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Successful Public Relations from RMD

Opportunities & Ch auenges

Leading brands in the category continue to pursue
strategies that have been successful in the past,

40~

while monitoring external factors that are affecting

their consumers.

NMNUAL SALES VOLUME for the dinners and

entrees calegory has topped 56 billion, but

average growth bor the category has sbowed

to ltibe moee than 1L leaving lots ol leading brands

1o ponder individual strategies that lavor more of the
same of new dinections

Of the three segments thal make up the ¢ % ani

enintes calegory, the sales me | still, overwhelm

ingly in single serve, with some 536 million in sales
but the growth i4 in grab-and-go products within the
handheld sepment which s now genersting the maost
significant increases with some 51.% million in sales

Those linding are pan of the 52-week s Its reported

by Information Kesources, Inc., Chicago for the peniod
ended late March And that trend i even more -
nounced in the most recent | 2-week results, also ended
in March, when sales

1087

Wl handheld prodiscts grew by
comparcd with single serve growth of -2 4079
and miuli-serve ot -1, %% on | -week sales of 5298 mil
lion, and -1 groswth and 51,081 million in sales bor the
1 -week perod

As always, thene is lots of mom for exceptions within
those general findings. but leading brands in handheld
like Stoufers Lean Culsine, Corner Bistro, Hol Pockets
and Lean Pockets genertied remarkabile growth as
high & 551 151 many lamil

and In single serve

lar names generaled outstanding results, including

Healthy Choloe Complete Selections., Masne Callender's
Complete Dinners, Stoulfers Lean Culsing Spa Culsing
Classics, Weight Watchers Sman Ones, and the new
Healthy Chaice Calé Steamers 15 clearly ooming o
shrong

The multi-sere segment continues to be a lvorite
with Gourmet Express roporiing sales gains ol 247
and several other top-selling brands generating strong
wa, Rirds Eve Volla! and Berolli

results, including Con
froren dinners

Some, bul not all, senlor exeoutives with leading

brands such as Gourmel Express. On-Cor, Weight

Walchers Smart Ones. Kahikl, and The Haln Celestial
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By Michael Hartrat

Group w3y they are sensing a whill o change in the alr

deiven in part by magor [actors like ever-increasing fuel

And the

costs and higher ingredient oosts

the potential for a slowdown in the natior

which could actually have a positive Impact on Clegory
sales
A bot of key Fsoes in the dinners and entrees cat-

egory are still very imponant—greal-tasting products

ion and, specifically, strong growth in
Bob Scully
surmet Express, Cridley, W1, marketer
g b id

But the most imponant things ame not just whal com-

ease of prepar

iheiz shild Segment.” sy CEQ and

and manulactarer ol the Gourmet DI

panics are doing intemally. We have been impacted by

things that ; modity price increases

al an unprecedented level, along with the sque = e
consumer (s nding himsell in & kot of pe = A0 P
stopping o think before jumping into th cars, and

sales at non-traditional outlets are up because ol the
value proposithon.” he notes

Oni<Car has alwavs stayed the course with prodects

and v

that emphasize taste, convenie

Howmard Friend, president and CED al the Nomhbrook

il shased company. “Products have 0 Lsle good or

people dont buy them And with everyone's busy
lesavle, the moe

tar plays an et . Lﬂ.\l“‘.;NﬂI
mle. The value mes- wljl LI Nﬂ
sage s thee with fro- . Sifurryeap g S

fen anyway because
you always gctl a
better buy in the
trozen food

than

e
whisn  you e
going o a restau

Fann

From Heinz U S Consumer Products, Pittsburgh

and its Weight Watchers Sman Ones, a spokesperson

observes, “Consumers are showing wus mode and more

that health and wellness n their

= a significant mole

= T
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prarchasing decksiong. We kivow theéy are looking 160 more Citimg the Kahiki o
options that fit with their own personal health and wellngss  Fo own  Market "
goals, bBut at the came tme they dan't want 1o eacrlice taste Intelligence  reseanch
That's why we've continued to add varkety to our line, most ombined with that of
Onars Fruit Inspirathons IRl and Food Marketing
eatress. We al e and portion controd  Institute  sessions, the
packaging g 1o create a Hi in the campany dentifies sex
calegory. Pe customed to the comve erad Lacrorms that are. oF
nlenoe of of thedr lavorite foods could, become more
as evidenced by the 100 calore snack pack trend and more imponant These include an increased openness
The Hain Celestial Group, Melville, NY, has carved oul by consw o shop at stores lal the cxpense
an even mone spoecif fuct niche with its newest product  of traditional supermarket and a trend toward cooking
sobuCtion, the Gluten Free Calé line with lour new frozer moie at me and eating oul less frequently, Other ey
entrees emphatiting gieat all-natusal dients and Lot lipche the impertance «
fiecl with vitamins B and D, ; Jainf i Bopspart
lum. The products are slso free lor thate with gluten upeats ahd cpeeciale
intolerance or worse, Celiac Disease, a form of gluten intoker Kahiki also reports a5 the US population gets sig
inde Thal aflecis ane (o |81 people. epods Kim MoGowan nificantly older health and wellness saves will become
seenbor brand manager, frosen foods miore important. This menu ol positive pio t attriteigtes will
The lour new products are being presented o traditonal ENCoOMmpass ssees such a5 o el e od cal
grocery channel and the natumal lood channel, and have lirss ot fiEnts, more i@
already been accepiod by Whole Foods Market. The prod Funci ot | and ceganic products. and packaging
ucts are scheduled 1o start dhipping i early lune, and contist that educates and communicates wilh comuumess
ol pasta primavera, Aslan bowl, fettuccing Alfredo { bemon
basil chicken Each i= 3 single serving and carmies 5 w1 Mo New Products, Mome Planning
retail price ranging from $1.99 10 55 49 Gounmet Dining will con
Eahikl Foodds Tim Tead, vice paesident ol sales and moar tivge its fundamental peod
keting for the Gahanna, Ohlo-based company, also cites the  wel  positioning.  with s
impact of higher prices on purchase decisions great taste, ease of prepa
obtserving, “Consumers are making less shopping tnips but ration and the value me
s buying more when they age thal accompanies the
- da. These shoppers an ptioans presented by 28 or
. looking for value Price i1} or. and 64 ar |
¥

i become the numbes And, oo, the

e [actor in where they product

ahop and it hat become - tont, & chicken Flosenting

the primary means of indd a chicken parmesan, are

wmparison  far  new  entirely i with the

products. For froren lood  existing line. However, there

companies. this means @5 a lof ol new activity in the
people ane caling af home more and looking 1o do this af a ompany s hicadguarreds ¥ '.:*
{ER able price 1t's & good time 1o help Bamilles & the din We  have ieinvigorated ‘.‘
mier Lalbile il sabes borce with two vory -

‘ e b
c-i'n T PARMITANA

Fuel Prices Drive Sales?

With higher gasoline prices nudg- scenario with a firm, “yes.” He adds, "1 are nol going o transier that saving

ing many consums s 1o cut back on think people hove been santg bo get and drive mors freguently 1o the gro-

thair driving — including the number of Back to n homa maal and have people oy stone for fresh and deli tema. Bt

visils 1o grocery stores, the frozen food  sitling anound the dinner tabile.” if they can manage their time and go

nisles could become mone crowded, *H the averags consumar is fesling o tha slore once & wesk pnd siock up

acoording 1o some industry execulives. o squeese now in cutting back on the on frozen foeds, they can eal oul of the
At On-Cor, Fribnd sndoriss thal el thivy aal oulsbide ha home, Ehay trearer all woek long.” says Scully.
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Hain Launches Gluten-Free Initiative

Hain Cobestial Group Inc., Mobville, consumers, the company will distribute and other incentives. The promotion
MY, has launched o ghuten free mar- Wterature and coupons featuring its s6-  will bi dxpandid in spring and summer

knting and sales initiative across 13

brands, including the new Ghiten Free multiple brands,

Caté brand of natural frozen entress.
As part of the initiative, Hain will

loction of giuton free products across of 2008 with a sweepstakes and the

potentinl liunch of gluten free emai

These materials will direct consum- blasts.
Bra by 2p code 10 ey retailers carmging In mddition to Gluten Fres Calé
celebrate Celac Discase Awareness the compary’s ghaen free products.

frozen entrees, other Hain products

Monith in October with the launch of a and introduce Hain's new gluten free M“mhmm
new “Gluten Free™ promotion. Using dedicated website. The site will feature  free logo include Imagine low sodium

 direct mail campaign targeted to

products with mutrition abels, ghuten broths, Kidz Dream, Almond Dream

nbmost 130,000 self-identifisd Caliac Trivt rieCipees. & slore locator, e-coupons  and West Soy non-dairy beverages.

evpetienced gentlemen, Dan Mellyn, director o private
label sales. and Doug Orrel, national sales manager And the
new vice president of sales s Randall Constant, formerly our
national sales manager.” Scully reports

In addition., the companys new production lacility in
northwest Kentucky is scheduled to open late this sum-
mar. “The initial reason for going there 5 our growth. We
ane customicing i1 to accommodate the curment and future
volume, and we will double our capacity there. along with
basilt in efficlencies and economies that will keep us as the
low cost provider, From our new location &t 100 Gourmet
Bining Drive, in Greenville, Ky, we can reach o2% of the
US. population in one truck day lor hauling raw and linkshed
goods.” he explains

That new Eacility and added capacity will also afford the
company mote options &% it explores the opporfunities pre-
sentied by single-serve meals “We will use similar recipes
but in different packaging We're locking at ‘rip open and
pour,”” says Scully, who notes the likely introduction will be
ini spring of K

On-Cior continues to emphasize the great aste, the ease
ol preparation and the value presented by its lamily-size
meals, but mone recently Friend notes the additional prod-
ucl leature of no preservatives, prominently noted on now
packaging “Every single item in the On=-Cor line and every
item in the luture will have no predervatives

That also applies 1o the brand s newest product introduc-
tion, Lasagna Mallano, which began shipping this spring
This newest addition 1o the classics line features ttalian
spices and s own Laver of rooia

On-Cor will continue to suppont i products with an active
wirll-mounded media campaign, he notes, with TV wpots fea
tusing Richard Kind, F5I drops and Hispanic radio advertis-
i, which is bullding beand loyalty with Spanish-speaking
listeners. And, consistent with past practice, On-Cor will
draw on it relationships with Disney. Sony and Dreamworks
o tie in with a major motion piciure release with its own
DVD. Last years DVD vied in with “Swurdfs Up.” a children's
animated film, while the XN08 releate will be announced
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and supported with an
FS1 drop in the lourth
QUEMTET

cman Ones his been

ﬂhﬂ’f OH(‘L

generating consistently
strong sales gains, and
s seeking to malntain
that momentum with its
newest product innova-
thons, Smart Ones Fruit
lnspirations, introduced
caily this yvear The four
miw enlrees ane: orange
sesame  chicken, with
mandarin orange slices
pincapple beet terivaki
honey mango barbeque
chicken, and cranberry
turkey medallions

These entrees com-
Bine the sweet taste of frult and lean, julcy protetn bod a deli-
cious, satisfying dish,” a spokesperson notes. adding that
one of the new introductions, the orange sesame chicken
has already become a top 10 selling ltem in the overall
Smart Ones line. The brand has already announced its plan
to introduced additlonal new products later this summer 1o
continue cxpanding it range of meal solutions

The Hisin Celestial Group s going after a gluten intolerant
population group that spent 5800 million Lst year lor food
and beveragis without ghaten, says McGowan By 2010 that
ligure = evpected to increase to 517 billlon she savs, mot-
ing that the growth rate for gluten-free entrees ks already
outpacing that of traditional entrecs

We take the issue of gluten intolerance very, very serl
ously here. We had the Gluten imolerance Group of Narth
Amigrica go into our Pennsylvania manulacturing lacility and
certily that it meets thelr standards We are the first and
only rozen food company 1o be centified in this way, and the
dgroup’s seal is on our products.” she adds. Il
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