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March 26, 2024

Dear Shareholders,

Your Board of Directors and management are pleased to present the audited results for fiscal 2023. Consol-
idated sales reached $12.4 billion, up 0.8% on a comparable basis. Total year-end patronage, after retainage, 
was $284 million, or 2.72% of qualifying sales. Total distribution, including patronage, allowances, and interest 
back to members, was $602.8 million, increasing 10.88%. In addition, the trading value of AWG stock increased 
to $1,610 per share, an increase of 3.9%. Net sales for the cooperative were $11.1 billion, up 3.16% from the prior 
year. Member investment and equity declined to $655.8 million, reflecting strategic projects start-up costs.

These results were achieved through continuous improvements in our division operating results, efficiency, and 
productivity initiatives. Despite ongoing inflationary pressures on operating expenses, our unwavering focus 
on year-over-year cooperative sales growth, both with new and existing members, has yielded positive out-
comes. Strategic investments under the Convergence initiative in merchandising, marketing and promotional 
funding enhancements have significantly contributed to the remarkable 10.88% improvement in total distribu-
tions for the year. Noteworthy developments include a comprehensive relaunch of our AWG Brands portfolio, 
introduction of new label designs, new product offerings, and ongoing AWG Brands investments aimed at 
solidifying your cooperative’s position as the largest brand within your markets. 

Throughout 2023, we also launched multiple strategic projects to redefine our future distribution capabili-
ties.  The inauguration of the All-In-One Distribution Center, now the new Mid-South Division in Hernando, MS 
marks a significant milestone. The first phase of consolidating Valu Merchandisers Company (VMC) products 
and departments into the new Mid-South Division commenced in 2023. Our consolidated member investment 
and equity results reflect start-up costs and close-down expenses at our AWG Southaven and VMC Memphis 
facilities. These investments were part of the planned strategic project and closure plans in 2023, with gains 
from sales of buildings occurring in fiscal year 2022. The integration of the VMC products into the cooperative 
for members’ stores will commence in phases during fiscal 2024.

In 2023, we moved 86 member stores into our new Upper Midwest Division in St. Cloud, MN. The new division 
created needed new capacity within the total distribution network, with volume rebalancing taking place in the 
Nebraska, Great Lakes, and Nashville distribution centers. The Upper Midwest Division continues in its second 
year to be a growth opportunity for the cooperative.

Fiscal year 2023 served as a transitional period, focused on stabilizing the supply chain, member growth ini-
tiatives, and the successful execution of multiple strategic projects. Looking ahead, we remain committed to 
fostering collaboration among the membership to collectively build sales, retail profits and overall strength to 
market. Collaborative efforts will yield more scale, reduce costs and eliminate end-to-end redundant expenses, 
redirecting resources toward store growth, profitability, and consumer success in each market served.

Together with our teammates, your board of directors’ leadership and our members’ passionate support for 
the cooperative, we will continue to partner together for mutual success. We will continue building collabora-
tive growth for our membership, vendor partners and the cooperative. Thank you for your commitment and 
ongoing support for your cooperative. 
 

Sincerely,

Dan Funk
President & CEO

Barry Queen
Chairman of the Board



THE NEW

EXECUTIVE EXECUTIVE 
LEADERSHIP TEAMLEADERSHIP TEAM
AWG exists to ensure the success and prosperity of 
its member retailers. One way AWG fulfills this pur-
pose is through its employee teammates. In addi-
tion to President and CEO Dan Funk, AWG is led by 
an Executive Leadership Team (ELT). With the need 
to shift responsibilities formerly overseen by Dan as 
the Chief Operating Officer (COO) and the upcoming 
retirement in March 2024 of Emile Breaux, AWG’s Se-
nior Vice President (SVP), Chief Sales and Support Of-
ficer, who oversaw many different areas within AWG, 
including Valu Merchandisers Company (VMC), the 
AWG ELT is realigned and ready for the future.

Joining AWG in 2023, Derek Jones, Executive Vice 
President (EVP), Division Operations, oversees all 
division teams with all Regional Managers reporting in 
through him as well as having oversight of all areas of 
distribution and logistics. Also joining in 2023, James 
Neumann, SVP, Development, oversees all aspects of 
the real estate, store engineering, design/décor and 
business development functions. Both leaders bring 
extensive retail experience to our ELT and a strong 
commitment to serving independent grocers.

Joining the ELT over the past few years are Stephanie 
Becker, Chief Legal Officer and General Counsel, 
responsible for oversight of all legal and Board activ-
ities as well as governmental relations; Tye Anthony, 
Chief Merchandising and Marketing Officer, who’s 
responsibilities have recently expanded and now 
include all areas related to both national brand and 
private label product (Perishables, Center Store, His-
panic and Specialty Food, and Non-Food), as well as 
Advertising, Marketing, Digital Services, Pricing, Re-
tail Learning and Pharmacy; and Shelly Moore, SVP, 
Chief Information Officer (CIO), responsible for in-
formation technology (IT) services, including solu-
tion integration, application development, IT sup-
port center, technology infrastructure, security, data 
governance and project management. This group of 
leaders are added experience, energy and leadership 
to critical areas of our AWG business.

Rounding out the ELT are those who were charter 
members of the group, including Gary Koch, Chief 
Financial Officer (CFO), responsible for oversight 
of risk management, tax, internal audit, information 
technology and development as well as finance and 
accounting; Pat Reeves, Chief Human Resources Of-
ficer (CHRO), responsible for oversight of all person-
nel activities related to the entire team at AWG as well 
as Corporate Communications and holding a key role 
in shaping AWG’s strategy work; and Richard Kearns, 
EVP, Distribution and Logistics, responsible for cor-
porate oversight of all warehouse and transportation 
functions, and direct responsibility for the All-In-One 
(AIO) Distribution Hub, corporate services and food 
safety. All three bring stability, continuity and broad 
contribution in expertise needed to lead AWG forward.

This ELT group, under Dan’s leadership, will guide 
AWG’s success. They look forward to working with 
each and every member, employee and vendor, 
modeling AWG’s values of humility, accountability, 
transparency and serving to ensure AWG’s success 
for many years to come. 
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Since David Smith joined AWG, membership has grown from 1,200 
stores and three divisions with sales of $3.2 billion to more than 3,400 
stores and nine wholesale divisions with consolidated sales in 2023 
of $12.4 billion. As president and chief executive officer (CEO) since 
2015, David was the chief architect of significant growth during his 
tenure with his servant leadership, commitment to the personal and 
professional development of teammates and dedication to increasing 
member value. David retired as president and CEO in December 2023, 
capping off a remarkable career. 

David’s foray into the grocery business began in 1975 at his fami-
ly-owned, independent multi-store grocery business in Tennessee, 
working his way up until he was named president, CEO and principal 
owner at the age of 26. When the family business was sold in 1987, 
David went to work for the Nashville division of grocery wholesaler 
Malone & Hyde. In 2003, when the Nashville and Memphis divisions 
were acquired by AWG, David’s career with the Cooperative began.  

Holding various divisional and corporate positions, David served as 
AWG’s director of real estate, director of member services, and vice 
president of merchandising and marketing. In 2012, David was named 
senior vice president and division manager of AWG’s new Gulf Coast 
division. In 2014, David was named executive vice president of opera-
tions and in 2015 was elected by the AWG Board of Directors as presi-
dent and CEO. 

Among his many contributions to growing AWG as president and CEO, 
David oversaw the addition of three new divisions, two coming with 
the unification with retailer cooperative Affiliated Foods Midwest and 
the third as a ground up division in St. Cloud, Minn. He led the team 
through an unprecedented pandemic and championed AWG’s invest-
ment into automation by spearheading the All-In-One (AIO) Distribu-
tion Hub, AWG’s largest capital project to date. Throughout David’s 
leadership, AWG has consistently been recognized and awarded by the 
grocery industry. Additionally, David has been recognized and award-
ed throughout the grocery industry and by his peers. What makes Da-
vid stand out among industry leaders is his innate ability to connect 
with people, an ability that has endeared him to everyone that has had 
the opportunity to know and work with him.  

The AWG Board of Directors, members and all our teammates are grate-
ful for all that David has contributed to the company during his tenure 
as president and CEO, and we are committed to continue building on 
his legacy. Thank you, David, and congratulations on your retirement!

DAVID SMITDAVID SMITHH
EIGHT YEARS OF

GROWTH & LEADERSHIP
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THE EVOLUTIONTHE EVOLUTION
CONTINUESCONTINUES

VALU MERCHANDISERS 
COMPANY (VMC) PRODUCT 
INTEGRATION INTO AWG

AWG’s All-In-One (AIO) Distribution Hub in Hernando, 
Miss., opened in phases starting in November 2022 and 
was fully operational in November 2023. As part of the 
transition, Southaven’s grocery departments, along 
with Valu Merchandisers Company’s (VMC) Memphis 
division, have been migrated into the AIO with plans 
to have VMC’s Fort Scott division migrated by midyear 
2024. This complex project included the commission-
ing of dry, fresh and frozen automation and manual 
processes, along with the implementation of a new 
warehouse management system. A large tote ware-
house was commissioned for each pick, low cube cases 
and items without a significant daily demand. With the 
distribution hub fully operational, we fulfilled commit-
ments the AIO promised to deliver upon and gained 
insights into our performance through feedback from 
our members. 

While there were expected results from the AIO, addi-
tional benefits were realized:

•	 More	 accuracy	 on	meat	 weights – Migrating from 
a person speaking weights into the system to utilizing 
scanning or automated technology to weigh cases, re-
sulted in more accurate meat weights. Based on feedback 
since implementation, members have reported few dis-
crepancies. This technology will be deployed in all facili-
ties in 2024. Scanning also provides an enhanced platform 
for product traceability, ensuring AWG will be positioned 
to comply with the January 2026 Food Safety Moderniza-
tion Act (FSMA) Rule 204 deadline. These Food Traceability 
rules establish additional tracking of certain products and re-
cordkeeping requirements for businesses that manufacture, 
process, pack or hold foods on the Food Traceability List

•	 Improved	pallet	quality –  With more than 
70% of the product volume leaving the AIO built by a 
machine, the machine efficiently builds a stable pallet, 
respecting food safety parameters and ensuring product 
segregation. Due to the improved pallet quality, trucks can 
be unloaded quickly. Based on member feedback, many 
unload times have been cut by 50%. Furthermore, due to 
cube fill on the pallets, there are less pallets to unload per 
stop and therefore fewer pallets to store in the backroom 
and return to the facility

•	 Enhanced	“on	shelf”	availability – Accuracy of 
selection has led to significant reductions in shipping er-
rors to retailers. Initial data reporting reveals that short-
ages and mispicks have reduced by 50%

As the consolidation of all facilities continues, AIO tote 
fill rates have increased density thus reducing the overall 
number of totes delivered to and handled by stores. On 
the operations side, with the use of automation and the 
overall layout of the AIO facility, we have been able to 
reduce the number of trucks transporting General Mer-
chandise (GM), Health and Beauty Care (HBC) and Spe-
cialty Foods (SF) products to each of AWG’s full-line di-
visions by more than 30%. The reduction of the number 
of trucks has resulted in cost savings for members, lower 
emissions and less congestion on the highways, contrib-
uting to a better environment for our communities.

Following the consolidation of the Fort Scott facility, 
we will turn our attention to extended variety and will 
add additional assortment into the facility. This will in-
clude a limited number of fresh and frozen items.

In 2024, we will further our mission of 
providing all AWG members with the 
tools, products and services needed to 
compete favorably in all markets served 
by servicing members with HBC, GM 
and SF from the AIO, thereby lowering 
freight costs, providing members with 
the benefits of the AIO’s state-of-the-art 
technology, and increasing the variety of 
items available for the shelf, all of which 
will result in a better cost of goods to the 
retailer from AWG.

FULLY OPERATIONALFULLY OPERATIONAL
ALL-IN-ONE (AIO) DISTRIBUTION HUB
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With the new AIO facility providing operational efficien-
cies into the future, AWG is also looking ahead to inte-
grate marketing and sales of former VMC product lines 
into the Cooperative’s overall sales and marketing plans. 
VMC product management and sales teams have been 
integrated into AWG’s category management, sales and 
merchandising organization. AWG plans include align-
ment of product category reviews, merchandising and 
promotional plans to provide our members with first-
class selling tools at retail. What remains constant is the 
laser focus on driving non-food, specialty and seasonal 
product sales with the same passion as has become the 
hallmark of the VMC team’s drive for excellence. 

Along with key synergies derived from the integration 
of teams into the Cooperative, members will continue 
to benefit from the attention and expertise of dedicated 
and knowledgeable category managers and sales pro-
fessionals who understand the non-foods, specialty and 
seasonal product lines. AWG plans include the continu-
ation of the dedicated shows for the legacy VMC prod-
ucts, along with the other AWG shows throughout the 
year. Additionally, as AWG completes the integration 

of distribution of former VMC products into the AIO, all 
sales of legacy VMC GM and SF products shipped from 
the AIO will be considered qualifying sales for patron-
age calculation, with HBC qualifying purchases timing 
based on completion of the VMC Fort Scott transition. 
This has been a long-standing member request that 
will become a reality in 2024.

VMC LIVES ON
Members participating in the VMC Pharmacy program 
will enjoy continued services from the VMC Pharmacy 
team. The Pharmacy program will remain a standalone 
program within the current VMC subsidiary, managed 
by Bob Pessel, Vice President Pharmacy, and his skilled 
pharmacy team. The VMC subsidiary will also continue 
to serve as the marketing and sales program for those 
customers who are not members of the cooperative.

THE FUTURE IS BRIGHT
Behind this year’s business transition was a dedicated 
team, highlighting the collaborative growth culture at 
AWG. Every team member was committed to execut-
ing the transition at a high-level, in addition to car-
rying out their everyday job. While 2023 was a chal-
lenging year it paves the way to have an extraordinary 
2024, making AWG and its members well-positioned 
for future growth.
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AWG works to balance the needs of members, ven-
dors and employees, positioning the company for 
long-term success. For the first time, AWG has includ-
ed all stakeholders by bringing together one team 
that includes a strategic counsel comprised of mem-
bers, AWG ELT, AWG Officers and vendor partners to 
collaborate on an effective 5-year strategy plan that 
leads AWG into the future. 

AWG’s mission and vision guide us. At the core of 
AWG’s strategy is its mission, which commits us to pro-
vide our member retailers all the tools, products and 

services they need to compete favorably in all markets 
served. This includes top quality supermarket mer-
chandise and support services, all at the lowest possi-
ble cost. Our vision provides a picture of the potential 
of AWG to be the most retailer focused and highest 
performing member-owned food wholesaler in Amer-
ica. We live our core values of humility, accountability, 
transparency and serving every day, and they not only 
connect us but drive how we show others AWG. 

Our people, values and behaviors determine 
AWG’s success. With this strategic plan, we will 

AWG STRATEGYAWG STRATEGY
realize our vision by strengthening the Cooper-
ative through our members ;  prioritizing growth 
of existing members and proactively planning for 
meaningful new growth to drive volume and build 
capabilities; in productivity ,  championing distri-
bution and logistics operations by refining imple-
mentation of first-class processes, technology, 
culture, people and services; and developing our 
people  to be a vibrant, valued workforce, mod-
ernizing AWG’s culture and employee programs 
to provide a competitive advantage. Through this 
collaborative and disciplined approach, AWG is 

poised to optimize resources to deliver the maxi-
mum value to the membership. 

AWG’s business is well-positioned for growth and fi-
nancial success. AWG will drive significant profitable 
growth for the Cooperative and member retailers 
while providing opportunities for employees, deliv-
ering on its vision to be the most retailer focused and 
highest performing member-owned food wholesaler 
in America. The result of this one team working to-
gether toward our vision and strategic plan brings 
exciting possibilities for AWG.

A FIVE-YEAR PLAN FOR
FUTURE SUCCESS
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•	 2023	Gold	Winner	in	the	National	Frozen	&	
Refrigerated	Foods	Association’s	(NFRA)	
Golden	Penguin	Awards	competition	for	Best	
Private	Brand	Campaign	during	March	Frozen	
Food	Month

•	 Store	Brands	2023	Editors’	Picks	Winner	for	
Clearly	by	Best	Choice	Hair	and	Body	Care,	Best	
Choice	Bratwursts	and	Italian	Sausages,	Best	
Choice	Frozen	Lasagnas,	Best	Choice	Frozen	
Fruit	Cobblers,	Clearly	by	Best	Choice	Turbina-
do	Sugar,	Clearly	by	Best	Choice	Organic	Panko	
Bread	Crumbs	

•	 Private	Label	Manufacturers	Association’s	
(PLMA)	2023	Salute	to	Excellence	Award	winner	
for	the	Clearly	by	Best	Choice	Organic	Jasmine	
Rice	in	the	Organic	Foods	category	

MARKETING REDESIGNS
AWG Brands completed several redesigns in 2023, in-
cluding major category overhauls in canned goods 
and cheese for Best Choice. Redesigns for lifestyle-ori-
ented consumers were implemented in the Clearly by 
Best Choice brand, showcasing transparency through 
packaging through the “free from” line of products. 
Redesigned consumer-facing websites for the Al-
ways Save brand (alwayssavebrand.com) and the Best 
Choice Family of Brands (bestchoicebrand.com) were 
completed in 2023.

CONSUMER ENGAGEMENT
AWG Brands distinguishes itself from other wholesal-
ers through its marketing programs. Turnkey programs 
include digital marketing graphics, supplemental in-
store ads, product demonstration programs and more. 
An extensive selection of digital coupons are funded 
and offered to retailers that provide consumers with 
discounts when purchasing AWG Brands products. Ad-
ditionally, AWG Brands donated $134,000 to non-profit 
organizations through its Best Choice Family of Brands’ 
Save-A-Label™ program. 

MORE TO COME IN 2024
Along with more than 350 vendor partners, AWG Brands 
category initiative work in 2024 will enhance non-food 
items such as paper, redesigned picnic items, bags 
and wraps as well as increased vitamin product assort-
ments within AWG Brands. AWG Brands will launch a 
reinvigorated salty snacks assortment to cater to a rise 
in consumers who snack.

WELL-POSITIONED BRANDS

The AWG Brands department delivered on creating 
value and growing business at retail for members by 
building consumer price perception through its brands 
Always Save®, Best Choice®, Clearly by Best Choice™ and 
Best Choice® Superior Selections®. In 2023, AWG Brands 
overhauled multiple categories as part of category ini-
tiatives and product assortment work, launched new 
items, maintained high quality assurance standards, 
earned industry and peer recognition, completed sev-
eral marketing redesigns and increased consumer en-
gagement.

CATEGORY INITIATIVES & 
ASSORTMENTS OVERHAUL
As part of the Convergence work, AWG Brands was re-
positioned to be distinctive to consumers across all four 
brands, providing the right products and right brands 
for all members to be competitive at retail. Team mem-
bers carried out this mission by assessing the full port-
folio of products against competitors using insights 
and analytics, sourcing new suppliers, updating pack-
aging and ensuring members are carrying AWG Brands 
that are competitive with other choices in their market. 

NEW ITEMS LAUNCHED
There were 85 new AWG Brands items launched in 2023. 
As part of the category assortment work, new SKUs were 
launched across the portfolio, including trending prod-
ucts, product line extensions for popular products (e.g., 

Best Choice Frozen Cherry Cob-
bler) and products to attract 
diverse consumers to member 
stores with newer products 
(e.g., Clearly by Best Choice Co-
conut Milk).

QUALITY ASSURANCE & 
OUR 100% GUARANTEE
All AWG Brands products have always come with a 
100% guarantee. This is supported by extensive scru-
tiny that includes consumer science testing and fre-
quent product audits. The 100% guarantee is AWG 
Brands’ number one commitment to members and 
their consumers. Providing our members with prod-
ucts that not only meet but exceed quality expecta-
tions ensures they are able to compete favorably in 
all markets served and aligns with the expectations of 
value-seeking consumers.

2023 AWARD-WINNING
AWG BRANDS
AWG Brands was recognized by the industry and peers:

•	 2023	Graphic	Design
USA	(GDUSA)	Pack-
age	Design	Awards	
Winner	for	Best	
Choice	Superior	
Selections	Frozen	
Desserts	and	Best	
Choice	Kettle	Chips
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In 2023, AWG continued its focus on improving 
overall Produce quality by investing in technolo-
gy and Quality Control (QC) training. AWG remains 
committed to providing all members the best qual-
ity Produce possible. 

FOOD QUALITY IMPROVEMENTS

Utilizing technology, AWG has made significant im-
provements in food quality and QC. The potential 
for human error in this process is removed through 
use of tablet based iFoodDS, an inspection-based 
platform. iFoodDS is used by AWG in the field, 
with our third-party QC inspectors, and in all AWG 
warehouses by our AWG QC inspectors. Launched 
in 2022, AWG was able to realize benefits of the 
platform, including meeting/exceeding U.S. Food 
and Drug Administration (FDA) standards, provid-
ing uniformity and consistency across all nine di-
visions, ensuring consistent product is shipped to 
members, and the ability to quickly identify issues 
regarding quality standards. AWG provides train-
ing for a number of its own QC inspectors through 
the USDA, and continually provides online and on-
site training for AWG’s QC inspectors within each 
of the AWG divisions.

SOURCING SOLUTIONS 
IMPROVEMENTS
Focusing on ways to bring members more brands 
and more variety in a timely manner, AWG has im-
plemented a West Coast consolidation operation 
that allows our divisions to have wider breadth of 
product from a larger group of suppliers. Through 
consolidation we can provide our members with 
a wider variety of products and get quality ware-
house products to our divisions in a timely manner. 
AWG has been able to optimize inbound freight, 
resulting in a significant savings in cost of goods 
to our members.

LATEST PRODUCE & FLORAL 
TREND SOLUTIONS
AWG Category Managers travel to all major grow-
ing areas researching the latest industry trends 
and visiting suppliers that can be added to the 

PRODUCEPRODUCE
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AWG sourcing network. The AWG team is heavily 
involved with the International Fresh Produce As-
sociation (IFPA) and the Southeast Produce Coun-
cil (SEPC). Collaboration with these organizations 
allows the team to stay on the cutting edge of the 
latest trends as well as to help AWG identify new 
suppliers to meet members continual needs for 
the best products available. 

FLORAL PROGRAM SOLUTIONS 
AWG has focused on Floral as an area for potential 
growth and opportunity for several years. As a re-
sult of this focus, AWG’s floral programs now pro-
vide customization capabilities to meet individual 
store needs, whether self-service or full-service 
departments providing custom arrangements and 
delivery, and everything in between including car-
rying floral supplies. AWG’s floral programs ensure 
members’ floral needs are met, regardless of store 
or department size, or complexity.
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In 2023, the Meat & Seafood Department had anoth-
er year of record sales, achieving 1.3% growth over 
2022 led by fresh and processed meat. According to 
market data, AWG outpaced industry trends by in-
creasing market share growth for AWG and AWG’s 
members. As economic pressure brought challeng-
es throughout 2023, shoppers focused on value. 

HELPING OUR MEMBERS 
DRIVE VALUE
AWG’s Meat & Seafood team members work hard 
every day to procure quality products at the right 
cost and provide members with a customized lev-
el of support including promotions, insights and 
merchandising guidance, all to help members win 

in the markets they serve. AWG offered mem-
bers over $60 million in web blast sales 

events, capitalizing on vendor part-
nerships to negotiate aggressive 

promotional opportunities. 
AWG Brands expanded 

their offerings in the 
meat and seafood 
categories, includ-
ing working with a 
new breaded chick-
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MEAT MEAT && SEAFOOD SEAFOOD
en supplier and additional AWG Brands promotion-
al offerings. Overall, more than $50 million was in-
vested in promotional markdowns that were passed 
along to members as lower cost of goods.

FOCUS FOR 2024
In 2024, Meat & Seafood’s focus continues to em-
phasize balancing value and convenience through 
expansion of private label programs, case ready 
solutions, value added offerings, forward buys on 
beef, shelf stable assortment and optimizing ground 
meat programs across all proteins. A Category Initia-
tive will be launched in the bacon category, as well 
as the introduction of planograms and assortment 
management programs for perishable departments. 
AWG is excited to partner with both vendors and 
members to win in 2024. 
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2023 PERFORMANCE RECAP
AWG Bakery, Deli and Food Service had a remarkable 
year, focusing on driving sales of units with target-
ed value growth strategies, expanding food service 
options and by building upon core deli programs. It 
surpassed its sales growth target by achieving $799 
million in sales, representing a 6.3% growth compared 
to budget and up 7.4% compared with the previous 
year. Demonstrating resilience in a challenging market 
against some unit softening in Q4, a year-over-year 
unit growth rate of 2.7% was achieved. Deli performed 
exceptionally well with a 5% increase in units in 2023. 

Value Proposition Toolbox Deals and Merchandising 
Strategies, a series of value promotions and merchan-
dising strategies in lieu of deflation and price sensitivity, 
were launched in 2023. These programs included mer-
chandising and portion sizing strategies to build both 
basket size and provide on-trend solutions. AWG pro-
motional programs offered more items on its monthly 
promotions program CLIP versus prior year with a 74% 

increase in Bakery and a 55% increase in Deli. By provid-
ing more items at richer discounts, members are able to 
facilitate better ads for their consumers. 

Strategically, AWG focused on expanding Food Ser-
vice offerings with the relaunch of vendor partner 
PFSbrands within AWG to include chicken, pizza and 
Mexican concepts. Reser’s Meal Kits were introduced 
and Asian Food Service from InnovAsian was added 
as an option for members. Additionally, Deli growth 

DELIDELI--BAKERYBAKERY--FOOD SERVICEFOOD SERVICE
strategies focused on promoting value chicken and 
Grab & Go Pre-sliced Meats and Cheeses.

LOOKING AHEAD TO 2024 
In Bakery, Deli and Food Service, the return to conve-
nience, variety and exploration will be responsible for 
driving growth despite inflation. Food Marketing In-
stitute (FMI) has declared 2024 to be the “Year of the 
Deli.” The following categories will continue to top the 
growth chart and AWG will continue to drive these ini-
tiatives: Deli Chicken, Grab & Go Pre-sliced Deli Meat, 
Prepared Foods, Deli Prepared Meats, Deli Salads and 
Deli Sandwiches.

AWG is excited about 2024 and its core strategies, fo-
cusing on:  

•	 Expanding	Food	Service	and	Prepared	Foods	

•	 Building	upon	the	traditional	deli’s	success	of	
Grab	&	Go	Pre-sliced,	Charcuterie	and
Specialty	Cheeses	

•	 Enhancing	Specialty	Bakery	offerings	by	
expanding	 donuts,	 Hispanic	 bakery,	 sugar-free	
and	gluten-free	products	

•	 Introducing	new	AWG	Brands	products

•	 Enhancing	member	participation	in	AWG	
promotions

AWG’s Bakery, Deli and Food Service Team is eager to 
partner with members in 2024 to drive best in class food 
and guest experience in deli, bakery and food service.
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The families of John McKeever and Jim Queen are special to 
AWG and its legacy not only as these families serve as models 
for success for the independent grocer by running great busi-
nesses, but also because they continually give back to their 
employees and the communities they serve. The McKeever 
and Queen families are also special to each other as they have 
a shared AWG legacy.

At the time Lou Fox was president of AWG, John McKeever 
served as AWG’s chief merchant and Jim Queen was AWG’s 
chief financial officer. Under Lou’s leadership, these three 
gentlemen grew AWG from a modest sized Kansas City and 
Springfield, Mo., wholesaler to a regional cooperative pow-
erhouse. They launched the AWG store brands programs, the 
Price Chopper banner and many of the successful programs 
from which AWG benefits today. 

As John and Jim grew in their AWG careers, a supermarket 
for sale caught their attention. Utilizing their knowledge of 
the independent grocery business from their years at AWG, 
they formed a partnership to become their own independent 

owner/operators. Eventually, the families went their own way, 
each family creating their own successful grocery companies. 
John and Jim always remained close friends and never lost 
the spirit of working together as they had at AWG and in their 
retail partnership. 

John and Jim have long since retired from the grocery busi-
ness, however, the McKeever and Queen families have en-
sured the businesses that their fathers started continue to 
thrive today. These families continue to serve AWG, their 
employees, their communities and the consumers that trust 
them to provide quality products for their families. 

In honor of Lou Fox, AWG’s historic CEO, a philanthropist and 
an icon of industry and community support, AWG recognizes 
the John McKeever and Jim and Barbara Queen families for 
their incredible legacies, with their countless contributions 
to the grocery industry, AWG and the communities in which 
they serve. The Lou Fox Community Service Award serves as a 
fitting acknowledgment of their dedication and impact.

Korey Daubenspeck of Riesbeck’s® Food Markets (Riesbeck’s) in Cambridge, Ohio, 
was raised in Elizabeth City, N.C., until 7th grade when his stepfather retired from 
the U.S. Navy and relocated the family to Ohio. Beginning his career as a part-time 
cashier at Riesbeck’s 16 years ago, Korey moved to being a service meat counter 
clerk in the Meat Department, and then on to being promoted to customer service 
manager. Joining Riesbeck’s management trainee program provided Korey with 
the opportunity to work all store positions, developing him into a well-rounded 
manager. Upon completing his management training, Korey was named the store 
manager of the New Concord, Ohio, location, and later to his current position as the 
store manager of the Cambridge location.

Running a high-volume store, Korey has learned that sales are key to keeping the 
business running and he is passionate about achieving his sales goals. In addition to 
running an operationally sound store, Riesbeck’s in Cambridge has different depart-
ments to attract a diverse range of customers and serve their needs. If you ask Korey, 
providing excellent customer service is what he is most proud of and what he believes 
can only be achieved by having a team that understands customer satisfaction.

Korey starts every day with a single goal in mind — coaching his team to excellence. 
He believes in leading by example and shows his team that fast and friendly service 
is what a customer looks for when shopping the store, often saying his motto of 
‘Time is valuable so why waste it?’ A former employee recently made Korey’s day 
when he acknowledged that even though Korey had high standards, he was the 
best manager the former employee could have asked for because Korey prepared 
him for life after college and instilled in him the importance of a work ethic. 

Korey also believes that recognizing his team and letting his community know how 
proud he is of them is equally important. Whether it is on a holiday, at a 12-hour 
meat sale or a random Tuesday, Korey ensures he takes the time to thank his team-
mates in person daily and uses his social media platform to share his store pride. 
Korey extends his belief in sharing his success by giving back to the community. 
Throughout the year, Korey honors his local police department, holds food drives 
for the community and partners with the local YMCA. Congratulations, Korey, on 
being named AWG’s Store Manager of the Year!
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Hays #3185 
OSCEOLA, AR  |  MID-SOUTH

PRODUCE
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OMNICHANNEL
Sooner Foods 
ALL 3 LOCATIONS  |  OKLAHOMA CITY

VMC
Ball’s Price Chopper #64 
KANSAS CITY, MO  |  KANSAS CITY
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manager. Upon completing his management training, Korey was named the store 
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Running a high-volume store, Korey has learned that sales are key to keeping the 
business running and he is passionate about achieving his sales goals. In addition to 
running an operationally sound store, Riesbeck’s in Cambridge has different depart-
ments to attract a diverse range of customers and serve their needs. If you ask Korey, 
providing excellent customer service is what he is most proud of and what he believes 
can only be achieved by having a team that understands customer satisfaction.

Korey starts every day with a single goal in mind — coaching his team to excellence. 
He believes in leading by example and shows his team that fast and friendly service 
is what a customer looks for when shopping the store, often saying his motto of 
‘Time is valuable so why waste it?’ A former employee recently made Korey’s day 
when he acknowledged that even though Korey had high standards, he was the 
best manager the former employee could have asked for because Korey prepared 
him for life after college and instilled in him the importance of a work ethic. 

Korey also believes that recognizing his team and letting his community know how 
proud he is of them is equally important. Whether it is on a holiday, at a 12-hour 
meat sale or a random Tuesday, Korey ensures he takes the time to thank his team-
mates in person daily and uses his social media platform to share his store pride. 
Korey extends his belief in sharing his success by giving back to the community. 
Throughout the year, Korey honors his local police department, holds food drives 
for the community and partners with the local YMCA. Congratulations, Korey, on 
being named AWG’s Store Manager of the Year!
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ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
CONSOLIDATED BALANCE SHEETS 

December 30, 2023 and December 31, 2022 
(dollars in thousands) 

 

See accompanying notes to these consolidated financial statements. 
 

    
      
     
      
     
      
     
     
     
       
      
     
     
     
     
     
      
      

      
      
     
     
     
     
     
     
     
      
     
     
     
     
      
      

      
      

      
      
      
     
      
     
     
     
     
      
       



ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
CONSOLIDATED STATEMENTS OF OPERATIONS AND COMPREHENSIVE INCOME 
Fiscal years ended December 30, 2023, December 31, 2022, and December 25, 2021 

(dollars in thousands) 

 

See accompanying notes to these consolidated financial statements. 
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ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
CONSOLIDATED STATEMENTS OF RETAINED EARNINGS 

Fiscal years ended December 30, 2023 and December 31, 2022 
(dollars in thousands) 

 

See accompanying notes to these consolidated financial statements. 
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ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
CONSOLIDATED STATEMENTS OF CASH FLOWS 

Fiscal years ended December 30, 2023, December 31, 2022, and December 25, 2021 
(dollars in thousands) 

 

See accompanying notes to these consolidated financial statements. 
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ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
Notes to Consolidated Financial Statements 

 (dollars in thousands unless otherwise indicated) 
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ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
Notes to Consolidated Financial Statements 

 (dollars in thousands unless otherwise indicated) 
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ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
Notes to Consolidated Financial Statements 

 (dollars in thousands unless otherwise indicated) 
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ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
Notes to Consolidated Financial Statements 

 (dollars in thousands unless otherwise indicated) 
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ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
Notes to Consolidated Financial Statements 

 (dollars in thousands unless otherwise indicated) 
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ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
Notes to Consolidated Financial Statements 

 (dollars in thousands unless otherwise indicated) 

 

 

 





 


  


     
     
     
     
     


                   








 


  


     
     
     
     
     



    

     
     
     



    

     


                    








    













ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
Notes to Consolidated Financial Statements 

 (dollars in thousands unless otherwise indicated) 
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ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
Notes to Consolidated Financial Statements 

 (dollars in thousands unless otherwise indicated) 

 

 















        
     
















    










  










30       Associated Wholesale Grocers, Inc.



ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
Notes to Consolidated Financial Statements 

 (dollars in thousands unless otherwise indicated) 

 

 






    
      
      
      





           
 




 








 
           
           
           
           
           
           
           
           
           
           
           
           
           
           
           
           
           
           
           
           
           





   
     
     
     

     
     




2023 Annual Report     31



ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
Notes to Consolidated Financial Statements 

 (dollars in thousands unless otherwise indicated) 
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ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
Notes to Consolidated Financial Statements 

 (dollars in thousands unless otherwise indicated) 
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ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
Notes to Consolidated Financial Statements 

 (dollars in thousands unless otherwise indicated) 
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ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
Notes to Consolidated Financial Statements 

 (dollars in thousands unless otherwise indicated) 
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ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
Notes to Consolidated Financial Statements 

 (dollars in thousands unless otherwise indicated) 
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ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
Notes to Consolidated Financial Statements 

 (dollars in thousands unless otherwise indicated) 
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ASSOCIATED WHOLESALE GROCERS, INC. AND SUBSIDIARIES 
Notes to Consolidated Financial Statements 

 (dollars in thousands unless otherwise indicated) 
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GT.COM Grant Thornton LLP is the U.S. member firm of Grant Thornton International Ltd (GTIL). GTIL and each of its member firms 
are separate legal entities and are not a worldwide partnership.     

Board of Directors 
Associated Wholesale Grocers, Inc. 

Opinion 
We have audited the consolidated financial statements of Associated Wholesale 
Grocers, Inc. (a Kansas corporation) and subsidiaries (the “Company”), which 
comprise the consolidated balance sheets and consolidated statements of retained 
earnings as of December 30, 2023 and December 31, 2022, and the related 
consolidated statements of operations and comprehensive income and cash flows for 
each of the three years in the period ended December 30, 2023, and the related 
notes to the financial statements. 

In our opinion, the accompanying consolidated financial statements present fairly, in 
all material respects, the financial position of the Company as of December 30, 2023 
and December 31, 2022, and the results of its operations and its cash flows for the 
three years in the period ended December 30, 2023, in accordance with accounting 
principles generally accepted in the United States of America. 

Basis for opinion 
We conducted our audits of the consolidated financial statements in accordance with 
auditing standards generally accepted in the United States of America (US GAAS). 
Our responsibilities under those standards are further described in the Auditor’s 
Responsibilities for the Audit of the Financial Statements section of our report. We are 
required to be independent of the Company and to meet our other ethical 
responsibilities in accordance with the relevant ethical requirements relating to our 
audits. We believe that the audit evidence we have obtained is sufficient and 
appropriate to provide a basis for our audit opinion. 

Emphasis of matter 
As discussed in the Summary of Significant Accounting Policies to the consolidated 
financial statements, the Company adopted new accounting guidance as of 
December 26, 2021, related to the accounting for Leases. Our opinion is not modified 
with respect to this matter. 

Responsibilities of management for the financial statements 
Management is responsible for the preparation and fair presentation of the 
consolidated financial statements in accordance with accounting principles generally 
accepted in the United States of America, and for the design, implementation, and 
maintenance of internal control relevant to the preparation and fair presentation of 
consolidated financial statements that are free from material misstatement, whether 
due to fraud or error. 

REPORT OF INDEPENDENT CERTIFIED PUBLIC ACCOUNTANTS GRANT THORNTON LLP 
1201 Walnut Street, Suite 2200 
Kansas City, MO 64106 

D +1 816 412 2400 
F  +1 816 412 2404 
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In preparing the consolidated financial statements, management is required to 
evaluate whether there are conditions or events, considered in the aggregate, that 
raise substantial doubt about the Company’s ability to continue as a going concern for 
one year after the date the financial statements are available to be issued. 

Auditor’s responsibilities for the audit of the financial statements 
Our objectives are to obtain reasonable assurance about whether the consolidated 
financial statements as a whole are free from material misstatement, whether due to 
fraud or error, and to issue an auditor’s report that includes our opinion. Reasonable 
assurance is a high level of assurance but is not absolute assurance and therefore is 
not a guarantee that an audit conducted in accordance with US GAAS will always 
detect a material misstatement when it exists. The risk of not detecting a material 
misstatement resulting from fraud is higher than for one resulting from error, as fraud 
may involve collusion, forgery, intentional omissions, misrepresentations, or the 
override of internal control. Misstatements are considered material if there is a 
substantial likelihood that, individually or in the aggregate, they would influence the 
judgment made by a reasonable user based on the consolidated financial statements. 

In performing an audit in accordance with US GAAS, we: 

 Exercise professional judgment and maintain professional skepticism throughout 
the audit. 

 Identify and assess the risks of material misstatement of the consolidated 
financial statements, whether due to fraud or error, and design and perform audit 
procedures responsive to those risks. Such procedures include examining, on a 
test basis, evidence regarding the amounts and disclosures in the financial 
statements. 

 Obtain an understanding of internal control relevant to the audit in order to design 
audit procedures that are appropriate in the circumstances, but not for the 
purpose of expressing an opinion on the effectiveness of the Company’s internal 
control. Accordingly, no such opinion is expressed. 

 Evaluate the appropriateness of accounting policies used and the 
reasonableness of significant accounting estimates made by management, as 
well as evaluate the overall presentation of the consolidated financial statements. 

 Conclude whether, in our judgment, there are conditions or events, considered in 
the aggregate, that raise substantial doubt about the Company’s ability to 
continue as a going concern for a reasonable period of time. 

We are required to communicate with those charged with governance regarding, 
among other matters, the planned scope and timing of the audit, significant audit 
findings, and certain internal control-related matters that we identified during the audit. 

 

Kansas City, Missouri 
March 5, 2024 

 

 

 

 

 



Stacy Bowen
Vice President, Marketing 
& Digital Services

Lane Culver
Vice President, IT 
Infrastructure & Operations

Mike Brooks
Vice President, Division 
Manager Upper Midwest

Kevin Addington
Vice President,
Distribution (AIO)

Stephanie Becker
General Counsel & Chief 
Legal Officer

Tye Anthony
Chief Merchandising & 
Marketing Officer

Emile Breaux
Senior Vice President, Chief 
Sales & Support Officer

David Carl
Senior Vice President, 
Finance & Treasurer

Scott Evans
Group Vice President, 
Non-Perishables

Jim Fitterer
Vice President, 
Center Store Food

Heather DeLuca
Vice President, 
Meat

Heather DeSoto
Vice President, Category 
Execution Services

Katie Graham
Vice President, 
Non-Food

Aaron Holland
Vice President, 
Information Technology

Robert Henry
Senior Vice President, Chief 
Administrative Officer

Dan Funk
President & Chief 
Executive Officer

Sonny Leon
Vice President, Member 
Services, Great Lakes

Sheila Lenson
Vice President, 
Tax & Internal Audit

Jennifer Leetz
Vice President, 
Corporate Controller

Danny Lane
Senior Vice President,
Regional Manager

Richard Kearns
Executive Vice President, 
Distribution & Logistics

Derek Jones
Executive Vice President, 
Division Operations

Gary Koch
Chief Financial Officer & 
Assistant Secretary

Dan Koch
Group Vice President, 
Perishables

Anna Mancini
Vice President, Division 
Manager, Nashville

Charlie Lynn
Vice President, Division 
Manager, Springfield

Troy Marshall
Senior Vice President, 
Regional Manager

Paula Nepote
Vice President, 
Human Resources

Bob Miklos
Vice President, Division 
Manager, Nebraska

Shelly Moore
Senior Vice President,
Chief Information Officer

Bruce Milroy
Vice President, Human 
Resources Operations

Terry Moore
Vice President,
Real Estate

Frank Schmitt
Vice President, Division 
Manager Mid-South

Tarsha Rafferty
Vice President, Corporate 
Distribution & Services

Bob Pessel
Vice President,
Pharmacy

Greg Oldright
Vice President, Division 
Manager, VMC

James Neumann
Senior Vice President,
Development

Patrick Reeves
Chief Human Resources 
Officer

Brian Rehagen
Vice President, Member 
Services Springfield

Robert Rothove
Vice President, Division 
Manager Great Lakes

James Vaughan
Senior Vice President,
Regional Manager

Louis Stinebaugh
Vice President, Division 
Manager, Oklahoma City

Reade Sievert
Vice President, Division 
Manager, Kansas City

Mike Schumacher
Senior Vice President, 
Regional Manager

Craig Turner
Senior Vice President,
Corporate Distribution




