October 21st Noon until 4 PM

Come Visit Us In Booth 54

As of Aug 16th.
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MORE exhibitors to see during the Trade Show!

OFFICE: 417.883.1864                                      3066 S. Delaware 
Springfield, MO 65804

You can still sign up to join these exhibitors! 
Email ccampbell@missourigrocers.com for info. 

As of Aug 16th.



Missouri Grocer | 21

BUY MO companies exhibiting their local products and services at the 
Trade Show.  As of Aug 16th. 
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INDUSTRY CHALLENGES AND SOLUTION
EDUCATIONAL SESSIONS

THURSDAY, OCT. 21ST- 8:30-11:50 AM

We have some exciting topics regarding the important issues you are facing being presented at this 
year’s convention. The business sessions will start on Thursday, October 21st, following breakfast.
Today’s industry challenges range from employment and technology, rising agriculture costs, 
how best to market your store or business  and how to receive and maintain local products. These 
business session topics hope to educate and address those issues and more. 

We hope you will get together with your store personnel and attend. 
There is going to be lots of new and useful information to learn. 

8:30- 9:10- Technology & Employment
Will cover everything from keeping employees to how to best address the growing technological 
needs of your store and business. Speakers will talk about the growing number of self-checkouts in 
stores and how to balance and maintain employees versus maintaining technology. They will also 
cover the ever changing technology designed to enhance your store or products. This will be a great 
session for all to attend as it will cover a range of diff erent products, trends and what the future 
could look like. 

9:20- 10:10- Agriculture Commodities
With the rising cost of soybeans, corn, lumber, meat and other commodities it is important to stay 
up to date on these diff erent issues. Speakers will also cover the diff erent trends concerning the 
agriculture industry. They will take a look at the current market and help predict what the future 
might look like as well. We will have the privilege of having speakers talk on these topics and answer 
any questions or concerns you may have.

10:20-11:00- Keeping It Local: Challenge for Small Vendors
This will discuss the rewards and challenges of bringing local products into your store and business. 
The discussion will off er suggestions on how local companies should go about meeting with 
retailers and the challenges retailers face with getting local products into the stores. This will be a 
great sessions for any vendor, or retailer to learn about how to keep  your products local. There are 
many challenges to reach this desired local label and this session is designed to help reach that goal.

11:20-11:50-Marketing: Reaching Your Consumers
Will focus on the best way for retailers and products to best market themselves to reach new and 
current customers. This is a growing challenge as we move beyond the pandemic. With this session 
speakers will look at how anybody can grow their customer base with online and print advertising. 
Speakers will talk on how you can have a successful marketing plan, even with a small budget. This 
is a can’t miss session designed to help everyone succeed. 



Preparing for the Store of the Future

“Rapid advancements in technology prompted by the pandemic have shaped a 
new, increasingly digital path forward for today’s retailers”

By: 

Throughout this past year, essential businesses 
have been put to the test, contending with shifting 
health and safety rules, strained supply lines, 
and a panicked consumer base. One unintended 
consequence of this landscape is the rapid 
acceleration of technological advancements in 
retail. “Consumers, many of whom had already 
embraced e-commerce, jumped onto the internet 
in even greater numbers, buying more groceries 
online and selecting from an array of outside-the-

store fulfi llment options, such as curbside pickup 
and home delivery,” says professional services fi rm 
PwC. 
Shoppers have come to expect digital solutions in 
all aspects of their consumption, meaning if the 
grocery stores of today are to keep up, they need 
to meet customers where they are. “Companies 
that can’t re-imagine their in-store products and 
services in the digital realm will be left far behind,” 
PwC says.

The Store of the Future

Although the brick-and-mortar store model is not 
disappearing, to stay competitive, stores must 
curate a retail experience that entices shoppers 

to step away from the screens and in front of the 
shelves. 
The fi rst step in adapting to this digital 
environment is accepting online discovery 
as consumer preference. According to PwC’s 
Global Consumer Insights Pulse Survey, 19% 
of respondents say they shop daily through an 
online channel. Mobile and smartphone shopping 
continues to be the fastest-growing retail channel, 
with a preference for outside-the-store fulfi llment. 
“The consumer journey might start online, but it 
ends at the front door or car trunk,” PwC says. 
Brick-and-mortar stores are learning to create an 
enhanced in-store shopping experience using 
technology to bring an added layer of engagement. 
Elements of the Internet of Things, such as 
magnetic chips, geolocation, and QR codes allow 
consumers to access product information on-
demand via smartphone to replicate the ease of 
online retail. Additional elements of transparency, 
like order status and delivery information, can bring 
the advantages of online shopping to the physical 
store experience. 
Online, consumers have come to expect frictionless, 
cashier-less payment methods. In-store, tech-
enabled transactions can facilitate a similar hassle-
free experience. For example, Amazon’s Just Walk 
Out contactless payment system automatically 
charges shoppers as they leave. Other retailers are 
experimenting with biometric payment services or 
online reservation and checkout systems. Of course, 
for many retailers, a simple self-checkout system 
facilitates the cashier-free experience consumers 
have come to expect. 
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Advances Within Reach

Completely retooling a store’s network to allow 
for cloud enablement, enhanced security, and 
higher demand from consumer devices seems like 
an overwhelming task — especially if said stores 
are already behind on the digital transformation 
curve. Fortunately, a few manageable system 
improvements can pave the way for the later 
implementation of more advanced technologies. 
A top priority is switching analog phone systems 
to VoIP, or Voice over Internet Protocol. VoIP brings 
increased speed, reliability and convenience 
to telephony — necessities for grocers, whose 
customers rely on constant access to information. As 
plain old telephony service (POTS) becomes more 
expensive and less feasible to maintain, VoIP equips 
stores with the ability to facilitate more complex 
and advanced communication technologies, and 
the switch often leads to signifi cant savings. In 
anticipation of more connected shoppers and robust 
digital checkout and tracking technologies, the 
modern grocer needs a strong fi ber connection as its 
network’s backbone. Unlike traditional broadband 
connections, fi ber internet delivers unparalleled 
speeds — a top expectation of consumers in 
today’s on-demand world — while also off ering 
synchronous and dedicated connections for added 
resilience and privacy. 
And of course, all improvements, especially remote 
monitoring and contactless payment technologies, 
need to be backed by reliable next generation 
physical and cybersecurity measures due to the 
extreme vulnerabilities they impose on today’s 
environment. As customers trust brands with their 
personal information, be it saved payment methods, 
biometric data, or shopping preferences, stores 
have an ever-increasing responsibility to keep that 
data safe. A robust security plan can work in tandem 
with other technological improvements to support 
and defend precious information. 

Making it Happen

It can be tempting to adopt all these new 
advancements at once. However, blindly 

implementing every technology to come your way 
could be more dangerous than never embracing 
the future. 
“One of the biggest aspects of being a good 
manager of IT infrastructure is knowing what to 
spend your resources on,” says Chris Smith, Vice 
President of Information Technology at Homeland 
Acquisition Corporation (HAC, Inc.), parent company 
of Homeland. “You want to fi nd solutions that are 
quicker, easier, cheaper, and smarter than what you 
can accomplish with the infrastructure and team 
you currently have, so pick and choose those wisely.” 
As you analyze which tools to adopt, welcome a 
shift in perspective to provide clarity to your path 
forward. “Evolve your concept of the physical store,” 
PwC suggests. “Future stores will need to combine 
the best of online and in-store experiences to 
appeal to what consumers like best about shopping 
and minimize what they like least.” 
Partnering with a technology solutions provider can 
help you clarify your strategy while offl  oading the 
research, bidding, implementation, and support of 
your chosen technologies, making the transition 
to a future-proof retail experience a smooth and 
painless process. The Missouri Grocers Association 
has endorsed TierOne as a preferred partner. 
With a proven track record of improving telecom 
environments for grocers such as Homeland and 
Woods Supermarkets, TierOne has demonstrated 
an aptitude for addressing the unique needs of 
the complex and essential grocery industry. As you 
envision your path forward in this digital future, be 
sure you have the right partner by your side. 





Missouri Grocer | 27

With the increasing consumer 
demand for local and sustainable 
products, one Missouri brand 
is leading the charge. Show Me 
Beef, a brand of Nextgen Beef 
Company, is a one-of-a-kind 
program that takes the “buy 
local” to a whole new level. 
With Show Me Beef, the cattle 
are born, raised, and fi nished 
on local Missouri ranches, 
harvested and processed at 
an independent processing 
facility, and distributed to 
Missouri-based retailers and 
foodservice operations. This now 
fully integrated supply chain is 
one-hundred percent local – 
connecting ranchers, producers, 
and operators to the ultimate 
consumer in a unique and 
meaningful way unmatched in 
large-scale operations.

Since offi  cially launching in 
May of 2021, the Show Me Beef 
program has quickly taken off . 
The brand has strategically 
partnered exclusively with SGC 
Foodservice and Price Cutter 
grocery stores, both of which 
are independent and family-
operated Missouri businesses. 
These partnerships have allowed 
Show Me Beef’s high-quality, 
USDA Choice and Prime product 
to reach plates in all corners of 
the state. Stacy Davies, the owner 
of Nextgen Beef Company, says, 
“We’re really excited about the 
partnership with SGC and with 
Price Cutter and the opportunity 

it provides the people in Missouri 
to buy high-quality Missouri 
beef.” Davies continues, “After this 
year, we look at our food systems 
a little diff erently, and having 
a reliable and sustainable food 
system is important to us. Smaller 
plants that are more strategically 
located give us that food security.”

One of the most signifi cant 
impacts Show Me Beef has had 
is economical. The program 
not only keeps Missouri dollars 
in the local economy but it 
also supports jobs across the 
state. Missouri Prime Beef 
Packers, the independent plant 
that processes Show Me Beef, 
opened up in Pleasant Hope 
this past spring and has already 
brought hundreds of jobs to 
the surrounding small-town 
communities. Henry Wendelton, a 
producer for Show Me Beef, says, 
“our feedyards, we’ve had to hire 
more people to help feed cattle 
and take care of the cattle. I think 
all farm and ranch communities 
everywhere; it’s impacting them.”

Cattle producers for Show 
Me Beef across the state have 
enjoyed seeing the fruits of their 
labor impact consumers. “To see 
that all the eff ort and work we’ve 
put in all those years is actually 
producing that high choice and 
prime meat, it means a lot,” says 
Kathy Wilmoth of Wilmoth Ranch. 
“It’s pride in what we did, and we 
can share it with the community. 

When someone eats your steak 
and posts on Facebook that it was 
the best steak they’ve ever had, 
that feels pretty good.” Brandon 
Nieder of Nieder Cattle Company 
states, “It’s kind of self-motivation. 
It’s pleasing to know that the hard 
work, blood, sweat, and tears 
that you put into your everyday 

life is going into something more 
than a McDonald’s hamburger.” 
In July, Show Me Beef co-hosted 
three events at Price Cutter stores 
where patrons could sample and 
purchase product and meet some 
of the local ranchers that raised 
the beef. Show Me Beef also 
caught the eye of former Kansas 
City Royals star George Brett, 
who cooked it up when he was a 
guest on The Golf Stable podcast. 
Keep an eye out for Show Me Beef 
at a restaurant or grocery store 
near you. For more information 
on Show Me Beef, you can visit 

showmebeef.com

e increasing consumer it provides the people in Missouri When someone eats your st



KNOWS BEEFASK

Some of the greatest tools that retail stores possess to 
drive consumer demand include various promotional 
incentives, such as circulating advertisements or digital 
circulars featuring items, displaying items in prominent 
positions or with signage in the stores, coupons, and 
markdowns. These diff erent promotions help draw 
shoppers’ attention to store departments and the fresh 
meat department is no exception. In 2020, the fresh 
meat department sold 37% of dollars and 40% of volume 
with one form of promotion or another attached to the 
item.1 This article will focus generally on the featuring 
of items at the retail level, as this is the most prominent  
and popular way to showcase various products within 
the industry.

The various defi nitions of promotional items include 
featuring items, which includes products featured in 
circulars (digital or print) or displaying items in high-
traffi  c areas inside the retail store to attract consumer 
dollars. Fresh beef is a common item for the retail store 
to feature in diff erent advertisements and is frequently 
featured on the front-page of circulated newspapers or 
digital circulars from retail stores; in fact, beef is such a 
commonly featured item that 56% of all featured dollars 
sold were derived from some type of beef feature in 
2020.2  Comparing beef to other proteins, one can see 
that beef has outperformed chicken and in terms of 

featured dollars sold; in 2020, chicken totaled 25% of 
featured dollars, while pork totaled 11%.3  Beef is a very 
popular item with consumers at the retail level and 
featuring this protein will help increase the amount of 
sales generated and attract shoppers to the store. 
Examining the specifi c types of beef products featured in 
the retail sector, ground beef is by far the most popular 
item to feature. In 2019, $1.1 billion of beef sales (4.3% of 
all beef sales) were generated by ground beef that was 
featured, but given the retail environment experienced 
in 2020, dollars sold on feature dropped 26.5% year over 
year.4  On a volume basis, 332 million pounds of featured 
ground beef were sold, which is 6.2% of all beef volume 
sold, and this metric dropped 31% year over year.5 One 
interesting dynamic in the retail industry over the past 
year was the signifi cant increase in sales of ground beef; 
this proved to be a staple in consumers’ diets as they 
shifted to “stay-at-home” behavior.

Due to this, the necessity of featuring ground beef 
dropped as demonstrated by the year over year 
decrease in ground beef featuring compared to other 
beef products, particularly steaks. In 2019, steaks sold 
$9 billion dollars’ worth of product, with 11% of those 
sales coming from steaks that were featured by the 
retail industry.6  Due to the increased prevalence of 
shoppers at the retail industry in 2020, sales for steaks 

Current Protein Promotional Environment at Retail 
Courtesy of BeefItsWhatsForDinner.com
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1. NielsenIQ, Answers on Demand, Retail Protein Promotional Sales, Data 
Ending December 2020, Processed 6/22/2021. Formula: All 2020 Fresh Meat Sales on 
Promotion divided by Total 2020 Fresh Meat Department Sales   
2. NielsenIQ, Answers on Demand, Retail Protein Promotional Sales, Data 
Ending December 2020, Processed 6/22/2021. Formula: All 2020 Fresh Beef Sales w/ 
Feature Dollars divided by All 2020 Fresh Meat Sales w/ Feature Dollars   
3. NielsenIQ, Answers on Demand, Retail Protein Promotional Sales, Data 
Ending December 2020, Processed 6/22/2021. Formula: All 2020 Fresh Chicken and 
Pork Sales w/ Feature Dollars divided by All 2020 Fresh Meat Sales w/ Feature Dollars   
4. NielsenIQ, Answers on Demand, Retail Protein Promotional Sales, Data 
Ending December 2020, Processed 6/22/2021. Formula: All 2019 and 2020 Fresh Beef 
Sales w/ Feature Dollars divided by All 2019 and 2020 Fresh Meat Sales w/ Feature 
Dollars  
5.  NielsenIQ, Answers on Demand, Retail Protein Promotional Sales, Data 
Ending December 2020, Processed 6/22/2021. Formula: All 2019 and 2020 Fresh 
Ground Beef Sales w/ Feature Pounds divided by All 2019 and 2020 Fresh Beef Sales 
w/ Feature Pounds   
6. NielsenIQ, Answers on Demand, Retail Protein Promotional Sales, Data 
Ending December 2020, Processed 6/22/2021. Formula: All 2019 Fresh Beef Steak 
Sales w/ Feature Dollars divided by All 2019 Fresh Steak Sales Dollars   
7. NielsenIQ, Answers on Demand, Retail Protein Promotional Sales, Data 

Ending December 2020, Processed 6/22/2021. Formula: All 2020 Fresh Steak Dollar 
Sales subtracting All 2019 Fresh Steak Dollar Sales   
8. NielsenIQ, Answers on Demand, Retail Protein Promotional Sales, Data 
Ending December 2020, Processed 6/22/2021. Formula: All 2019 and 2020 Fresh 
Steak Sales w/ Feature Dollars divided by All 2019 and 2020 Fresh Steak Sales Dollars; 
All 2019 and 2020 Fresh Beef Sales w/ Feature Dollars divided by All 2019 and 2020 
Fresh Beef Sales Dollars   
9. NielsenIQ, Answers on Demand, Retail Protein Promotional Sales, Data 
Ending December 2020, Processed 6/22/2021. Formula: All 2019 and 2020 Fresh 
Steak Sales w/ Feature Dollars divided by All 2019 and 2020 Fresh Beef Sales Dollars   
10. Agricultural Marketing Service, USDA Market News, Weekly Retail Adver-
tisement Prices, Data Ending 12/25/2020   
11. NielsenIQ, NCBA Homescan Panel, Understand the Buyers of Fresh Meat, 
June 2021
NielsenIQ Explainer: Syndicated, retail scanner data provider to NCBA, a contractor 
to the Beef Checkoff , which allows licensed access.  Nielsen collects information on 
millions of unique item purchases across the marketplace through sales transactions 
captured during the checkout process. This information is uploaded into an online 
database, in which only those with a license can access it. We utilize and analyze data 
found in the database by querying things such as volume, value, market penetration 
by various characteristics, such as protein type, cut, and time frame comparisons.  

increased $2.5 billion annually.7  Like ground beef, 
steaks did experience a decrease in the share of products 
sold under promotion, but it was signifi cantly less 
than almost every other beef product; featured steak 
value only decreased 4.6%, outperforming the total 
beef market which experienced a 15.4% drop in share 
of featured products sold.8 While most products did 
experience a decrease in the prevalence of featuring year 
over year, Brisket, even though it isn’t featured as much 
as other beef products, actually increased its featured 
volume sold on a percentage basis.9 
Looking at the 2020 United States Department of 
Agriculture data, 65% of retail stores participated in 
some type of beef featuring promotion on average, while 
in 2019 this data was reported at 81%.10 This would 
suggest that during the period of pandemic-driven 
demand, some retailers reduced the amount of featuring 
for some fresh beef items, but the most popular stores 
consistently promoted beef. This is evidenced by the 
increase in dollars and volume sold for beef, even though 
the actual number of physical  l stores featuring the 

items decreased. Examining chicken, an average of 65% 
of retail stores were featuring chicken products.10 Pork, 
on the other hand, has a fairly high feature penetration 
rate, with 75% of stores featuring pork in 2020, while in 
2020 it experienced an 86% penetration rate.10 While 
there was a decrease in penetration rate for all proteins 
in terms of retail featuring, beef has a higher consumer 
conversion rate than other proteins; therefore, the data 
suggests that featuring beef at the retail store is more 
likely to lead to a sale than other protein.11  
The retail industry has overcome major obstacles and 
benefi ted from the rapidly changing food environment 
over the past 15 months – one thing that has remained 
unchanged is the benefi t retail stores derive from 
showcasing, featuring, and displaying one of the most 
important products found in a grocery store: fresh meat. 
The benefi t of promoting beef is clear – when beef is 
present in the consumer basket, the value of that basket 
increases 240% compared to when it is absent.11 This 
will lead to higher retail sales, which benefi t the outlet 
and the beef industry.
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Your Exclusive Source For All Your Coupon Needs
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ACS prides itself in providing outstanding customer 
service, while streamlining your redemption needs.
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Lottery: 
Missouri Lottery:………………….(573) 526-7466 

                                                    (816) 795-5316 
Loyalty Programs: 
Loyalty Lane Inc………………….(573)355-0983 

Maintenance/Equipment: 
Ameren…………………………...(417) 880-6722 

Hess Meat Machines……………(314) 351-1751 

Howell Refrigeration……………..(417) 865-6833 

Ozarks Food Equipment………..(417) 862-1779 

Manufacturers: 

Altria Client Services………….….(512) 478-3394 

Arcobasso Foods………....……..(314) 381-8083 

Farmland Foods………….….……(816) 243-2899 

Frito Lay………………….…….….(417) 864-7570  

Ice Cream Specialties……….…..(314) 631-8171 

                                                    (314) 962-2550 

Kraft Foods………………………..(913) 752-1847 

Otts Food Products…………..…..(417) 358-2585 

Uncle Rays…………................…..(313) 834-0800 

Wells Enterprises…………...…….(816) 872-2415 

                                                     (712) 500-4127 

Meat: 

Missouri Beef Council…………….(573) 817-0899 

Supplies: 

Hilex Poly…………………………..(618) 402-4244 

ProTech LED………………………(314) 939-1440 

Tech Support: 

Interstate Total Retail Solutions…(573) 276-4787 

LINQ3 Technologies ...…………..(646) 837-7070 

TierOne………...............…..…….(417) 843-7663 

Wholesale Grocers: 

Associated Wholesale Grocers…(417) 875-4000 

                                                     (913) 288-2745 

Supervalu………………………….(217) 384-2745 

Missouri Grocer’s Association 
Buyer’s Guide Directory 

Retailers: if your supplier is not listed 
here, tell them about the benefits of 
an MGA membership, or have them 

contact us at: 

Accounting/Financials: 
Avalara …………………….(887) 780-4848 

BKD LLP…………………...(417) 865-8701 

CliftonLarsenAllen LLP…...(816) 671-8933 

                                           (913) 491-6655 

LPL Financial……………...(417) 693-0392 

Williams Keeper..………….(573) 635-6196 

Bakeries: 

Flowers Baking Co. ……...(314) 344-8582 

                                          (870) 793-6851 

Lewis Bakeries…………….(314) 807-2860 

Banking: 

Central Trust of the Ozarks...(417) 841-4253 

Beverages: 

Anheuser-Busch …………(314) 577-4811 

                                          (314) 577-2000 

MillerCoors………………..(214) 618-7440 

                                          (918) 809-5197 

Ozarks Coca-Cola………..(417) 865-9900 

Pepsi Beverages………….(417) 862-9238 

Southern Glazer’s………...(636) 925-8815 

Wil Fischer ………………...(417) 862-4341

 Business Consulting: 

FMS………………………..(615) 294-4055 

Ollis Akers Arney…..……..(417) 881-8333 

Shazam……………………(800) 537-5427 

Springfield Business……..(417) 883-1864 

Holmes Murphy...........….(913) 362-8484

 

 

 

Dairy: 

Hiland Dairy………………..………(417) 830-8900 

                                                     (417) 837-1154 

Midwest Dairy Association ………(314)399-4563 

                                                     (573)564-8004 

Prairie Farms Dairy Inc……….…..(314)731-1150 

Wells Dairy …………………….…..(501)666-0864 

Distributors: 
Bunzl Distribution…………………(314) 569-2800 

                                                     (314) 997-5959 

Glazers Distributors………………(636) 925-8897 

Eggs: 
Sparboe Farms……………………(320) 593-9774 

Gas Station Services: 
Petroleum Card Services………..(866) 427-7297 

Healthcare: 
Consumer Healthcare Products…(202)429-9260 

The ECCHIC Group………………(314) 997-8865 

Ice Distributors: 
Artic Glacier Premium Ice ……….(202) 772-2473 

                                                     (417) 869-5201 

                                                     (800) 334-1834 

Reddy Ice………………………….(417) 343-6713 

Insurance: 
Federated Insurance:…………….(316) 617-7880 

                                                     (417) 379-4812 

 

 
 

 
 

Nevont:…………......................….(417) 228-3565 

  FMIT:………..........................…….(844) 804-1789

Sarin Energy……..................…..(816) 606-3938 

Reser’s Fine Foods…………..…..(800) 333-6431 

Pinpoint Software…………..…….(262) 458-2470 

SGC Foodservice……..………….(417) 882-4230 

ccampbell@missourigrocers.com

KPM CPAs..……………….(417) 882-4300 

Blue Bell Dairy………......…………(918) 258-5100 

Missouri Grocer | 31




