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Daily Gazette article 

Sunday, March 28, 2010 

Price Chopper brushes off major Hannaford advertising campaign 

By Ameerah Cetawayo 

Supermarket targets other’s prices 

 
Frank Ferraro, produce supervisor at the Hannaford supermarket in Niskayuna, stocks red peppers at the store on Friday afternoon.  

CAPITAL REGION — Hannaford has launched one of its most extensive price comparison 

campaigns in recent memory, advertising across multiple channels as the ever more competitive 

grocery industry clamors for consumer loyalty. 

Since October, the Scarborough, Maine-based food retailer has focused predatory advertising on 

Price Chopper, with in-store basket-to-basket comparisons, radio announcements, newspaper 

advertisements and other forms of convincing customers that Hannaford prices are lower. 

Sometimes the best way to help consumers understand what you have to offer in terms of price is 

to make a comparison, according to Hannaford spokesman Michael Norton. 

“Price is always No. 1. The economy doesn’t fundamentally change that. It definitely requires 

that you not be misunderstood in any way about what your prices are and what you have to 

offer,” Norton said. 

The last campaign of direct comparisons to Price Chopper was around three or four years ago, he 

said. 

“The number of items, the number of months are probably a little bit more in this instance,” 

Norton said. “It’s a major campaign, no question about that.” 

But Price Chopper says despite such efforts, market share for the Rotterdam-based supermarket 

chain has risen to an all-time high. Leaders say every day more than 10,000 shoppers redeem 

points related to its Fuel AdvantEdge Card launched locally in June 2009. 

“It’s flattering to us for our competition to rely on those type of price comparisons because they 

can’t compete on so many other levels,” said spokeswoman Mona Golub. 
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“We do price checking on a daily if not weekly basis and we remain highly competitive,” Golub 

said. 

Competitors like Hannaford and Wal-Mart use the everyday low price model, which assigns 

goods a day-to-day, week-to-week median price that doesn’t change much over time. 

Price Chopper, on the other hand, is a promotional pricer, offering thousands of specials each 

week that motivate consumers to purchase items, Golub said. 

Competition in the grocery industry is extending beyond the checkout lines of the traditional 

grocery store to convenience stores offering freshly made pre-packaged meals and to dollar 

stores and big-box discount retailers and clubs, all of which are expanding food-related 

inventory, according to the U.S. Bureau of Labor Statistics. 

Supermarkets, on the other hand, are offering more general merchandise and are adding services 

to cater to the budget-conscious and time-strapped consumer. 

Price inflation projected 

Grocery shoppers are expected to pay up to 3.5 percent more at the checkout counter this year as 

retail food price inflation kicks in. 

The 2010 consumer price index, which measures inflation for all goods, is projected to see an 

increase of 2.5 percent to 3.5 percent for grocery store prices, according to the U.S. Department 

of Agriculture’s 2010 Food Price Outlook. 

Increased commodity and energy costs, combined with more demand for food from recovering 

global economies, will lead to rising prices, the USDA said. 

The Food Alliance of New York State in Albany closely tracks prices as a trade group that 

mostly lobbies for the industry on legislative matters. 

“Shoppers are in grocery stores a couple of times a week, most of the time buying things they 

have previously. The industry is a penny profit on a dollar’s worth of sales,” said executive 

director Jim Rogers. 

“Competition just sharpens the competition and the ultimate beneficiary of competition happens 

to be the consumers. That is the case whether you’re talking about the Capital District, New 

York City or western New York,” Rogers said. “The consumers in this area are very well served 

by the types of supermarkets that they have here. Customers shop stores for different reasons. 

Price is very important, so is the freshness of the produce, the service, and so shoppers really 

have a multitude of reasons why they shop in certain stores. 

“It gives stores the opportunity to play to their strong points to attract shoppers,” he said. 

“Consumers drive the market and drive it with their dollars.” 
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Wal-mart’s plans 

Wal-Mart, the world’s largest retailer, said it will begin cutting its grocery prices April 1 in 

efforts to shake shoppers from their routine just in time for the Easter holiday, which 

traditionally results in a surge of meal sales. 

Hannaford and Price Chopper shrug off the plans, but a study shows that Wal-Mart Supercenters 

cause a downward trend in prices in the surrounding area. 

The 2008 study, “The Effects of Wal-Mart Supercenters on Grocery Prices in New England,” 

found the grocery prices of national brands at competing supermarkets within a five-mile radius 

experienced a 6 percent to 7 percent decline. Private label goods at such stores saw a 3 percent to 

8 percent decrease. The study was published in the Journal of Agricultural Economics. 

“In one form or other, there’s a Walmart in competition near all of our stores,” Norton said. “We 

have to compete against everybody and that’s part of what you’re seeing in this campaign.” 

Hannaford’s strategy is to grow in communities where people drive an average of 20 minutes to 

the grocery store. 

In June, the company will open a store in Duanesburg, intercepting shoppers that would normally 

have driven to the Price Chopper in Rotterdam, Norton said. The supermarket chain is adding 

three stores in Vermont this year and will have 173 stores by June, 46 of them in New York. 

Along with streamlining front-end operations to make the checkout process simpler and more 

efficient, the company is focusing on services that promote healthy lifestyles, such as the 

pharmacies located in 80 percent of its stores. Price Chopper has pharmacies in more than half its 

stores. 

Niche markets 

The focus on wellness is creating more niche markets throughout the grocery industry, according 

to Niskayuna Cooperative general manager Don Bisgrove. 

“Gluten-free is the big area we’re concentrating on. There’s so many needing gluten-free 

products and people who didn’t know they needed it,” said Bisgrove. “Demand is building and 

building and we’re getting calls from different companies all the time that they’re producing 

more products that fit into that category.” 

The cooperative, at the intersection of Nott Street and Balltown Road in Niskayuna, picks up 100 

members a month, Bisgrove said. At last check, it had more than 15,000 members. 

“We decided to really concentrate on the upscale, the more natural food and the organic foods, 

but we still have the full lines of supermarket foods. We got away from the giant-size detergents 

and paper goods. We’re more into food rather than non-foods,” Bisgrove said. 
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Price Chopper said it continues to increase service offerings in stores, recently expanding the 

food court in Albany’s Westgate Plaza store and expanding the deli in its Slingerlands store. 

Price Chopper also uses its “Good ’til” program to attract shoppers who prefer the everyday low 

price model used at Hannaford and Wal-Mart. The program runs quarter-to-quarter, discounting 

more than 5,000 items in a 14-week period, according to Golub. 

“Price comparisons are very common in our industry. They take the consumers’ eye off other 

competitive forces, like Price Chopper’s Fuel AdvantEdge program, which none of our 

competitors have,” Golub said. The fuel program offers shoppers who use Price Chopper’s 

loyalty card a reduction in gas prices at certain stations. 

Local food retailers also point to science-based nutritional rating systems like NuVal and 

Guiding Stars, exclusive brands at deli departments, customer-centric seafood departments and 

floral services as marks of distinction. 

Price Chopper says goods from its bakeries are made from scratch — one of the many reasons 

the supermarket remains competitive. The company’s community involvement in local civic 

efforts and sponsorship of events also give customers a reason to explore its aisles, Golub said. 

Price Chopper will have 127 locations by June, as it adds new stores that will open in Warwick, 

N.Y., and Middletown, Conn., in June, along with six stores it recently acquired from a rival 

supermarket chain in another part of the state. 

“We will work to earn that loyalty every day. It’s a never-ending endeavor,“ Golub said. “But 

clearly given the growth of our market share we know that customers are responding to the offers 

that we have.” 
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Banks, credit unions find cause for optimism in 2010 

Sunday, February 21, 2010 

By Ameerah Cetawayo  

Gazette Reporter 

CAPITAL REGION — While the wave of disruptive failures and hugely expensive bailouts that 

rippled through the banking industry largely bypassed the Capital Region, the recession 

nonetheless left its mark here: 

Capital Region banks and credit unions head into 2010 concerned about regulatory changes and 

trying to rebuild their loan portfolios. 

New requirements for banks to increase their capital reserves along with a multitude of other, 

potentially costly regulations being debated in Washington weigh on bankers’ minds even as 

they maintain cautious optimism about the economy. 

“Ultimately we need to be creating jobs to make up for the jobs lost in the last 18 months or so. 

It’s up in the air,” said Trustco Bank Vice President and Treasurer Kevin Timmons, who hopes 

the recent improvement in unemployment rates stabilize into long-term trends. “As a banker you 

have to be concerned about your core loans, even if you’re an ultimately conservative lender. If 

your customer loses their job that loan can be a problem asset.” 

Sunmark Federal Credit Union President and CEO Bruce M. Beaudette said the reason the 

financial crisis isn’t easing is that in addition to the bad mortgage loans that hit the Sunbelt areas 

hard, many of the big banks and corporate credit unions, which provide clearing services to 

community credit unions, still have a lot of toxic investments on their books — particularly 

mortgage-backed securities. 

They’re still on the balance sheets of large financial institutions, he said, but there’s no longer 

any market for mortgage-backed securities, so federal regulations require that they not be 

recorded as assets. 

“It’s really depressing their earnings and inhibiting their willingness to make loans,” Beaudette 

said. “You have to write them down, but when the value goes up you can write them back up 

again. It’s extremely conservative and it’s a part of the problem.” 

Another damper on the economy is the rising cost of deposit insurance for banks and credit 

unions. 

“Banks are paying extremely high rates to the Federal Deposit Insurance Corp. to cover the 

FDIC’s losses,” he said. “That makes it harder for institutions to lend because they’re not making 

a profi t in many cases and they’re just being very conservative.” 

MORE PAIN DUE 

http://www.dailygazette.com/staff/ameerah-cetawayo/
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Michael Castellana, president and CEO of SEFCU, said the economic decline has eased, but it’s 

too early to say the economic crisis has ended. 

“I think there’s going to be more pain that will come upon us in a variety of sectors, in part from 

the municipal areas. The budgets, state, regional and local, will come under tremendous pressure 

and . . . that trickle-down effect has yet to completely filter through,” he said. 

Unemployment normally continues to increase even as the economy emerges from a recession, 

Castellana said. 

“It will be a while before we see a robust increase in employment rolls — foremost corporations 

and certainly from the standpoint of any governmental sector,” he said. 

The trend of mergers and consolidations in financial services and other sectors is also expected 

to continue. 

“Scale is going to be considerably important. Those who are around the margins are going to 

need to find a partner or close their doors,” Castellana said. “Productivity increases through 

merger and consolidation. When that happens, there is a certain amount of job loss and 

dislocation that happens but the organization that arises is stronger and better able to withstand 

the economic conditions.” 

FINANCIAL REGULATION 

Chris Dowd, president of Ballston Spa National Bank, said it will be interesting to see how the 

federal government responds to the “too big to fail” question amid financial reregulation. 

“If you have a system where sizable banks are protected from failing, where’s the financial risk 

and how is that addressed in the regulatory framework? As a $350 million community bank, I 

don’t feel like I have that safety net standing behind me when I make financial decisions,” he 

said, adding that his bank declined bailout funds. 

Between the state Legislature and Congress, the regulatory environment is seen as volatile, 

Dowd said. “At the least I have a fear of unintended consequences in trying to fix or enhance the 

regulatory framework,” he added. 

At the federal level, Dowd has concerns about the cost and impact to consumers of mortgage 

clampdown legislation that would allow bankruptcy judges to reduce or modify the terms of a 

residential mortgage, mainly because it is unknown how bankruptcy judges would use the power 

if given to them. 

Credit unions locally and across the region will look for reform that enables more competition, 

according to Bill Mellin, president and CEO for the Credit Union Association of New York 

State. 



- 18 - 
 

A New York state law going back to the 1920s stipulates that only commercially chartered banks 

can accept deposits from a fire department, school or library. Because of the law, though 

municipalities may sponsor a credit union, they are not allowed to use it for their own accounts, 

Mellin said. 

By opening up credit unions to take in municipal deposits, Mellin said the benefits could be 

lower interest rates and keeping the money in the local economy. 

“Most of the commercial banks aren’t headquartered here and the deposits go somewhere else,” 

Mellin said. “We think we can make this a more competitive environment if we open this up.” 

This year will also mark a major push to lift the lending cap on credit unions across the nation. 

Instituted in 1998, the federal law states that only 12.25 percent of a credit union’s assets can be 

lent to businesses. 

Mellin said that some regulatory relief in terms of member business lending will be a perfect 

opportunity to boost the economy in a way that will cost zero tax dollars. 

RAISING THE CAP 

In late December, New York Democratic senators Charles Schumer and Kirsten Gillibrand co-

sponsored introduced Senate Bill 2919, which would raise the lending cap to 25 percent of total 

assets. 

A recent analysis by the Credit Union National Association shows that lifting the cap could 

create up to 108,000 jobs and pump $10 billion in credit to small businesses in the first year the 

bill was in effect. 

Increasing the amount of credit union loans to businesses was part of the job stimulus initiatives 

list given to President Obama after his White House jobs summit held last year. Local financial 

institutions move forward and prosper by becoming more efficient and growing loan revenue. 

Sunmark decreased its operating expenses by more than $2 million in 2009 and created a 

program called Cost Saving Implementation or CSI to give incentives for those who can cut 

costs. 

“We try to make it fun for our employees,” Beaudette said. “We were never crazy with our 

spending. Times have been good for us for many years and it was never as much as a focus as it 

needs to be now.” 

Sunmark has banked $630,000 in savings ideas from staff, with the rest of the $2 million 

achieved through staff attrition, renegotiating contracts with vendors, eliminating virtually all 

travel expenses, prefunding its pension, and paring down the activities for its annual meeting. 

“Anything that wasn’t absolutely necessary we felt we owed it to the members to be as lean and 

effi cient as we can,” Beaudette said. 
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Sunmark, now at its lowest lending levels in 25 years, continues to look for ways to generate 

non-interest revenue. One revenue driver is insurance. 

“We have our own insurance agency and property and casualty insurance is our own product,” 

Beaudette said. “We will have sold over a million dollars in premiums for insurance; we get 

commissions off of that.” 

Castellana said SEFCU’s growth continues as it expands its number of branches throughout the 

Capital Region and the central and western New York regions. This year, it will add five more 

branches. 

KeyBank CEO Jeff Stone said deposits grew by 5 percent in 2009 and more are forecasted this 

year. Loans were down slightly, mainly due to people paying down lines of credit and companies 

not as much borrowing for new equipment and purchases. 

“We forecast a growth in our loan balances in 2010. We’re thinking that the interest rate will stay 

low for the first and second quarter, which is difficult for those on fi xed incomes investing in 

CDs, but it’s good for borrowers,” Stone said. “All in all, I’m pretty optimistic about 2010.” 
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Consumer confidence crucial for the struggling retail sector 

Sunday, February 21, 2010 

By Ameerah Cetawayo  

Gazette Reporter 

 

CAPITAL REGION — As consumers balance promising signs of economic recovery with news 

of layoffs and local government cutbacks, their willingness to spend remains conservative. 

Experts say consumers are still worried, holding off spending for the most part as they expect 

rough economic times to continue this year. Though the economy as a whole may be turning the 

corner, they aren’t ready to. 

“Consumer confidence is weak throughout New York with more continuing to say that things are 

getting worse rather than better and well fewer than half of New Yorkers in every region 

expecting happy days this year,” Don Levy, director of the Siena Research Institute, said in 

January. 

A handful of Rotterdam Square Mall patrons who spoke to The Gazette last month had such a 

perspective. 

While having a soda with a relative, Schenectady resident Selwyn Harlow said he hopes the 

economy improves, but between news of his city’s fiscal troubles, and a mix of announcements 

of both layoffs and new jobs for the area, he’s concerned. 

“Every time you turn around, they’re trying to tax everything,” Harlow said. 

Harlow said he does his part in helping the economy by going out to restaurants on a fairly 

regular basis. 

However, “We don’t buy a lot of things,” he said. 

Disabled Vietnam veteran Ronald Gary, of Schenectady, said he’s on the fence about buying a 

house. Inflation has him worried. 

He said the American economy is in trouble and there’s nothing people can do about it. 

“We’re getting hit from all angles,” he said, mentioning rising gas prices, postage rates, and 

government spending that leads to more taxes. 

Gary said people have to squeeze a dollar as much as they can to survive. 

“I look for a sale. It takes a lot of footwork, but I look for a sale,” Gary said. “Every time I see a 

penny on the ground, I pick it up.” 

http://www.dailygazette.com/staff/ameerah-cetawayo/
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The overall consumer confidence index was at 63.4 in January, up 16 percentage points for the 

Albany-Schenectady-Troy area. Future confidence, however, was down 3.2 percentage points to 

58.6. 

Buying plans for the fourth quarter of 2009 showed slight downturns in home and major home 

improvement sectors and increases for automotive, computer and furniture sectors. 

Mark Sokol, owner of Northwind Refrigeration & Appliance Service in Schenectady’s historic 

Stockade district, sees people’s struggles every day as he enters their houses to repair their 

appliances. 

“There’s a lot of people having a hard time; a lot of people having soup and crackers. There’s no 

filet mignon,” Sokol said. 

Sokol’s business has been thriving through the recession, increasing overall by 30 percent from 

2008 to 2009, driven by service calls and sales of used appliances and warranties. 

He said property owners are trying to cut corners every way they can due to high taxes in 

Schenectady County. 

“There is quite a demand and we’re trying to keep up,” said Sokol, who started off the year with 

better sales than he had a year ago. 

Olender Mattress adjusted its costs in response to lackluster sales in 2009 and now waits for the 

housing market to recover enough to boost business. 

Many people buy beds when they move into a new house, according to owner Richard Olender. 

“We’re not selling as many higher-end products as we were previously. Some people are trading 

down,” said Olender, who has run the 108-year-old, family-owned business since 1982. 

This year he’s also increasing his advertising, he said. 

Olender said he doesn’t know what to expect this year. 

“You just have to be very conservative in your purchasing,” he said. “Look at every cost you 

have to see where you can trim.” 

Usually the end of the year brings a big push in computer sales for Omni Computers in 

Schenectady. 2009 did not. 

“This time, there wasn’t. It was really flat,” CEO Scott Johnson said. “The computer sales were 

pretty consistent all year along, but we just didn’t get that last minute bubble at the end.” 

Johnson said the company’s belt was tightened and Christmas bonuses were affected. 
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“Money got tight,” he said. 

But this year will be better, he said, as newer technologies allow for more remote service work 

and reduce operating costs. 

Omni’s revenue is split about 70-30 between residential and business customers. 

Johnson expects the money made through computers sales to decline even if more computers are 

sold because of price declines, but he sees the service sector continuing to grow. 

“I don’t see computers going away. More and more businesses are using them,” he said. 

“They’re really the heart of most companies. If the server goes down, you can have 30 people on 

the payroll not doing anything.” 

As consumers become more knowledgeable, many are buying hardware online, and even 

attempting do the work themselves, though not always successfully. 

“We’re going more and more into service every day,” Johnson said. 

The Retail Council of New York State expects much of the nerveracking, challenging 

environment to continue for retailers who faced a roller coaster ride last year, according to 

spokeswoman Rebecca Flach. 

“Consumer confidence is slightly on the rise. Unemployment is still high but it is slowly starting 

to decrease. Home prices and the stock market are starting to improve, all of which are triggers,” 

Flach said. 

Flach agrees with other industry analysts that 2010 won’t be a year of particular growth for 

retail. 

Expect to see inventories that lean toward practicality in response to more pragmatic consumers 

who have been changed by challenging economic times. Even the defi nition of luxury has 

changed, Flach said. “Maybe people aren’t willing to spend the big bucks on cashmere. They’re 

trading down a bit. It’s hip to be frugal now,” she said. 
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