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LEOMINSTER, MA -- Cheryl Baumgarten makes a monthly 40-minute trip from 
her home in Rindge, N.H., to the growing array of big-box retailers at the Mall at 

Whitney Field. "We don't have any shopping," she said of the local retail scene 

near her town.

Preferring the less congested southward commute to Leominster than a trip to 
Nashua, N.H., Baumgarten said the Twin Cities' large and diverse retail stores 
are well worth the long drive.

"It's a step up," she said outside Circuit City's teeming parking lot on a recent af-
ternoon.

Baumgarten is one of thousands of shoppers driving up sales at area retailers, 
said Amy Greaney, marketing director at Leominster's Mall at Whitney Field.

The Twin Cities' growing number of large-scale retail stores -- and Wal-Mart and 
Target are on the way -- lure customers from an ever-widening swath of commu-
nities across Central Massachusetts and Southern New Hampshire, according to 
Greaney and other local industry observers.

A convergence of factors, including shifting demographics, highway accessibility, 
growing congestion on highways skirting Boston and a diverse mix of area retail-
ers lure shoppers from at least a 30-mile radius, Greaney said.

"It is a large base," said Greaney, who recently completed an in-depth study of 
regional demand for large-scale retailers to help market the mall to prospective 
tenants.

A retail hub
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Rising gas prices have a ripple effect statewide

By Lucy Sutherland

Malay Sarivong won’t be taking a vacation this summer because gas prices have 
climbed too high. “I don’t think I’ll be going anywhere, said Sarivong, a Fitchburg 
resident who dreams about buying a hybrid car, but can’t afford one. 

Jim Reger, president of the road construction firm P.J. Keating Company in 
Lunenburg, pays twice as much as he did last year for gas. He said the soaring 
price of crude oil, a base material used in asphalt, has also cut deeply into the 
company’s bottom line. 

Since heating oil prices began their steady climb this winter, many residents in 
Larry Charles’ apartment complex have been priced out of his building because 
the landlord has been forced to raise the rent.  “Something’s got to give,” said 
Charles, a Leominster resident. 

Bay State consumers and businesses alike are scrambling to cope with the sky-
rocketing price of crude oil, which is driving up the cost of other energy sources. 

A mini-regression 

The ripple effects are legion, including rising gas and other energy costs, lower 
profits for businesses and flatter consumer spending, analysts say. It s a mini-
regression back to the 1970s, said Ned Riley, chief investment strategist at State 
Street Global Advisors in Boston. When crude oil prices began to edge up in ear-
nest last year, said Riley, most economists thought the impact would be limited. 

Now, he said, the problem is weakening the state s economy. “It’s generally ac-
cepted that (higher gas prices) will have an impact on inflation,” he added, a sign 
that consumers are getting more cost-conscious. Riley points to sluggish car 
sales in recent months as a signal that demand for big-ticket items such as cars 
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Shoppers' tastes are changing
By Lucy Sutherland

The recent bankruptcy of Winn Dixie, once among the most profitable of U.S. grocers, is a sign of tumul-
tuous times in the nation's retail food industry, according to Karen Brown of the Food Marketing Institute, 
a national trade association. Exploding competition and rapidly-evolving consumer tastes are leaving 
many national supermarket chains struggling to survive, she said.

But while food retailers grapple with a rapidly-shifting market, Hannaford Brothers, the Portland-Maine-
based company which bought Victory Supermarkets from Arthur P. DiGeronimo Jr. last year, is thriving, 
according to recent financial reports released by the company.

Rick Meyerkopf, vice president of retail operations for Hannaford Brothers, said by offering a larger variety 
of products at consistently low prices, Hannaford Brothers can still compete with Shaws and other na-
tional chains.

Meyerkopf said product variety is crucial, since sweeping changes in consumer tastes -- especially for 
organic products -- "are happening faster than they were a few years ago." The company will add about 
2,000 additional brands to Victory Supermarket shelves over the next year, including Hannaford Brothers' 
signature brands, he said.

One signature line, a collection of organic products called Nature's Place that will be sold in what Meyer-
kopf described as "a store within a store," makes Hannaford Brothers unique and helps it to compete with 
more upscale chains.

Reaching out to Hispanic and Asian shoppers

Meyerkopf said the Hannaford Brothers will also respond to the shoppers' growing demands for ethnic 
food. Brown applauded this move and said a greater variety of Hispanic, Asian and other ethnic foods will 
also helps Hannaford Brothers to compete in its new markets.

"Two of the fastest-growing populations in the country are Hispanic and Asian," she said. These popula-
tions are growing rapidly in North Central Massachusetts, a trend Meyerkopf said he wants to leverage by 
having more Hispanic and Asian foods.

Hannaford, which operates 140 stores, mostly in New England, is owned by Delhaize Group, a Belgian-
based conglomerate. They also have stores in the South.

DiGeronimo said Delhaize, which operates about 1,500 hundred U.S. stores in 16 states under multiple 
banners, values Hannaford Brothers' understanding of the Northeast market. "Hannaford is really a New 
England company," DiGeronimo said.



Strong sales

Hannaford Brothers executives declined to comment on recent sales figures, but according to a prelimi-
nary 2004 earnings report released by Delhaize in January, sales at the Hannaford Brothers' chain re-
mained "strong" last year. The same report said Delhaize increased U.S. sales by 1.9 percent last year, 
pushing the company's U.S. profits over the $15 billion mark in 2004.

When asked why previously successful chains such as Winn Dixie are struggling, Meyerkopf said Winn 
Dixie didn't keep up with changing shopper tastes and expectations. "(Winn Dixie) didn't stay current (with 
customer demands)," said Meyerkopf.

Brown said larger, better-financed companies like Hannaford Brothers are well-suited to compete in a 
crowded market because they offer better product variety and lower prices. "One of the things that's been 
going on is blurring of the lines of retail...Everybody is in the food business."

Meyerkopf, who is managing the transition of Victory Supermarkets' 19 Massachusetts stores to the Han-
naford Brothers brand, agrees with Brown's analysis.
He said as an exploding number of competitors, including Wal-Mart and high-end grocers such as Whole 
Foods Market, are competing in greater numbers with traditional supermarkets.

Terry Donilon, a spokesman for Shaw's Supermarkets, also agrees with Brown.

He said while the amount of dollars being spent at food retailers has not increased significantly, "the pool 
of competitors has increased dramatically."
Shaws began offering online shopping last year to better compete in a crowded playing field, a service 
Hannaford Brothers does not offer its customers.

Meyerkopf said the company will probably add pharmacies at the two Leominster stores, which will also 
be renamed under the new Hannaford Brothers brand in the coming year. He added that Hannaford 
Brothers will be investing "millions" in renovations of the Victory Supermarket chain, including the two 
Leominster stores, also in the coming year.

The renovations will include new exterior signs and upgrades of the stores' interiors, he said, without of-
fering further details. Winn Dixie, Meyerkopf said, like many other U.S. supermarket chains that have 
struggled, suffered from dilapidated stores that drove customers away. "They didn't invest in (renovations) 
at their stores," he added.

DiGeronimo looks forward to seeing Hannaford Brothers grow the stores they acquired from him, the first 
of which was launched in 1923 on Mechanic street. "I hope they succeed with it, I really do," he said.
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