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THE FIRST LINE OF IMPRESSIONS ARE

CRITICAL
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2. LANDING PAGES & SPECIFIC CONTENT



3. MOBILE-FRIENDLY DESIGN



“Change is the 
only constant 
in life.

One’s ability to 
adapt to those 
changes will 
determine your 
success in life.”

-Ben Franklin 



“Reactive nature of staffing issues in the 
past few years really put pressure on 
our existing people, and the time they 

invested in new hires felt wasted.”
– Josh Bickford, Clyde’s Donuts
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AFFORDABILITY & VALUE



HIGHER QUALITY PRODUCTS!
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CUSTOMER-CENTRIC TRAINING



A FETA “CRAZE”



e-COMMERCE



“For the 1st time in a 
year, COST rose to #1 
IMPORTANCE OVER 

CONVENIENCE”
– Mercatus Survey





MILLENNIALS



“PARTNERSHIP
is an arrangement where parties, known as business 

partners, agree to COOPERATE to ADVANCE their 
MUTUAL INTERESTS”

– As defined by Wikipedia
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(SILENT VIDEO) FAINT, DISTANT SOUND OF TRAIN BUILDS FROM ”BACK ON THE TRACKS THROUGH THANK YOU”



David Haaf  
Inaugural President’s Address 
IDDBA 2023 / Anaheim CA 2023 
What’s in Store? 
“By the Industry For the Industry” 
-The below is the script presented by newly appointed International Dairy Deli Bakery Association
(IDDBA) President and CEO, David Haaf. David addressed industry challenges and opportunities and 
support and solutions the association provides.

Should you have questions, comments, or media inquiries, please direct those to Whitney Atkins, IDDBA’s 
Vice-President of Marketing watkins@iddba.org. 

Welcome to Anaheim! I want to thank each and every one of you for being here today and more 
importantly, your par�cipa�on and support of the IDDBA. Grand events such as these are simply not 
possible without great membership par�cipa�on, such as yours! Wow! How exci�ng it is to see such a 
dynamic mix of Dairy, Deli and Bakery professionals sharing great products, services, and most 
importantly, networking again! There is no ques�on that we are a passionate and unique breed of 
professionals in our industry.  

“People with great passion can make the impossible happen. I’d rather die of passion than boredom.” 
Quoted by French Novelist, Emile Zola. Barely a year removed from the Covid pandemic, I believe our 
passion has burnt strong. But our fuel to fire the passion, through networking face-to-face, was missing! 

Well, that passion is back! Stronger than ever, as noted by the great networking on the show floor 
yesterday. Our dedicated community of the IDDBA depends on  your passion to further our relevance 
and support to our membership through educa�on, resourcing, and networking.  

Today, I’m going to address 3 points of focus: our people, our customers, and our partners. We need to 
understand the evolu�on of these three cri�cal areas of our industry. Understanding how and why we 
should con�nue to invest resources in our strategies will be essen�al in the growth of our companies.  

First: Our People. Turnover in bakery delis is s�ll running record highs. Produc�vity has been at an 
all-�me low. In addi�on, average payroll in bakery deli is up over 12%. This is, of course, driving  up 
training commitments and budgets for product providers and services alike. Good news is 1st quarter 
repor�ng is indica�ng some stability and stronger applicant pools due to infla�on and recessionary 
pressures. What are we doing about it? What can we do about it?  

For starters, we have to understand the dynamics of our work force has drama�cally changed post-
pandemic. We have to rethink the key areas of staffing, which are recruitment, reten�on, and training. 
We also have to understand that it’s an “all about me” workforce.  
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We now need to focus on the 3 “Q’s”: quality of life, quality of work, and quality of schedule. 
Recruitment now requires some great salesmanship to atract today’s work force. Wages, though 
important, are not the sole deciding factor. Applicants are asking, “Are you willing to work around my 
schedule?”, “What does the workload look like for my posi�on”, “Do I have an opportunity to advance 
with your company?”. 
The tables have turned, we equally now have to sell our companies and the three “Q’s” to the poten�al 
employee versus them selling us on their abili�es. First line of impressions are cri�cal to recruitment of 
today’s top talent. Some of our country’s fortune 500 companies having the most success with 
recruitment and reten�on have invested top dollars and efforts in the first line of impressions, which are 
their career sites. They simply are far from basic or generic. Your career site is the first thing every 
candidate will check out, and we all know how important the first impression is.  
 
There are three key focuses these companies have in common. First, share employee stories candidates 
love to hear first-hand experiences before they apply. Who would speak beter about your company than 
your employees? Let’s take a look [video]. Great job by Jason’s Deli! Next, landing pages and specific 
content. Crea�ng landing pages for each job func�on makes it easier for candidates to browse through 
the jobs and stop only on the most relevant ones. And finally, mobile friendly design. No secret, phones 
are essen�al to our livelihood. Invest some �me and effort in designing a site that accepts mobile 
applica�ons.  
 
“Change is the only constant in life. One’s ability to adapt to those changes will determine your success 
in life,” quoted by Benjamin Franklin. Staffing and work force expecta�ons are constantly changing and at 
�mes demanding. Training is and has always been a key focus in the success of a produc�ve team. Once 
again, we have to rethink our strategies in our companies and organiza�ons. Simple on the job training is 
not going to cut it. Companies are being forced to do more with less. Our associa�ons are pressured to 
keep up with workload and produc�on, much less spend �me training.  
 
Josh Bickford, President with Clyde’s Donuts, shared with me, “Reac�ve nature of staffing issues in the 
past few years really put pressure on our exis�ng people and the �me they invested in new hires felt 
wasted.” How many of you have heard a similar story in your company? We have to look at stronger 
commitments to our computer-based training and on-demand videos with our new employees.  
 
Yes, that’s right folks. The QR code is back! Job aids that are supported with quick “how-to” videos with 
simple scan of the QR code help instruct our new associates.  
 
At the point of prepara�on. Starbucks executes this as good as any company with their “clean, safe, and 
ready” card program. These cards are assigned daily to their baristas. They provide video instruc�on for 
easy comprehension and task execu�on.  
 
Technology can also play a role in assis�ng in our produc�vity, as well as bridging the gap while we train 
our new work force. Our manufacturers con�nue to develop great new innova�ons. Take a look at this 
great training video of the future. [Video].  
 



In addi�on, freezer to oven product quality has come a long way over the past several years over the 
past several years and has become more relevant in our bakery categories. Bakers used to be a dime a 
dozen and trained their own replacements upon re�rement. Now turnover in bakeries is at an all-�me 
high. Croissants being a perfect example. The most cri�cal step in a great croissant is……? That’s right – 
proofing! Freezer-to-over now eliminates that step. In fact, eliminates several steps. You now place on 
pan, bake, and package. As retailers, you now have mul�ple op�ons to pick from. Proof and bake, freezer 
to over, or fully finished. All you have to do now is decide what product offering fits your current work 
force and your customer’s needs.  
 
Reten�on: equally challenging and important. Companies beter be able to back up the 3 “Q’s”. Today’s 
work force is less pa�ent and job supply is plen�ful. Compensa�on and benefits, though important, are 
not the sole determina�on of associate loyalty and reten�on.  
 
Successful companies naviga�ng the reten�on challenge all have these course-of-ac�ons in common. 
First, improving organiza�onal culture. It’s probably the single most difficult thing for a company and 
leadership to accept. However, it’s clearly one of today’s key drivers of work place sa�sfac�on. Involving: 
ar�cula�ng values, employee voices, and commitment to both diversity and inclusion.  
 
Next, priori�zing work life balance. Not just a buzzword – it’s reality. Understanding remote and flexible 
scheduling are important, but of litle use, if associates have more work than they can reasonably 
achieve.  
 
Recognizing employee contribu�ons. Everyone likes to feel valued. “When employees feel recognized, 
they are 56% less likely to look for new opportuni�es,” as noted by a Gallup/Workman survey.  
 
And finally, crea�ng pathways for growth. According to McKinsey & Company, “Lack of opportuni�es for 
career development and advancement were the top reasons employees le� jobs last year.”  
 
These are real challenges and opportuni�es. We’re here to help! We have an IDDBA community full of 
resources dedicated to educa�ng you and your companies in these endeavors. We’re commited to 
con�nued growth in educa�on and training with job aids, cer�fica�on classes, and leadership 
development, just to name a few. Reach out to our talented team of professionals here at the IDDBA.  
 
Our Customers.  
Understanding our customers’ shopping habits is not new. However, it has taken a dynamic shi� post 
pandemic. Savings con�nues to be top of mind for our customers. Though it presents challenges, it also 
crates acceptance by our customers that they will have to pay more. Eleva�ng affordability and value is 
s�ll a top priority to our customers. However, customers have also come to expect and turn to higher 
quality products. This can be seen as a win for retailers, allowing them to introduce new and higher 
quality products. Our job as retailers is to help educate our customers what the value in products are. I’ll 
give you a hint, it does not always mean cheaper. 
 
No ques�on, infla�on has led to some stressful �mes for our customers. Couple that with the recent 
ending of SNAP emergency allotments. Our industry is staring at a $46 billion gap in consumer spending. 



As infla�on leads to recession, customers will be forced to watch their spending even more, raising stress 
levels even higher.  
 
One shi� in customer shopping habits from this transi�on is permissible indulgences. Meaning our 
customers are looking for small, affordable ways to treat themselves during these stressful �mes. In my 
previous role as VP of Deli Bakery Opera�ons, we understood that we were an impulse buy department. 
Meaning our product offerings were not must-have items on our customers’ shopping lists. Retailers 
need to be looking at ways to present value to our customers while at the same �me feeding their 
permissible indulgences.  
 
One example, noted in several top 100 retailers is ½ cake and ½ pies. Programs such as these give 
customers the quality they want at a retail beter suited to their budget.  
 
As the leaders of our industry and companies, we have to coach and train our employees on 
communica�ng the value to our customers. In addi�on to quality and value, customers now expect an 
experience. Meaning more service and customer-centric training with our employees.  
 
It also means reac�ng and marke�ng to the dynamic shi�s our customers are demanding. Understanding 
our customers have become more crea�ve and engaged in meal prepara�on and not afraid to showcase 
exquisite crea�ons for all the world to see.  
 
How many of you remember this now famous baked feta pasta dish? [video] Show of hands if you, your 
company, or more importantly, your family were impacted by Jenni’s TikTok post? Literally put our na�on 
and world on its side with overwhelming demands for feta. 
 
E-commerce con�nues to hold strong. You need to ensure it is an essen�al part of your company’s staff 
educa�on and resourcing strategy. Convenience has always been popular with American shoppers. Cost 
of conveniences, however, has become a key factor in the e-commerce sector.  
 
According to a recent Marketo study, “For the first �me in a year, cost rose to number one importance 
over convenience.” Meaning, customers are now star�ng to place thresholds on how much they are 
prepared to pay for that convenience. This is not to say that the American customer is not fully vested in 
home delivery, but rather, becoming more frugal in their decision making.  
 
In fact, home delivery services such as Instacart, Grub Hub, and Doordash all reported strong growth in 
year-over-year earnings. All of these services charge customers premium upcharges to do their shopping 
and meal prepara�on. Yet customers are s�ll prepared to pay for it. Millennials are u�lizing at-home 
delivery at nearly twice the rate of baby boomers. Redirec�ng your marke�ng strategies has to be a top 
priority.  
 
Click and Collect sales were in excess of $95 billion last year and are expected to reach $113 billion in 
2023. Curbside service flourished throughout the pandemic and now our customers have become 
accustomed and enjoy the service. Focusing research and resources is a must. Our IDDBA community can 
assist you with these trends and suppor�ng informa�on. 



 
Finally, Our Partners. “Partnership is an arrangement where par�es, known as business partners, agree 
to cooperate to advance their mutual interests,” as defined by Wikipedia.  
 
Why do I emphasize the term partnership? Because it is an essen�al part of our business strategies to 
grow our business together. 
Yes, that’s right team! We need each other. Manufacturers can’t survive without retailers and retailers 
can’t survive without products and services. Most important, our customers are depending on us to 
partner together to provide them the products, services, and value they need.  
 
Unfortunately, partnerships have become diluted in some instances. Challenges in sourcing ingredients 
and products have forced some companies to simply accept what’s available. We must get back to 
becoming partners again.  
 
Those of us who have maintained great partnerships know the true value of partnerships versus simply 
doing business with a company. End goal, for most every company in the room today, is to provide 
excellent products and services to our customers. Fair statement? Whether we’re a supplier, retailer, or 
service provider, our livelihoods depend on our customers shopping with our company.  
 
No secret to anyone in the room, supply chains have been challenged more than any other �me in the 
history of our country. Our supply chain manufacturers have been and s�ll are seeing challenges in 
sourcing ingredients, supplies, and labor constraints. However, we cannot let that get in the way of 
partnering together! 
 
Here’s a final thought on partnerships. I want each and every one of you to know and understand that 
we, the IDDBA, are a partner to each and every one of you and your companies! We are a community 
built of talented staff, board of directors, retailers, manufacturers, and brokers that are commited to 
suppor�ng the well-being, success, and growth of your companies and our industry. As the premier 
trade organiza�on for the industry, we can provide great networking and resourcing.  
 
We’re not going anywhere, except forward with you! Reach out to us. Tell us your needs. Challenge us to 
beter assist you. Our industry is back on the tracks and running full steam ahead! We’re here to be a 
part of your strategies and your future. Together we will persevere! Thank you!  
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