
Exit summer, 
enter inflation - 
turbulent times 
ahead?
Rob Amar, 
managing 
director, 
writes:

Last time I wrote I shared my thoughts 
in the immediate aftermath of the EU 
referendum. Since then, there has been 
plenty to keep my mind distracted: the 
summer that saw more sunshine than 
I can remember for years, giving many 
brands a much-welcome boost (alas 
less so my golf);  we had the excitement 
and inspiration of the Olympics and 
Paralympics; more and more brand owners 
are queuing at the door wanting to work 
with us; Cameron vs. Farage has been 
replaced by Clinton vs. Trump; and even 
Mr Wenger [ed: the Arsenal manager] 
surprised us all by splashing some cash.

But four months on from the EU 
referendum,  we’re still not much clearer 
as to what the future holds for the UK, 
business and specifically our industry. 
One thing is clear, and that is the impact 
on £ sterling, which never recovered 
following its rapid fall post-referendum, 
and has since devalued further against 
most currencies. Inflation is well on 
the way, which may be good news to 
those desperate to get out of the current 
deflationary market, but not such good 
news for consumers whose disposable 
spending is unlikely to increase at the 
same rate. As some commentators have 
put it: “We’re going to have the wrong sort 
of inflation” – one that is cost-driven,  not 
demand-driven.

That said, with inflation expected to hit 
all manner of imported goods, it is likely 
consumers will slow down their spend on 
more discretionary and luxury purchases 
like cars and TVs, before they cut back on 
their favourite food and drink. British food 
and drink can certainly benefit. And just 
as premium food tends to fare surprisingly 
well during recession, the optimist in me 
hopes the same is true in 2017, with or 
without a return to recession.

Record year at Great 
Taste Awards 
This year we won 12 awards in the Great Taste Awards 2016, organised by the 
Guild of Fine Food - beating our previous record of nine awards in 2013.

The winning products were:
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Tangy Tomato 
Beef and Honey 
Mustard Pork from 
UK producer Top 
Herd.

Finely chopped 
tomatoes from 
Italy’s best-selling 
tomato brand, 
Mutti. These are 
already attracting 
five-star reviews 
from customers of 
Ocado, where the 
full Mutti range is 
securing a loyal 
following at http://
bit.ly/2bAkEod .

All Butter Gouda 
Cheese Straws and 
Parmagiano Reggiano 
Crumbles from 
celebrated Dutch 
producer Buiteman.

Sauerkraut from 
German producer 
Kühne.

Finally, Gaea’s new 
Balsamic & Honey 
Creme impressed 
the judges so much 
with its “most inviting 
aroma” and “gorgeous 
meld of acidity, sugar 
and thyme”, that they 
decided to give it the 
ultimate accolade 
of three Great Taste 
Awards stars.

Three awards for 
Japanese producer 
Kikkoman, for its 
Teriyaki Marinade 
& Sauce, Naturally 
Brewed Soy Sauce 
and Gluten-free Soy 
Sauce.

Cooks&Co Mixed 
Pitted Greek Olives 
with Chilli in Brine.

Gaea protected 
origin Sitia Extra 
Virgin Olive Oil 
from Crete.
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Wellaby’s wonderful score
Wellaby’s new wholegrain gluten-free snacks had a great result in the Grocer’s acid test*.

The Smoky BBQ Simple Bakes achieved an overall score of 45 out of 50.  The category average 
within gluten-free savoury snacks is 41. This score really shows how superior these Bakes are 
versus the competitors’ within the free-from market. 

Placed in the homes of coeliacs, this 120g pack of Smoky BBQ-flavour Simple Bakes was well 
received pre-trial, with 90% claiming that the bright packaging would stand out in store. Listed 
at £1.79, the current price point was considered to be a little expensive by some, but many were prepared to pay the 
price to be able to enjoy a gluten-free alternative to crisps and snacks. Above norm ratings were achieved for all key 
measures other than value for money. Despite a few suggesting that the seasoning was a little intense and the BBQ 
flavour “artificial”, the majority were very pleased with the product, contributing to a good overall score of 45. 

There was a rise in post-trial purchase intent, from 69% who said they would buy it before tasting, to 78% after tasting. 
These Bakes were a relevant option for many,  with some suggesting they would also appeal to non-coeliacs. They 
were also considered more of an indulgence than an everyday item and as such, frequency of purchase was restricted 
to a more occasional basis.

*The Grocer – 30th July 2016

The Grocer 
award for 
Prewetts

Prewett’s gluten-free 
Spicy Dark Chocolate 
& Ginger Cookies 
have scooped a 
prestigious Grocer New 
Product Award 2016 in 

recognition of their fine taste and quality.

The product 
won in the Free-
From Biscuits 
category, 
with another 
Prewett’s biscuit, 
Chocoful, 
being highly 
recommended. 
The Grocer 

awards celebrate and reward 
outstanding innovation in the UK fast-
moving consumer goods sector.

Prewett’s biscuits are manufactured by 
Gateshead-based Northumbrian Fine 
Foods (NFF). David Wood, NFF business 
director, said: “We are delighted to have 
won this award and at the heart of our 
success has been the commitment of 
our staff in producing the highest quality 
and best tasting biscuits.”

The Grocer New Product Awards 2016 
were held on Friday 7th October at the 
Marriott Grosvenor Square, London.

Schwartz’s Mulled 
Wine and Cider sachet 
mixes are perfect for 
the “at-home” drinking 
occasion. They are easy-
to-use and enticing with 
their alluring scent of 
warm spices.

Buiteman 
savoury biscuits 
make a useful 
seasonal party 
snack. Based 
on family 
recipes and 

traditional preparation methods 
combined with high quality 
ingredients, they can be served 
either hot or cold. A range of 
flavours are available in an attractive 
75g gable box.

Cooks & CO Goose 
Fat is an essential 
item on any 
Christmas shopping 
list. With its rich, 
silky texture, its 
subtle savoury 

flavour, and high burning (or smoke) 
point, Goose Fat is ideal for roast 
potatoes. 

Prewett’s gluten-free range of 
cookies is sure to be popular during 
the festive season, with its choice of 
three flavours - Chewy Oat & Raisin, 
Dark Chocolate & Ginger, and Triple 
Chocolate.

Kikkoman Naturally 
Brewed Soy Sauce 
has proved to 
be popular with 
professional chefs 
who use it to brush 
the skin of the turkey 
before roasting, 
creating a deliciously 
different taste.

Del Monte Fruit 
Cocktail is perfect for 
the Christmas trifle.

Since Christmas 
wouldn’t be 
Christmas without 
sprouts, D’Aucy 
Brussel Sprouts 
provide a convenient 
way of serving them.

The pick of our Christmas products



The latest data from IRI* shows another phenomenal performance from Ella’s 
Kitchen. The UK’s leading baby food brand is striving to mirror its dominant 
performance in multiple retail within the convenience and impulse channels. 
Almost tripling their share in the last three years, Ella’s Kitchen  now finds itself 
almost neck and neck with Cow & Gate (just 0.2% behind). It is also the biggest 
baby food brand in the impulse channel with a total share of 35.1%.

Brands such as Cow & Gate and Heinz have traditionally held a strong position 
in impulse and convenience due to a significant overtrade of the jar format. 
Change is on the horizon however, as wholesalers and independents play catch 
up with the multiple retailers, facilitated by the growth of the pouch format. 
This packaging type is increasingly resonating with consumers due to the 
convenience, safety and fun that it offers versus the jar format. 

Demonstrating absolute dominance of the market for this format, Ella’s Kitchen 
possesses a 95% share of total pouch sales in impulse and convenience. This dominance has translated into the brand 
being the sole driver of growth in the wet baby food sub-category, with its nearest competitors all in steep decline.

Apart from their overall category growth, Ella’s Kitchen is now also the No.1 desserts brand, the fastest growing savoury 
brand in wet baby foods in impulse, and the No.1 finger food brand in unit terms in impulse.

* IRI 12 weeks  to 06.08.16

Kikkoman’s world famous Naturally Brewed Soy Sauce was awarded the title of Best 
Store Cupboard Essential, as voted by readers of Good Housekeeping magazine.  The 
win signals a shift in cooking habits over recent years and our desire for better quality 
and flavourful ingredients. Kikkoman soy sauce is now used by home cooks as an all-
purpose seasoning, as well as being the perfect partner to stir-fries and sushi. 

Made from just four pure ingredients – soybeans, wheat, salt and water – the sauce is 
slowly brewed over several months. It can be used instead of salt in almost any dish to 
bring out the flavour of the food.  It’s smooth, delicate taste lends itself to everything 

from Bolognese sauce, to soups and salad dressings - and even a Bloody Mary!

The endorsement is extra special as the votes come from everyday home cooks up and down the country who read the 
UK’s most trusted and widely read women’s lifestyle magazine. 
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Ella’s Kitchen grows up big and strong

Kikkoman wins Good 
Housekeeping award

We are pleased to report that Gabriel-Iluian Patac, who 
has been working as a temporary warehouseman for us 
since June, has now been made a permanent member of 
staff.

We also welcome Emma Thornton, who joins us as field 
marketing manager dedicated to the Tranquini brand of 
soft drinks. Emma’s background is in health and beauty.  
She has worked in a variety of marketing roles with 
companies such as Elemis, Guinot and Pai Skincare.

Once again, we were 
successful in our 
September BRC audit 
for the Storage and 
Distribution Standard. 
We received only 
four minor non-
conformances, all of 
which have now been 
addressed.

The audit covers: 
senior management 
commitment, HACCP, 
our quality system, site and building standards, 
vehicle operating standards, facility management, 
good operating practices and personnel.

Patrik Lundell – Starbucks director of 
channel business development  EMEA - 
presenting Rob Amar with a memento to 
recognise the landmark of 1m packs of 
coffee shipped in 2016

Welcome to 
Gabriel and Emma

Successful BRC 
audit
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Charities 
nominated 
by our 
colleagues 
in 2016

Charities nominated by the Company in 2016

Our other 
purpose
Rob Amar writes:  

In his book “Start With Why?”, 
the British leadership guru, Simon 
Sinek, explores how leaders and 
organisations can inspire their people 
to find fulfilment through contributing 
to something greater than themselves. 
He calls the Why? “our purpose”, 
and many others have written on this 
subject in recent years.

At RH Amar, our purpose is “to make 
life taste better” – that’s all about bringing great-tasting products and 
innovation to consumers around the UK. But beyond that, we have created 
a wider purpose, which goes far further than our business activities.

As a family business, we have always contributed as generously as we 
can to a wide range of charities, but in a somewhat ad hoc way. In 2013, 
we brought some structure to our charitable donations by deciding to give 
10% of net profits to charity.

We also invited colleagues to nominate some of the charities we support.  
Many did so for personal and heart-felt reasons. And in fact our ad hoc 
donations never stopped, because we still support a number of company 
and individual fundraising events through the year.

Perhaps what makes our project stand out more than most is that we 
start donating to charity from the very first pound of profit earned each 
year. This makes the charities just as important stakeholders in our 
business as shareholders and colleagues, and gives our colleagues a 
source of inspiration and real sense of purpose.

Over the past four years we have donated more than £600,000 to no 
fewer than 40 different charities. Our goal is to pass the £1m mark in the 
next two years. Until now, it’s not something we’ve shared much outside 
our business. But it’s something we’re very proud of, and feel now is 
the right time to shout about it with our customers, brand partners and 
service providers, and hope it will inspire others to act similarly.

24hr helpline: 0800 328 4257

Nystagmus Network

10% of net profits to charity

More than £600,000 donated
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Charities nominated by the Company in 2016

The things our colleagues do for charity
The summer saw some of us braving new challenges in the name of charity. Samantha Higgins and Lesley Parker from our 
marketing team, along with Lesley’s daughter Isobel, took part in the Cancer Research UK “Pretty Muddy” Race for Life 
event  -  a five kilometre muddy obstacle course held at Phasels Wood, Hemel Hempstead. Isobel agreed to participate 
on condition that Lesley and Sam donned a pink tutu.  They all finished the race but somehow some got muddier than the 
others. A grand total of £445 was raised.

1

Paul Tuhrim, RH Amar’s finance 
director, continues to be 
active in raising money for 
Norwood. In the next issue 
of Fine Food News, we 
shall be reporting on 
his forthcoming 
bike ride in Israel. 
Encouraged by 
Paul in recent 

months, a blind and partially deaf 
man will be participating in the ride, as 
well as Douglas Silas. Paul is currently 
organising a series of events in 2017 to mark 
the 25th anniversary of the bike rides.

Some fundraising activities take place within our offices, 
and this September a charity cake competition and coffee 

morning for Macmillan Biggest Coffee Morning  
was organised. Unfortunately Paul Hollywood 
and Mary Berry were not available, but two 

colleagues stepped into the breach and 
did an excellent job judging the delicious 

offerings. The event raised just over 
£300.    

Sarah Moore, our marketing manager, 
is bravely going sober for October – 
possibly the hardest challenge of them 

all!
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Kikkoman and the Chinese New Year
The 2017 Chinese New Year will fall on the 28th January. It is the Year of 
the Rooster, according to the Chinese zodiac. 

Kikkoman will be launching its TV advertising campaign from week 
commencing 9th January on channels such as ITV and Channel 4, 
alongside a number  of multichannel stations. It will also be advertising on 
food-based stations such as Good Food and Food Network.  Channels 
that cover the Chinese New Year, for example London Live, will also 
be included. The five week advertising campaign is set to achieve 6.5m 
impressions.

Chinese New Year as a social eating occasion is growing in popularity every year as more and more retailers dedicate space 
to celebrate the event. Sales during Chinese New Year in 2016 were +72% vs Chinese New Year in 2015

Kikkoman has had an excellent 2016 with their Soy Sauce, Gluten Free Tamari Soy Sauce and Teriyaki Marinade all awarded 
a Great Taste Award  (see Page 1).  Both the Soy Sauce and Teriyaki markets are growing as an increasing number of 
consumers start to introduce Asian influences in their cooking. Kikkoman has also been promoting the variety of uses and 
benefits of using soy sauce in all marketing communications and the many consumer food shows it has been to this year. 
From the Nielsen market data, we can see that Kikkoman is driving the growth within the market and really are going from 
strength to strength*. In addition,  IRI data shows that Kikkoman  is contributing 55.3% of Soy Sauce value growth from a 
16.6% share position.**
*Nielsen 52 weeks, ending 02.07.16 

** IRI week ending 10.09.16

Mary Berry’s scorching hot summer
This year Mary Berry’s delivered an outstanding 360° marketing 
campaign, the main aim of which was to drive brand awareness and trial. 

We embarked on “The Home of Good Taste Tour” and took the brand all 
around the country. The tour allowed consumers to taste and experience 
the truly memorable aspects of the brand, whilst at the same time sending 
out the same message on social media. 

Following the tour, the buyer base has increased by 78%; UK household 
penetration has doubled; double-digit growth has been maintained ; and 
Mary Berry’s has the highest brand loyalty in the category*.  In addition 
the brand now has nearly 5000 followers on Facebook. Not a bad 
summer! 

* Nielsen 52 w/e 13.08.16

Del Monte® recognised for sustainability
Del Monte® has achieved third-party Sustainably Grown certification for its pineapple farms and canning operations in Kenya. 

The certification was issued by SCS Global Services in accordance with the producer and handler requirements of its 
internationally recognized Sustainably Grown Standard v 1.3. It means that Del Monte® canned pineapples now feature the 
Kingfisher eco-label.

The process involved rigorous independent evaluation of the production, management, and distribution procedures of the Del 
Monte® farms and the canning operations in Kenya. Del Monte® was able to demonstrate that it has established practices 
that guarantee the highest level of environmental responsibility, worker protection, social responsibility and quality control. 

Eyeing the 
future
Henry Amar, 
chairman, writes: 

This summer I had cataract operations on both eyes. Whilst I 
still use glasses for reading, my long sight is vastly improved. 
Looking out of my office window I can see things I haven’t seen 
in all the 20 years RH Amar has been in High Wycombe. Yes, 
it’s really 20 years!

I devoutly wish I had the same excellent long sight when it 
comes to seeing into the future. As my son had suggested 
elsewhere in this issue of Fine Food News, the months and 
years ahead of us are fraught with uncertainty. This was 
reflected in a recent, lengthy Board meeting. My fellow directors 
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German Chilli Dog for Bonfire Night 
6 hot dog buns
1 jar of Meica Frankfurter or Bockwurst sausages
1 can of chilli beans (400g)
2-3 strips of bacon (100g)
1 can of sweetcorn (340g)

Instructions

1. Cut the rolls or buns open

2. Heat the Meica sausages according to the instructions and put them 
into the rolls

3. Cut the bacon into small pieces and fry until crispy, while heating the 
sweetcorn

4. Heat up the chili beans and spread over the sausages

5. Top with the bacon and sweetcorn

Del Monte® distributors days
Del Monte® held a distributors event in Kenya at the end of 
September. It was a chance for James Amar, brand manager 
for Del Monte®, to see at first hand the plantation and factory 
which produces pineapple for Europe, the Middle East and 
Africa.

The Del Monte® Kenya plantation is located in Thika, near 
Nairobi, at an altitude of 1500m, the highest pineapple 
producing area in the world. The facility employs 7,000 
people, all of whom live within the area of the plantation. In 
addition to houses, there are schools, shops, subsidised 
cafeterias, games rooms and medical facilities for the benefit 
of the employees. 

As you can imagine, the plantation itself is huge. It covers 
5,500 hectares – the equivalent of 8,000 football pitches – 
with the capacity for a mouth-watering 412 million pineapple 
plants.

From planting, it takes 19-20 months for the first pineapple fruit to be ready (known as the 
Plant Crop). It then takes another 16 months for the second fruit to be ripe (called the Ratoon 
Crop). The next 6 months sees the field left fallow and then it is prepared for the previously 
removed pineapple crowns to be planted and the crop process begins again.

Each hectare of land holds around 75,000 pineapples, which are picked by hand before being 
taken to the factory. This facility, which has 18 production lines, is in operation 24 hours a 
day, working three 8-hour shifts. Ginaca machines remove the skin and core of the pineapple, 
before it is cut into slices or chunks. Manual checking occurs along the line to ensure all 
products meet stringent Del Monte® quality requirements of Fancy grade, the highest 
specification of pineapple.

The path of the pineapple from field to fork is a fascinating journey and Del Monte® is a rare 
brand that is there every step of the way.  It is clear that pineapples do not just grow on trees 
and when Del Monte® claim to “Say Yes to the Best”, that is exactly what they are doing.

are definitely not indecisive people, but we struggled to 
make sensible decisions, faced (as we were) with so many 
doubts about the future. Similar doubts must be frustrating 
businesses all over Britain, as directors wrestle with the 
many issues that will affect them. How far will sterling 
fall? Is it hard Brexit or soft Brexit? What will happen to 
consumer confidence? Do our political leaders have any 
idea about the way they will negotiate our exit from the 
European Union, and if so why are there so many versions 
of what may happen?

One thing I’m certain about.  This is a moment of 
unprecedented difficulty for our country, and for those who 
have to run businesses, and we should not count on any 
favours from our former partners in the EU. I am an optimist 
by nature, and such gloomy thoughts do not come easily 
to me, so I look forward to the time when I write articles 
for Fine Food News which are about food and not about 
politics.

Martin Tilney (Del Monte® Europe’s 
UK & Ireland commercial director) 
with James Amar
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FINE FOOD NEWS
McCormick Old Bay Seasoning for the 
authentic taste of America 
McCormick’s latest exciting launch sees the introduction into UK foodservice of iconic and authentic 
Old Bay Seasoning, a product created 77 years ago in Maryland, USA.

Seduced by the evocative vibe of retro glamour and the road trip appeal of a neon-lit diner, the UK 
is well and truly hooked on the Americana trend. Whether it is specialist BBQ joints, gourmet burger 
restaurants or smokehouses, if it comes from across the Atlantic, the British just cannot get enough 
of it on their plates.

Now, thanks to McCormick, there is an easy way for caterers to add flavour to their menus, win new 
customers and increase profits.  The UK launch of Old Bay Seasoning enables operators to offer the 
true flavour of America and assert their authenticity instantly in an increasingly competitive sector. 

An irresistible and iconic all-rounder containing celery salt, pepper and paprika, Old Bay really is a 
most versatile seasoning and so easy to use.  It can be added before, during, or after cooking and is 
perfect for seafood, chicken, vegetables, meats and more. Alternatively, it can be mixed into dipping 
sauces and dressings, providing an instant upgrade to these condiments.  

Testimonials evidence the delight of many professionals who have been introduced to Old Bay 
already. Rob Morris, food stylist and chef, says: “Old Bay has a soft, smoky aroma with a mellow 
spice and is great on grilled or pan-fried fish, seafood or meat”.

Fans of Old Bay Seasoning are growing rapidly as the product makes its way onto menus and into dishes around the world.  
According to its website, McCormick claims that around 50 million ounces were sold last year - a true testament to its 
success.

The Gruffalo comes to 
Appy

Appy Food and Drinks already has a 
successful range of drinks containing 
50% juice and featuring the popular 
pre-school character, Peppa Pig.  It is 
now adding The Gruffalo to its portfolio. 
This comes in 8x(3x200g) cartons and is 
available in three flavours:  Golden Apple, 
Forest Fruits, and Orange & Carrot.   All 
products are 100% natural with no added 
sugar and are lunchbox friendly.

Recent concerns over sugar consumption 
and the pending sugar tax have impacted 
the soft drinks category and parents 

are looking for healthy alternatives for their children and 
themselves.  A recent Mintel report* suggests that there are 
three key factors influencing parents when buying soft drinks 
for children: health credentials, child/parent engagement 
such as licencing or education initiatives, and interesting 
flavours. 

*Mintel: Attitudes towards fruit juice, juice drinks and smoothies, 2014

PERi-PERi Salt - 
new from Nando’s 

The delicious blend of salt 
and spices with PERi-PERi 
is now available as part 
of our increasing Nando’s 
product range.  PERi-PERi 
Salt works well with any 
side dish or snack. From 
crisps and popcorn to 
mashed potato and corn on 
the cob, it adds flavour, zest 
and a gentle dash of heat to 
any meal.

It is the same product as 
used in the restaurant, 
giving consumers a true 
Nando’s experience, and 
driving incremental sales to 
the category.

New jalapeno pouch format available 
Cooks&Co Sliced Green Jalapenos are now available in a 6 x 2.9kg pouch format.  Notoriously hot, 
jalapenos are an integral ingredient in many world cuisines and can be used in curries, stir-fries and Tex-
Mex recipes. They also add a “kick” to more sedate dishes such as pizzas, casseroles, marinades, dips and 
salsas.


