CELTIC MARKETING
NEWSLETTER

Our People Make the Difference!

Uniquely New York City

By: John Peace, Metro Brand Manager

What makes the New York City food market so unique is the absence of any national or even regional supern
chains. There are no Safeways or Krogers or even Stop and Shops and only a few ShopRites and not a singls
Wal Mart. The New York City market is predominantly independents.

Why Independents? Because the shopper is different and the cost of doing business is high.

Stores in midtown Manhattan cater to shoppers who buy daily and often only what they can carry home walkil
on the subway or bus or in a taxi. Store sizes are smaller and packed with more specialty foods. The cost of ¢
business is increased due to the difficulties of delivering in midtown with traffic and bridge tolls and parking.

Ten years ago, there were three major retail players in New York City:

Food Emporium had 24 upscale stores, D6Agostinos
have closed as part of the A & P bankruptcy; DO A
ing from Chapter 11+@ganization.

So where is the business transitioning to?

Morton Williams has bought sever al D6OAgostinos at
increasing their total to 20. Their stores are located in the best neighldonkao@arnegie Hall, the Metropolitan
Museum, the Upper East Side, and Union Square,

Key Foods, currently with over 200 locations in the outer boroughs, has bought many of the other premiere M
tan Food Emporium stores. Key Foods has moved from a presence in Queens and Brooklyn to now include M
hattan!

Gristedes, with about 30 stores, is expanding with stores in Libedtpd3arto the Freedom Tower and Roosevelt
Island .
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Uniquely New York City~ continued

More importantly, however, the many prominent independents have b
expanded, renovated and revitalized as they respond to these new op
ties.

The most prestigious and profitable independents include:
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% sodium reduction targets on t/;
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Citarella a wholesaler and retailer with twelve locations. They are obs June 8th. The long term goal @
with high quality. Along with New York City stores, Citarella has Iocati to reduce Ame % i
posh Greenwich, Connecticut, and the wealthy Long Island area of th levels to 2,300gm a day. g
Hamptons. ® . Iy

@ Presently the average Amen
West Sidé with 6 locations it is specialty focused and is in high traffic ("/_\_3 consume 3,400 mg per day_ je
like Columbia University, New York University, and Broadway. &
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Lot Less, as the name suggests, sells at sharp prices but they are foc
market leader brands. Lot Less has stores in densely trafficked areas
Times Square, Wall Street, etc. which translates to high volume and ra
turnover.
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H Mart used to stock mostly Korean and Asian Foods but now stocks
segments of specialty foods.

Other important independents include Garden of Eden, Gourmet Gara
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Agata and Valentino, Amish Markets, and Zabars. c A
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And in the suburbs, there are similar independents like DeCicco with %
stores in Westchester, Mrs. Greens with 21 stores, North Shore Farm rq putting power back in the @
® &
@ hands of consumers, so that |5

Uncle Giuseppe's on Long Island and Stew Leonard's.
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Distributors who service these independents have established relatio
with the buyers and have proven track records of getting new items lis
already stocked items supported. Celtic Marketing has excellent rappd
these distributors and retailers.
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New Additions

We are very pleased to announce that Brian Garvey has joined Celtig
Marketing as the new Director of Finance. Brian received a bachelor
degree of Management from Gettysburg College and will graduate frg
Northeastern University with his MBA this month. Prior to joining Celt R

Marketing, Brian worked for The State Street Corporation for 7 years (%» July
Brown Brothers Harriman for 3 years in a variety of mutual fund
accounting roles. Brian's primary role will be tracking commission Dwayne Rockensty@é?2 yrs.
payments and paying bills!

Celtic 3rd Quarter
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Jeanine Portér0 yrs.
Brian and his wife Meg are expecting their first child in August of this
year and they live in Andover, MA. Brian's email address is

Brian.Garvey@celiarketing.com. August

Michael Naviasky?2 yrs.

Please welcome Brian to our team. Deb Desjardir&s17 yrs.

Chris Deitrich 3 yrs.

September
Caitlin Hughea$s yrs.

Steve & Chris Lasher, S&L
International Specialtie®
5 years




|l ndustry News

D_PI Show: Jim LeaIfF}ivianfa, Dan Hughéselti_c Marketing, Ed Ounjian and Mike McDonald selling Bob's Red Mill at
Dick ToddNetwork Marketing, Don BraSaishi Chef, the Haddon House Show in Orlando, Fl.
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John MaynarRiviana

Cont act Us

David ColomECeltic Marketing, fg '5 E) i ‘I\:Aa :\"2 ! ;te : L 2 '
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Paula YodeMcMahonrTops Markets, St. Johnsbury
Esther Hawksleylarukan USA

80-Z24-8574

www. c-enbtr keti ng. {




| ndustry Displ ay

Clif Bar at Big Y~ Northampton, Ma. Jarritos set at Ingles~Mills River, NCBob ds Red Mil |l at

Mrs. Renfro at Price Chopper~Brunswick, NY.

Real Deal at Giant Carlisle~Midlothian, VA.

Jarritos at ShopRite~Warminster, PA.



