Foodservice

White space, right time

Burris acquires Honor Foods, plans to expand foodservice redistribution.

Burris Philadelphia, PA

marketing executives talk about identifying unmet

needs or “white spaces” in a market.
And the food distribution market is no different.
That's why this summer saw Burris Logistics acquire
Honor Foods, a Philadelphia-based foodservice
redistributor.
“It fits our [business] model, which is to not just store
pallets but solve more problems and connect more
links in the supply chain,” says Donnie Burris, presi-
dent of Burris Refrigerated Logistics. “Foodservice
redistribution is one way for us to do that. We're
always looking to diversify our operations and we're
quite comfortable handling foodservice accounts.”
A fifth generation family member, Burris notes that
his family once operated a foodservice distribution
company from the 1950’s to the 1980's.
Burris’ newest division, Honor, is centrally located in
the New York-Philadelphia-Washington, D.C., corri-
dor and services all four tiers of foodservice distribu-
tors — from large distributors to small regional opera-
tors — in six states. Honor’s multitemp warehouse
spans 120,000 square feet and is equipped with
everything from radio frequency controls (fo aide
order picking) to a transportation routing system to
efficiently supplying more than 500 customers.
Since its start in the late 1940’s, Honor has distin-
guished itself by redistributing quality products.
Today, the company also offers everything from sales
consulting and promotional support to customized
sales reporting and detailed order processing. The
company likewise offers customer pick-up and a host

I-isten closely enough and you’ll hear sales and

of value-added services through its own fleet.

A 30-year plus veteran in the food industry, Mark
Tarzwell is president of Burris Retail Logistics, of which
Honor Foods is a division.

“Although the [foodservice] business is supplied by dif-
ferent distributors and the packaging is different, Burris
deals with many of the same food processor vendors
— from poultry to potatoes — and we hope to leverage
our relationships to gain strategic partnerships and
improve our purchasing position,” he says.
“Meanwhile, we can help our foodservice distributor
customers in four key areas: by eliminating inventory
costs, reducing outof-stocks, improving product offer-
ings and by reducing lead-ime issues to improve serv-
ice to their customers.”

Because it operates its own refrigerated trailer fleet
and because of its extensive ties with other truckers,
Burris has developed an extensive LTL (less-than-truck-
load) shipping program. Combined with its proven
skills in case and order picking, Tarzwell says that
Honor can ship customers just the right products, in just
the right quantities (down to the box level), with just
one day’s notice.

No less important: Honor Foods is increasing its capa-
bilities at just the right time — given rising fuel costs and
a critical shortage of LTL truck drivers.

“Not only will we expand Honor's sales territory but
we also can draw upon Burris’ size and expertise in
perishable foods,” says Tarzwell.  “That ultimately
means Honor now can compete in the fastgrowing
market for center-ofthe-plate perishable entrees and
other fresh meal solutions.”




