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organicstore cupboard
at home, it's the smaUer
brandsthat will deliver. We
arc the beartbeatoftbe busi·
ne and that's why we're

Asda
(ould this be the year that
Asda gets its oct together
on organics? Itwas slowto

integrate organic products into its conventional
line-up. but in storeswhere it has done so soles
have been "flying", it cloims. Produce is now
integrated, ond fresh food will be by the end
ofthe year. Asda includes organic lines in its
Linksave promotions as port of a push to make
organics on attainable everydoy purchase for
C1 ond Clshoppers. It predicts that by 2011 its
market shore in organics will match that of
conventional.

Sainsbury's
Sainsbury's organic sales ore
growing ohead ofthe market.
Soles of its own·label SO Organic

range jumped 17% yeor-on-yeorto more than
£310m lost year, with growth continuing in
double digitsthis year. Its new soup lines,
introduced in October, have proven popular with
young Iifestylersthanksto more exciting recipes
such as Mushroom and Celeriac. A long-term
strategy on sourcing has paid off and all organic
fresh meat is now British. This year itwill launch
up to 60 new lines including summer lines.

Top 6

111t!J\:.cUC::;SVUU""'\.fUdlll.Y

organicwmes available but
mo t people haven't tried
tbem.Regular wine buyer
worrtbuyorganicuntil
there area lot moreout
there," say Minters David
1ago.

NPD in organics overall is
low and just 1.1% ofproducts
on shelves are new, says
T S.lt eem brands, large
and small, are doingtbeir
best to addre this but it
doesn't always workout.
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"Thespreads are not just
organic- they are Fairtrade
and vegan;' ays sales and
marketing director Eli arre,
signallinga hat-trickof
'ticks' for ethical consumers.
These sorts ofinnovative
products will keep the
organicmarket interesting.

One area inneedofsome
spark is pesta. eeds of
Changeis makingabid to
revitalise the categorywitb a
packa~gforrnatof4X1oog

Windmill Organics is adding to its existing range of Profusion
brand supe~uices by developing a complementary range of
ambient organic smoothies, to be launched in the autumn. The
new 'super smoothies' will initially be available In fourvariants:
pomegranate, acerola cherry, acai and°'green' smoothie
featuring spirullna. The smoothies also contain rospberry, apple,
blackberry, and mongo.

Windmill faces stiff competition from Grove Fresh's and RDA
Organic's organic fruitsmoothies, and Innocent's non-organic
superfoods smoothies, but Noel McDonald believes there's
a market opportunityfor an ambient range: "We've seen,o
brt of a gap in the market on thesuper smoothie side for an
organic product wrth natural functionality. People take all kmds
ofsupplements for health, but with these smoothies you are
gelling beneficial attributes directlyfrom the food."

The new smoothiesore packaged In 250mlglass bottles and
McDonald expects pricing to be around the £1.90 mark. Shelf
life isslx months.
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says marketing director Ben
CuU. "Con umers are pre­
paredto spend a littleextra
on organicproducts, but in
retum they expectthem to
be better quality."

This entimentisone
with which Rachel's concurs.
111e feeling isthat ifit tastes
good enough, people will
still buy it. Rachel's ha now
ventured into the freezer
cabinet witbice cream.

Kalla Foods is support-
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Plum

Honeyrose Bakery
West london-based organic
baker Honeyrose is firmly

-""--= positioned in the premium coke
morket and the company has developed a loyal
following for its range of hand-baked muffins,
cakes and cookies. It is listed in Waitrose and
its products are also sold at eventssuch as the
Chelsea Flower Show. Honeyrose moves to its
new £2.4m factory next month, quadrupling
capacity, and expects thattumover (currently
£2m) will double overthe next18 months.

Seeds of Change
"Seeds of Change is really
wming up this year and
seems to be becoming more

mainstream;' saysTom Greenwood, co-founder
of sustainable brand strategist SCOmper. The
company ronks os the number one organic food
brand in its main meal-operating categories
(wet cooking sauce, pasto, soup) ond it
lounched a new organic chocolate ronge late
lost year. In 2008, the brand is investing over
£4m in a marketing wmpaign.

Two years after its launch,
Plum's decision to focus on
"superfood" ingredients such as

quinoa has seen it carve out 0 niche of its own
against bronds such as Organix ond Hipp in the
highly competitive organic babyfaod sector.
As one afthe fostest-growing organic brands,
Plum now has 05% markets-hare inthe UK
and hod a retail sales value of£3.9m in 2007
[Nielsen). Anew toddler range ista be launched
in September.
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