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You may recall the Department of Labor (DOL) proposed 
changes to the white-collar exemption rule in 2015 that 
had employers scrambling to implement the proposed 

increase to the minimum salary requirement for exempt workers.  
That proposal was blocked by a federal court in Texas in late 2016. 
However, there were benefits from that exercise. Many employers 
that I work with had only considered the minimum salary re-
quirement when classifying a position exempt from overtime and 
minimum wage under the Fair Labor Standards Act (FLSA). Many 
had not performed the job duties test to ensure the position com-
plied with the Executive, Administrative, Professional, Computer or 
Outside Sales Exemptions. As a result, it was a great opportunity to 
correct exemption classification errors. 

On March 7, 2019, DOL published new proposed revisions to the 
white-collar exemption rules under the FLSA.  In the Notice of 
Proposed Rulemaking (NPRM), DOL has proposed increasing the 
minimum salary for certain white-collar exemptions from the cur-
rent $455 per week ($23,660 per year) to $679 per week ($35,308 
per year.) In 2015, DOL had proposed increasing this threshold to 
$913 per week ($47,476 per year.)

The proposed regulations would allow up to 10% of the threshold 
amount to include non-discretionary bonuses and commissions 
which are paid at least annually.  The proposed rule would also 
increase the minimum salary for the Highly Compensated Employ-
ee (HCE) exemption from $100,000 per year to $147,414 per year. 
Lastly, the proposed rule would establish a process for DOL to 
consider the need and feasibility for review of the salary threshold 
every four years through a notice-and-comment process for the ex-
ecutive, administrative and professional exemptions. There would 
not be automatic increases as originally proposed in 2015. 

Employers may make comments on the proposed exemption rule 
change through May 21, 2019 at www.regulations.gov and search 
for RIN 1235-AA20.  It is anticipated the Final Rule will be published 
in November 2019 and effective in early 2020.  

Compliance may take more time than you anticipate. DOL may be 
forced to provide less time for employers to comply to ensure the 
Final Rule is effective and in place prior to the 2020 election. This 
is an opportunity to correct classification errors.  Be sure to involve 
your Human Resource professional or resource to minimize risk to 
your business. 

Karen Shannon,  
Vice President Business Consult-
ing/CHRO for Ollis/Akers/Arney, 
works with world-wide clients on 
key business and HR strategies 
which have resulted in cost savings 
upward of $7 million.  
Karen.Shannon@ollisaa.com 

CHANGES

EXCEPTION
RULE

Here We Go Again!

What are employers’ next steps?
• Review salary levels of employees classified as 

exempt from overtime under the white-collar 
exemptions. Identify all employees earning  
below $35,308.

• Ensure all employees classified as exempt under 
the white-collar exemption rule meet the job  
duties test AND the minimum salary requirements.  

• Determine whether adjustments need to be 
made to employee classifications and/or compen-
sation levels.

• Educate newly non-exempt workers and their 
managers on time reporting procedures and 
overtime rules.
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MIDDLE MEATS
T O  T H E  G R I L L  &  B E Y O N D . . .

Alison Krebs, beefitswhatsfordinner.com | 
March 15, 2019

For many consumers, their love affair with the great taste of 
beef is found in middle meats – cuts from the Rib, Loin and 
Sirloin. While Ground Beef, strips, cubes, end and minor 
primal cuts are also popular choices, consumer willingness to 
pay handsomely for the middle meat experience clearly con-
firms a special enthusiasm for these cuts. Further, as marbling 
is prominent and most associated with this central portion 
of the carcass, today’s Rib and Loin cuts have benefited most 
from the ongoing quality grade improvements of beef.

As to which cuts drive Rib, Loin and Sirloin sales, the table 
below includes the top 10 (along with dollar sales) for each. 
(Sirloin cuts are  
included with the Loin for this analysis.) Prominent cuts from the Rib include steaks and roasts as well as  
various Rib cuts, with Ribeye Steak dominating all others. Of the $3.2 billion in 2018 Rib cut sales, the top 10 account  
for 99% of the total. Compared to total beef meat case sales, Rib cuts account for 12% of dollar sales yet only 7% of pounds  
(Chart 1). And relative to average beef prices, Rib cut prices have remained quite robust in recent years, averaging  
166% of the total beef price in 2018.

Amongst Loin (and Sirloin) cuts, Strip Steak is the leading cut, followed by several additional “favorite-steak”  
options such as T-Bone, Tenderloin and Top Sirloin. Roast cuts also enter the top 10. 2018 Loin cut sales  
approached $5.4 billion, 84% of which are captured by the top 10. In total, however, this primal  
is much more diverse than the Rib, as sales for 49 different cuts were recorded this  
past year. Chart 1 shows Loin cut sales account for 20% of total beef dollar sales  
while the Loin price premium has declined slightly in recent years to 160% of the 
 retail average price for all beef. By subprimal, Sirloin, Top Sirloin and Tenderloin  
price premiums improved whereas the relative decrease was driven by less  
robust Bottom Sir-loin, Short Loin and Strip Loin cut prices.

Amongst better known middle meat cuts, those with the greatest increase in 
dollar sales (2018 vs. 2012) include Short Ribs (+80%), Flanken-Style Short Ribs 
(+127%) and Ribeye Roast (+52%) amongst Rib cuts. These in-creases confirm 
in-home beef rib low-and-slow cooking is very on-trend with consumers. 
Resonating Loin cuts
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Amongst better known middle meat cuts, those with 
the greatest increase in dollar sales (2018 vs. 2012) 
include Short Ribs (+80%), Flanken-Style Short Ribs 
(+127%) and Ribeye Roast (+52%) amongst Rib cuts. 
These in-creases confirm in-home beef rib low-
and-slow cooking is very on-trend with consumers. 
Resonating Loin cuts

include Tenderloin Filet (+111%), Strip Loin (+99%) 
and T-Bone Steak (+48%). Previously lesser-known 
Sir-loin cuts with sharp sales increases are the Sirloin 
Bavette (Bottom Sirloin Flap) (+282%) and Top Sirloin 
Filet (+136%), which typically provide smaller portion 
options to consumers.

As several prominent middle meat cuts are steaks, 
grilling – and hence grilling season – is important. 
Seasonality plays a major role for roast sales, as well. Chart 2 shows how the 
best-selling Rib cut sales varied across 2018. In addition to Ribeye steak sales 
peaking between May and September, Back Rib sales follow a similar pattern 
(although these ribs are typically destined for the smoker). The cut with the most 
dramatic seasonal pattern is, of course, the Ribeye Roast. Sales of this traditional 
holiday, oven-roasted favorite spike so strongly in December, a separate right-
hand axis is required. However, recent Ribeye Roast sales have bounced for 
Easter and even in November, challenging occasions traditionally held by other 
proteins. Following both seasonal patterns is the Ribeye Roll, where sales jump 
for Ribeye Roast holidays and grilling sea-son, as well.

Chart 3 shows 2018 monthly sales for the top-selling Loin and Sirloin cuts. Here, 
grilling season clearly plays a role – for Porterhouse and T-Bone Steak sales 
in particular – while Tenderloin Steak and Filet are also a Valentine’s favorite. 
Tenderloin Roast sales (not on the chart) bounce for December, as well, with 
28% of annual sales taking place around these holidays and providing families 
and friends another special option for their celebrations and guests.

Middle meat sales propel beef and total meat department sales higher. Loin, 
Sirloin and Rib cut dollars consistently outperform their pounds while serving 
as the centerpiece to consumers’ most treasured as well as everyday meal 
occasions. Steak, anyone?

Source: IRI/Freshlook, Total US MULO ending 12/30/18; Categorized by VMMeat System
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A R T I C L E  C O U R T E S Y  O F  
BEEFITSWHATSFORDINNER.COM
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OUR APRIL 1965 ISSUE OF  
“LITTLE GIANT” WARNS RETAILERS  
OF “TODAY’S MODERN PILFERERS”
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C A N  YO U  S P O T  
A SHOPLIFTER?
Today’s Modern Pilferers Employ Many Ingenious Techniques

BEFORE you can stop a pilferer you’ve got to be able to spot 
him...or her. One of the best methods of increasing your spotting 
ability is to know what to look for. Listed here are ways shoplifters 
are cutting into your store’s profits. Alt-hough this list is by no means 
complete it does include almost all of the techniques associated 
with today’s food stores with their wide variety of lines. Look over 
it carefully. At least two or three are new enough that many store 
people haven’t come up against them. As new packages and new 
products are introduced pilferers find new and ingenious ways 
to put them to their own nefarious use. Can you spot the newest 
techniques?

CLOTHES make the shoplifter successful. Loose fitting garments 
are capable of concealing all kinds of articles, and do. Be suspicious 
if a person seems always to wear large, baggy clothes especially 
when the weather doesn’t warrant it.

CUSTOMER enters market with paper bag in purse, fills bag 
with merchandise and walks through unused checkout lane. If 
questioned, she assures the clerk, “Yes thank you, I’ve already been 
checked out.”

COOL, MAN, COOL— that’s what shoplifters think of one 
of the latest wrinkles: records inside frozen pizza boxes.

POCKETBOOK in the cart, conveniently open, swallows 
merchandise wholesale. Beware the shopper who keeps her pock-
etbook open and her change in her hand. When she finally checks 
out, there’s no need for her to open her pocketbook. What you 
don’t see can’t hurt her.

COWBOY BOOTS are popular in some parts of the country, 
and are popular hiding spots for pilfered items. If he limps, pard-
ner, it may be the goods settled around the heel.

THE SWITCH is an ever-popular dodge used by shoplifters. 
Includes switching same-sized jar caps to get a lower price, switch-
ing butter quarters into margarine or lard cartons, slicing a meat 
wrapper and slipping a lower priced tag inside, etc.

BABY CARRIAGES or strollers offer excellent chance for 
theft. Merchandise disappears into diaper bags, blankets, folded 
hood under baby. If a false bottom is used, you’ve got a real profes-
sional crook on your hands.

BOOSTER BOXES are a favorite with pros. They look like 
a run-of-the-mill gift box, but sides, top or bottom are hinged so 
merchandise can be slipped inside. One booster box in the hands of 
an accomplished pro could cost you up to $50 a trip.

EXPENSIVE TEAS occasionally disappear into pocketbooks. 
Shoplifter simply opens package and pours tea into bag where it 
settles on the bottom.

FOOL PROOF, almost, is the “returned merchandise” 
gimmick. Customer places an item in her handbag, and later, at the 
checkout asks credit for it, explaining that someone in her family 
bought the item by mistake. If you don’t refund, she takes the mer-
chandise. If you re-fund… ‘nuf said!

THE HAT TRICK is not confined to hockey. Males particularly 
lift their lids to lay away light items.

“UNIFORMED DRIVER” is really in business for himself, 
walks briskly around his business (which is stealing) putting mer-
chandise in a tote box.

WORKMEN’S OVERALLS are particularly suited to hiding 
goods, so be alert. If a shopper has his lunch pail with him, you 
have the right, and should, to open it.

WEARING small items out of the store inside gloves isn’t often 
done— but enough small, flat items disappear in this manner that 
you should know the trick.
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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 

 

315 N Ken Ave 
Springfield, MO 65802 

417-831-6667 
Or email CMcMillian@missourigrocers.com 

315 N Ken Ave
Springfield, Mo 65802

417-831-6667
Or email CMcMillian@missourigrocers.com
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SuperValu

Willis North America Inc ..............(913) 362-8484

Supplies:
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