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The B word

Rob Amar, managing director,
writes:
As is customary in my family, we spent
Christmas in Finland. One benefit is that in
Finland you get to receive gifts from Father
Christmas in person rather than hoping he’ll
fit down the non-existent chimney. A second
benefit I was looking forward to this year was
ten days of respite from the B word. Like
many, I have become weary from the political
shambles we have listened to and read about for what feels like
an eternity.
However, the respite was short-lived. While enjoying one of
Finland’s many new craft beers in a local hostelry, a man on
the next table heard me talking in English and asked if he could
ask me a question. I was taken aback, as Finns are not known
for talking to strangers, and I certainly wasn’t expecting it in
deepest, darkest Finland (and yes, in winter it is dark). “No,” I
replied, anticipating he was going to ask me about the B word.
But we did then converse for some 20 minutes on the subject.
It turns out he had spent time in the UK, and probably knew
more about British politics than me. It was interesting to get a
perspective from the far side of Europe – from a country that
has similar divides in terms of sentiment towards Europe’s
institutions, but one in which the vast majority do feel European.
While finding “the choice of the British people” surprising, he
was incredulous about “the self-destruction” that has gone on
since.
Back in the UK, with the big Commons vote days away (at the
time of writing), Brexit boredom has not subsided, but we are
still none the wiser – a concern for something of such huge
national, business and personal significance. [Ed: Days after the
vote, still none the wiser!] However, I was reminded of a protest
placard from last autumn which read “Even Baldrick had a plan”
– one thing we haven’t lost is our sense of humour.
And I’m pleased to say RH Amar has a plan too. As we
communicated at the end of 2018, we have been busy planning
for a possible “no-deal” scenario and have been working
with our brand partners to build stocks of key lines, whether
imported or manufactured in the UK. Our cash reserves and
own warehouse allow us to plan a reasonable level of stockbuild. What we cannot mitigate against is any tariffs that may
be introduced, which we will be forced to pass on, as provided
for in our updated Terms & Conditions of Sale. It may not be
perfect, it may not all run as smoothly as we’d like, but at least
we have a plan.
It leaves me to wish all our readers a happy, healthy and
successful 2019, and hopefully this time next year we’ll be done
with the B word. But meanwhile, you had better strap in – these
next few months could be one hell of a ride.
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RH Amar enters
chilled category
with Gü Puds
RH Amar and Gü Puds have joined forces in a move which
marks RH Amar’s entry into the chilled category for the first
time.
Gü Puds is the market leader in
premium desserts with 24.9%
market share1, and its Lemon
Cheesecake is the No.1 premium
product in the market1. The team
at Gü Puds says about itself:
“We’re on a mission to blow
the minds of pleasure seekers
everywhere. Our job description is simply this: to transform
each sweet moment into an explosion of pleasure” – and
anyone who has tried Gü is likely to agree!
Gü Puds is determined to make its delicious desserts
available in as many places as possible. Currently listed in
all the major multiples, it has employed RH Amar to expand
its presence in the impulse, convenience and wholesale
channels. The range consists
of 14 products including
the bestselling Lemon
Cheesecake, Guzillionaire
and Salted Caramel. The
products are available in
three formats: twin packs,
singles and sharing.
It’s not the first time RH
Amar has diverged from its core of ambient grocery.
Between 1966 and 1988, fresh fruit was a large part of our
business.
Neilsen Scan Track 52 w.e. 6.10.18 2018
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French’s and
Frank’s for
foodservice
RH Amar is now distributing
French’s Mustard and Frank’s Hot
Sauce into foodservice channels.
No.1 products in the US, these are
perfect for the UK market given the
continuing growth of US cuisine
and the move away from traditional
condiments.
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Plan ahead for Pancake Day
In 2019 the annual celebration of Pancake Day falls on 5th March. Each year, in the
region of 55 million eggs will be used on that day and the average person eats two to
three pancakes.
The most popular pancake topping remains lemon and sugar, and RH Amar supplies
top quality Sicilian lemon juice under the Lazy Lemon brand, in bottles ranging from
100ml up to 5 litres.
Part of the excitement of preparing food is that of creating new and delicious
alternatives. Vanilla pancakes offer such a solution, and RH Amar also supplies
premium Vanilla Bean Paste, from Taylor & Colledge. This is versatile and can be
used in the pancake mix itself, or as part of a delicious Chantilly cream topping.

Spice Tailor re-launches Chutnis
The Spice Tailor has given its Chutnis range a brand new look. The 70g pots are designed to be the
perfect size for single use and compliment the brand’s range of sauces, daals and naan bread. They
can also be used to glaze a ham, spice up a sandwich or add a delicious twist to traditional recipes
such as a fish stew.
The Chutnis are available in two flavours - Mango and Tangy Lime. The pots are packed in cases of 12
and have an RSP of £0.99.

Our Hero brands
Mary Berry’s
Mary Berry is the author of over 70 cookery books, and surely Britain’s most loved and trusted television
cook. Some 25 years ago, Mary began to develop a range of salad dressings and sauces, based upon tried
and tested family recipes. Ten years later, RH Amar was appointed as distributor for the Mary Berry’s brand,
achieving wide distribution for the brand, and later acquiring a small shareholding in the business.
In 2014, RH Amar completed the outright purchase of the Mary Berry’s brand, remaining faithful to the policy
of using only the finest ingredients, and thereby making Mary Berry’s the UK’s No.1 premium salad dressings
brand1. Mary herself is still involved in the development of new products, including recent favourites like Honey
& Balsamic Vinaigrette and Mango, Lime & Chilli Dressing.
With a bright new label design adding to the shelf appeal for Mary Berry’s products, we are confident that 2019
will see continued growth for a brand of which we are immensely proud.
www.maryberrysfoods.co.uk
IRI total market 52 w.e. 18.08.18
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RANGE EXTENSIONS

McCormick launches Street Food range
Leading global herbs, spices and seasonings business, McCormick, has recently
launched an exciting and on-trend range of street-food seasonings under the new Street
Food sub-brand. These expertly-crafted blends offer an array of tasty flavours from
around the globe.
The six varieties - Sriracha, Caribbean Jerk, Baharat, Korean BBQ, Mexican and
Chimichurri - are offered in vibrant and shelf-impactful sachets (13g-15g) and are available
from RH Amar in cases of eight. These products are supported with recipes on www.
schwartz.co.uk/streetfood.

New Del Monte PMPs
Leading canned fruit supplier Del Monte has added to its small tin pineapple
range by launching two new price-marked pack products.
Pineapple Slices in Juice 220g and Pineapple Chunks in Juice 230g are
added to the range, with a 69p price-mark.
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Mary Berry’s new look

My secret CV

RH Amar has put Mary Berry’s through an exciting rebrand
bringing a vibrant new look to the popular dressings range. With
simpler, cleaner and brighter colours, the products will be more
eye-catching on the shelf and easier to distinguish.

Henry Amar,
chairman, writes:

New imagery shown on the front of the bottles helps to highlight
the use of quality ingredients in every bottle. As part of the focus
throughout last year, the message of versatility will continue with
recipe inspiration given on each label and across all social media
platforms.
The new branding will be rolled out this Spring.

Jolly
jumpers

A rebrand for
waffles
The Original Waffle Co. brand has
undergone an eye-catching makeover as
it continues to capitalise on the growing
interest in waffles.
A more contemporary logo features black, white and
gold quality cues to reinforce the range’s premium
credentials. The brand’s revamped line-up includes:
•

Christmas Jumper
Day is an annual
fundraising campaign
organised by Save
the Children. On
13th December, RH
Amar staff wore their
Christmas jumpers
to work, and donated
£116.50 to the charity.
Pictured are members
of the Finance
department.

Toasting Waffles – a pack of six delicious
American-style waffles that can be heated in a
toaster to deliver a unique US diner experience at
home. These are perfect served with blueberries
and maple syrup.

•

Traditional Belgian Liège Sugar Waffles – five
individually wrapped traditional waffles that are
delicious served with ice cream and strawberries.

•

Traditional Belgian Liège Chocolate Waffles – five
individually wrapped waffles for a luxurious treat at
home or on-the-go.

As the waffles market continues to grow at +18.7%1,
this is the perfect time for the brand refresh.
1

Kantar World panel 52 w.e 04.11.18

Welcome to our new
colleagues
In October, Kamil Urbanek joined the warehouse team to work on picking
orders and checking incoming ones.

Those of you who
believe that RH
Amar has been my
only employer in
a long working life
are wrong. In my
mid-teens I worked
for Rendezvous
Newsagents in
the village where I lived, delivering
newspapers at 5.30am seven days a
week. My salary was twelve shillings
and sixpence per week, or 62½ pence
in the new money.
When I started, at the beginning of
May, I was offered the choice of two
“rounds”. The first involved a newlybuilt council estate on the edge of
the village. The second was in a posh
area, where the houses were large and
their owners rich. I chose the former
on the grounds that it would involve
less walking, but my employer, Mr
Standen, persuaded me to change my
mind. The big houses would pay much
larger tips at Christmas, he told me.
So for eight months I trudged up long
drives, carrying my heavy bag full of
rich peoples’ magazines and fending
off their large dogs – sustaining myself
with the thought of the largesse I
would receive at Christmas. December
came and the rich people left their big
houses and went to Barbados, leaving
nothing for their bitterly disappointed
paper boy.
The following year I worked the
council estate. The bag was lighter,
there were no long drives and very few
dogs. At Christmas the tips were small
but they were plentiful.
From these experiences I took three
lessons. I learned to get out of bed
early in the morning. I learned the
importance of backing my own
judgement. And I learned that, even in
food distribution, it might be possible
to earn more than 62 ½ pence per
week.

Paul Read was appointed to the sales team in November
as channel controller for retail and online. Paul joins us from
Weetabix, where he has performed various commercial roles,
most latterly as sales controller. He also has experience at
Kimberly Clark, Kelloggs, Samsung and Sony.
Ceslovas Rupkus, formerly employed on a temporary basis, is now a
permanent member of staff since January. He works as a driver delivering
orders to central London customers.
Elsie Walker joined Markus Endt’s team in January as product
technologist. Most recently she has worked at Hovis as
specification technologist, and has previously held technical roles
with LDH La Doria, The Silver Spoon Company, and Westmill.
Staff enjoying a Christmas lunch
prepared by the directors
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MARKETING
Kühne Pickled
Gherkins on TV
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Kikkoman returns to TV

An estimated 1.3 million UK TV viewers tuned into Channel
4’s Food Unwrapped programme on Monday 26th
November to learn just what makes Kühne Pickled Gherkins
so special.
Viewers saw how these gherkins really are “made with
love” – to quote Kühne’s company motto. The programme
emphasised how they are:
•
•
•
•
•
•
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grown from the finest seeds
harvested in summer
sorted by hand
pickled in a vinegar, brine and a secret blend of spices
sealed in air-tight, pasteurised jars
coded so that each Kühne product is fully traceable,
and the source of every individual ingredient identifiable

You can watch the Kühne coverage at http://www.rhamar.
com/news/more/brand.
Kühne has been producing
Germany’s finest vinegars since
1722 and making unrivalled pickles
since 1903. Its ever-growing range
also includes the best quality
pickled onions, red cabbage,
relishes, mustard, Made for Meat sauces and innovative gin
and whiskey cornichons.

Mary Berry’s increases
popularity on
Facebook
Mary Berry’s has now hit 20,000 followers on Facebook. With
this number continuing to rise, Facebook has become a truly
effective platform to keep consumers updated on the brand,
competitions, recipes and news.

Kühne to sponsor
National Burger
Awards
Kühne is proud to announce that it is one of the sponsors of
the 2019 National Burger Awards. These awards see chefs
across casual dining, quick service restaurants, pubs, bars
and hotels, showcase their best burger to the industry. They
stand to win £1,000, as well as the all-important recognition
of having been judged the nation’s best.
Once all chefs have been shortlisted upon entry, 16 finalists
will be required to compete in a cook-off in February. This will
consist of two rounds – Technical (in which Kühne products
will be used) and Signature (the chef’s own recipe).

Kikkoman, global leader in soy sauce, is once again putting
major support behind the brand over the key Chinese New Year
period with a TV and online advertising campaign. Carrying the
strapline “Food Loves Kikkoman”, the commercial demonstrates
the sauce in a wide range of foods, from soups and salads
to scrambled eggs and even a salted caramel sauce. This
follows the brand objective to remind consumers of Kikkoman’s
versatility as an all-purpose seasoning as well as a dipping
sauce.
Due to air from 14th January 2019, the campaign will run for five
weeks and will be screened across major TV channels as well as
a host of video on demand and online platforms.
Bing-yu Lee, Kikkoman’s UK manager, says “Following the
success of the 2018 campaign, we are again strengthening
our position as the universal seasoning and an essential store
cupboard ingredient. In the New Year consumers are actively
looking for fat-free sauces like Kikkoman to enhance the flavour
of everyday foods. Our campaign firmly puts the spotlight on
Kikkoman ahead of the Chinese New Year.”
Kikkoman is the only one of
the top four soy sauce brands
(including private label) in
growth over the last 12 months,
up 6.4% in value year-on-year1.
1AC Nielsen 52 w.e. 13.10.18.
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Sabarot celebrates 200
years
In 1819, Jean-Pierre Sabarot settled in HauteLoire in France, bought a mill and founded
his company which was originally devoted
primarily to traditional milling.
At the end of the 19th century, the company
focused on selling the famous Le Puy green
lentil, thereafter quickly extending the range to
include high quality pulses and
cereals. More recently the company diversified
into dried mushrooms and canned snails.
The mission to offer healthy, good and natural
products remains at the heart of Sabarot as
the company continues to grow and innovate.
Antoine Wassner, the current managing director,
is the seventh generation of the family. He is
committed to applying the latest technology, to
the careful selection of suppliers, and to obtaining the relevant
certification. It is not surprising,
therefore, that Sabarot has achieved
international recognition.
We wish Sabarot a happy birthday!

For more information, visit http://nationalburgerawards.
co.uk/.
We hope you enjoy reading our quarterly Fine Food News publication. If you wish to stop receiving future editions, please email
Karan Brown at kbrown@rhamar.com, or write to: Fine Food News, RH Amar, Turnpike Way, High Wycombe, Bucks, HP12 3TF.
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