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DOING BUSINESS BETTER
I’ve always been a believer that’s it’s not just what you 
do that’s important, but how you do it. If Arsenal are 
ever to win the league again, I want to watch them 
do it playing tiki-taka, not long-ball dross. A well-
executed birdie in golf is always more satisfying than 
a lucky one. The journey is just as important as the 
destination, sometimes even more so. That’s why 
when we refer to our core value of integrity, we talk 
about “winning the right way”.

We strive to deliver great service to our customers 
and brand partners every day, but we also believe in 
delivering growth in a sustainable way that reduces 
our impact on the environment and does great things 
for our people and the communities in which we 
operate. So we’re proud to have launched our Doing 
Business Better strategy which puts people and the 
planet at the heart of our decision-making. You can 
read more on this later in this edition.

This strategy gives us the framework backed up with 
the resource to support our ambitions in these vitally 
important areas, and accelerate the progress we have 
made over the past few years. One thing that is really 
encouraging is that over a third of my colleagues 
are actively involved in one of the 14 project teams 
addressing different aspects of the strategy.

This level of engagement shouldn’t be a surprise – 
we’ve retained our Best Companies 3* accreditation 
for the 3rd year running. Achieving it the first time 
was one of my proudest moments. Building a great 
culture takes time and effort for benefits that are not 
always obvious or immediate – again, it’s not just what 
you do, but how you do it.

Rob Amar, Managing Director, RH Amar



LONG SERVICE 
Congratulations to our colleagues who have recently reached significant RH Amar long-service milestones.

NEW FACES TO THE 
RH AMAR TEAM 
Clarissa French has joined our Commercial Team 
as our first Digital Execution Manager. Clarissa has 
over 20 years’ experience with companies including 
Tesco, Electrolux and most recently Ocado where 
she was Digital Marketing Manager. Clarissa will 
build our capabilities with retailers online.

Federico Ilner has joined our Demand Planning team. 
He’s already made an impact, not just in the office but 
also on the pitch, as part of our triumphant football 
team which achieved glory in a charity tournament.

Shannon Morris has joined our busy Customer Services 
team supporting customers with their orders.

Finally, we welcome Agnieszka Klichta to our 
warehouse team alongside Stephen Cavanagh, 
who re-joined the warehouse team in August.

CLARISSA  
FRENCH 

FEDERICO  
ILNER

SHANNON  
MORRIS

AGNIESZKA 
KLICHTA

STEPHEN 
CAVANAGH

FOOTBALL TRIUMPH TO SUPPORT FARM AFRICA
Congratulations to our very own ‘Amar Athletic’ who were crowned the 2022 champions at the Farm Africa football 
tournament earlier this year. Acting Team Manager, and RH Amar Operations Director, Tim Brady said “As ever it was 
a game of two halves but our team pulled together and delivered an impressive and winning result! It was a fantastic 
tournament for a worthy cause.”

5 YEARS:

Andy Rudol  
(National Account Manager)

15 YEARS: 

Lesley Parker  
(Brand Controller)

20 YEARS: 

Lesley Robertson  
(Private Label Manager)
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BRC AUDIT
We are thrilled that we have 
achieved an AA* rating in 
our BRC audit this year. A 
huge well done to Markus 
Endt and Elsie Walker in 
our Technical Team who 
oversaw the visit, and to all 
our colleagues who the BRC 
team commended for being 
so friendly and helpful.

RH AMAR 75TH 
ANNIVERSARY 
CELEBRATIONS – 
WORTH THE WAIT! 
Two years later than planned, 
we celebrated our 75th 
anniversary. With a shared love 
of food, we gathered with our 
family of Brand Partners over 
a delicious dinner in London 
on a warm May evening. From 
long-standing partners, such as 
Crespo who we started working 
with in 1955, to brands which 
have come on board this year, it 
was an evening to remember. 

In July, we hopped aboard a 
boat on the Thames in London 
and celebrated our 75th 
milestone with our colleagues. 
It was a lovely evening where 
we enjoyed speeches by Henry 
and Rob, and enjoyed a meal 
and dancing while we sailed 
past the sights of London.   

A YEAR ONLINE!
It’s a year since we launched our own B2B online ordering website. Transactions through the site continue to 
grow which is great feedback and with the addition of Clarissa, our new Digital Execution Manager, joining 
the team we will continue to improve the site and its capabilities. The site offers our entire product portfolio, 
current stock availability and pricing, and offers the ability to place an order 24/7 on both desktop PCs or 
portable devices. Additional customer benefits include previous order history, custom order pads for quick 
ordering, and we now accept credit card payments as well as payment on account, subject to credit approval.

If you’re already ordering through the site please do feed back your experience or any improvements you 
would like to see. If you haven’t yet registered for full site access, please contact your RH Amar Account 
Manager who will be able to provide you with your unique login details. Visit: www.rhamaronline.com

IN GOOD COMPANY
We’re delighted to have been 
awarded 3 Star accreditation by Best 
Companies for the third year in a row. 
This highest level of accreditation 
reflects ‘world class’ levels of 
workplace engagement. We’re 
thrilled to get this feedback, with the 
belief that high levels of workplace 
engagement truly translate to a 
happier and better place to work.
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RH AMAR SETS SIGHTS ON NET ZERO 
RH Amar has announced its ambition to be Net Zero by 2030. The decision follows 
a full review of our environmental and social impact led by RH Amar Strategy & 
CSR Director, James Amar, who took up the newly formed CSR role last year. 

We are working with corporate climate impact specialist, The Sustainability Group, to 
identify what action needs to be taken to effectively reduce our sustainability footprint 
across the business, and in doing so realise our ambition to be Net Zero by 2030.  

James Amar said: “We want to build on our credentials as a business 
that people believe in – balancing purpose with profit and being a force 
for good. We understand our decisions affect our community and the 
environment and want to lead where we can. Within this, setting a Net Zero 
climate target gives the entire business a clear goal to focus on together 
and we have already seen that small steps can make a big difference.”

Acting as a responsible business 
– one which is fully committed 
to having a positive social and 
environmental impact – is something 
we want to be an integral part of our 
day-to-day operations at RH Amar. 

That’s why, in September 
2021, I started my new role as 
Strategy & Corporate Social 
Responsibility (CSR) Director.

Together with Simon Fry, our CSR 
& Business Development Manager, 
we have been developing a 
CSR strategy to guide us on our 
sustainability journey. We presented 
this strategy to all colleagues in June, 
and have already re-branded! To 
create engagement and excitement 
for our mission, we realised we 
needed to ditch hard-to-understand 
terminology and communicate 
in a way which would make our 
strategy accessible to everyone.

So our Doing Business Better 
strategy was born, and it comprises 
three key pillars designed to 
balance purpose with profit:

Better For Our Planet  
– we want to reduce our 
environmental impact, with 
an ambition of becoming 
Net Zero by 2030.

Better For Our Communities 
– maximising our social impact, 
through our 10% of net profits 
to charity initiative and support 
for our local community.

Better For Our People  
– having policies and practices 
in place which recognise and 
value our colleagues, and 
everyone in our supply chains.

As you’ll see from some of the 
articles included in this edition of 
Fine Food News, we’ve already 
made some great progress, 
ably supported by some of our 
fantastic brand partners. 

But there’s so much more to do! 
That’s why we have created 14 
project teams – involving no fewer 
than 30 colleagues – to work on 
all manner of issues: whether it’s 
decarbonising our transport or 
reducing the amount of energy 
we use, spending more time 
volunteering within our communities 
or improving our diversity and 
inclusion as a business, there’s 
plenty for us to be getting on with.

Ultimately, it means putting our 
Doing Business Better strategy at 
the heart of planning and decision-
making across the business – which 
will be better for everyone.

Doing Business  
Better...
JAMES AMAR INTRODUCES OUR 
DOING BUSINESS BETTER STRATEGY
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Doing Business  
Better...

FARM AFRICA
Last year we donated to Farm Africa’s coffee 
project in Uganda which helped support young 
Ugandans to enhance their incomes through coffee 
production and create sustainable livelihoods.  

The project supported people like Christine (pictured), 
a coffee farmer, who said “I decided to join the young 
farmers’ group to gain knowledge and skills, access 
finance, and share challenges and advice together.”

We are also part of Farm Africa’s Food for 
Good network, a group of food and farming 
businesses who promote investment in Farm 
Africa’s vital work. To find out more about 
Farm Africa’s work visit www.farmafrica.org

THIRD TIME LUCKY – RH AMAR CHARITY DRAW RETURNS!
The RH Amar Charity Draw is back for the third year 
running! Our charity prize draw, which forms part 
of our commitment to donate 10% of our annual 
profits to charity, is where we ask our customers and 
brand partners to nominate charities which they feel 
would benefit from our support. Last year’s winners 
included The Bluebell Wood Children’s Hospice charity, 
nominated by Unitas Wholesale, which took the top 

prize of £10k. The Belazu Foundation, Prostate CancerUK 
and The DPJ Foundation were also lucky winners.

We will be sharing details in the next few weeks 
on how to nominate your chosen charity for this 
year’s RH Amar Charity Prize Draw. Nominations 
need to be submitted by Friday 18th November 
and the draw will take place in early December.

KABUTO FIRST NOODLE 
BRAND TO GO B CORP
Kabuto Noodles has become the first instant noodle brand to 
become B Corp certified, a global recognition that the brand 
has met the highest standards of social and environmental 
performance, transparency and accountability. Achieving 
B Corp status has been the culmination of a number of 
actions made by Kabuto over recent years, including 
creating jobs that incorporate social and environmental 
issues and ensuring workers are paid above living wage. 
Kabuto was also the first instant noodle brand to have a 
100% recyclable product and to offset its carbon emissions.

BELAZU LAYS THE FOUNDATION 
FOR SCHOOLCHILDREN
The Belazu Foundation was one of our winning charities at last year’s RH Amar 
Charity Prize Draw. The donation from the draw was used to support the work 
that The Belazu Foundation does with School Food Matters - a charity that aims to 
improve schoolchildren’s access to healthy, sustainable food. Together, they run 
an educational project called Fresh Enterprise which invites local schoolchildren to 
Belazu with a hands-on workshop to develop their own paste. At this year’s event 
the winning paste was a Smoky Delight, which was then produced on-site by Belazu.
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COOKS&CO DEBUTS VEGAN STUFFED PEPPERS
Cooks&Co is excited to launch the range’s first vegan stuffed pepper. The Cooks&Co 
Vegan Stuffed Red Peppers are ideal for retailers wishing to offer customers a vegan 
alternative to feta or ricotta stuffed peppers. They have a sweet ‘n’ spicy flavour with a 
vegan ‘cheese’ alternative filling. They’re great as part of an antipasti platter or as an 
impromptu snack. Cooks&Co Vegan Stuffed Red Peppers are available in 250g jars. 
Please contact your RH Amar Account Manager or visit rhamaronline.com to order.

SWEETY DROP PEPPERS IN FLAVOUR
Sales of Cooks&Co Sweety Drop Peppers have soared 110%1 and Google searches for the red 
jewel-like peppers climbed an incredible 488% as more shoppers than ever seek them out.  

Over the summer Sweety Drop Peppers also found fame on TikTok, after being included in a  
‘Grinder Sandwich.’ The video featuring the Sweety Drop Peppers went viral and attracted over  
1.6 million views. 

COOKS&CO EXTENDS FOODSERVICE RANGE
Cooks&Co has extended its 
foodservice range with the 
introduction of two of its most 
popular retail lines. New to the 
Cooks&Co foodservice range are 
Tri-Colour Jalapeno Slices and 

Sweety Drop Peppers which both 
add flavour and colour in equal 
measure to dishes such as pizza, 
pasta and casseroles. Both products 
are available in 820g tins, ideal for 
smaller restaurants and wide-ranging 

customer and usage occasions.

These lines are available immediately 
to our foodservice customers. Please 
speak to your RH Amar account 
manager for more information. 

FOOD WORTH 
STAYING IN FOR
Our Cooks&Co brand, which offers award-winning 
ingredients from around the world, is being 
supported over the autumn and winter period 
with a dedicated marketing campaign which will 
position the range as ‘Food Worth Staying in For’. 

The campaign includes the creation of dedicated 
seasonal recipes perfect for every occasion - from 
weekend entertaining with friends to budget-
friendly batch cooking. The recipes showcase 
the amazing flavours that can be found, and 
dishes which can be created, with Cooks&Co’s 
convenient store cupboard ingredients.

New recipes include a warming one-pot of 
slow-cooked Asian Beef and Lotus Root Stew, 
using Cooks&Co Lotus Root, and an easy-
to-prep Spicy Salmon Tray Bake, a colourful 
all-in-one dish using Cooks&Co Roasted Red 
Peppers and Cooks&Co Red Frenk Chillies.

1 RH Amar volume sales out, Jan 21 v Jan 22
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Reaching for the 
stars at The Great 
Taste Awards 2022
Congratulations to our brand partners who 
achieved success for their products at this year’s 
Great Taste Awards.   

Acetum scooped 2-stars for its delicious 25-
year aged Mazzetti Tradizionale Balsamic 
Vinegar as well as its Mazzetti White Condiment 
Vinegar, which judges described as ‘innovative’.

Mutti achieved four Great Taste Awards, with its Passata 
Gastronomia Baby Plum winning a 2-star award. This 

special passata is made exclusively with baby plum 
tomatoes chosen for their sweet and delicious flavour. 

The passata was described by judges as ‘as good as 
homemade.’ Mutti’s Passata with Basil was awarded 

1-star alongside two organic products from its range – 
Organic Chopped Tomatoes and Organic Passata.  

Kikkoman achieved success too with 1-star awarded 
to both its Teriyaki Sauce with Sesame and Teriyaki 
BBQ Sauce with Honey. Kikkoman’s Organic Soy also 
scooped 1-star and was commended for its fragrance 
which was described as full of ‘inviting umami notes’.

Kühne won three awards, with stars given to 
Kühne’s Whole Pickled Gherkins, Gherkin 

Slices for Burgers, and its Gourmet Selection 
Cornichons with Chilli – which was described 
by judges as ‘moreish’ and ‘beautifully made’.
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WHEN LIFE GIVES YOU LEMONS… 
Polenghi Food, the Italian lemon 
juice company behind Lazy 
Lemon and Lazy Lime juices, is 
launching exciting new products 
into the UK market which 
are set to bring the category 
to life as well as encourage 
consumers to trade up. 

New products include the 
launch of Polenghi Spinagallo, 
which is a super-premium 
organic single-plantation lemon 
juice. Grown by the Campisi 
family on their award-winning 
Spinagallo plantation in Sicily, 
the juice is exclusively made with 
Femminello lemons. The launch 
of Polenghi Spinagallo comes at 
a time when organic lemon juice 
accounts for 9.5% of the total 
UK lemon juice category and is 
growing ahead of the market 

at 10%1. Polenghi Spinagallo 
organic lemon juice is bottled in a 
premium glass bottle, with bright 
and eye-catching illustrations 
of the lemon orchards and 
delivers great shelf standout.

Polenghi is also introducing a 
new never-from-concentrate 
patented ‘slice pack’ proposition, 
for both Sicilian lemon and lime 
juices. The standout design 
includes an innovative cap system 
which infuses the juice with the 
essential oils from the citrus peel 
as it is released from the pack. 
The packs, which contain 125ml 
of juice, can be sited in both 
chilled and ambient fixtures.  

These are exciting new launches 
to the category. Please speak 
to your RH Amar account 
manager for more information. 

CRESPO REGAINS NO.1 SPOT
Crespo has retaken the top spot in the branded olives space.  
Crespo has been a staple brand on the olives fixture in the UK 
since 1955, delivering a consistent quality and taste. Crespo’s 
black and green olives (354g) are the UK’s best-selling 
branded olives in jars. It has also led innovation, launching 
the UK’s first olive pouch over 20 years ago. Crespo’s pouches 
offer the perfect format for snacking and food-to-go and 
now have almost a third of the branded pouch market.

1 Total Market, 2021 vs 2019

Source: Kantar World Panel (Value) 12wk April 2022
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NANDO’S SWEET 
CHILLI JAM
We’re excited to be launching Nando’s 
Sweet Chilli Jam to our Wholesale, 
Cash & Carry and Independent Retail 
customers. Nando’s Sweet Chilli 
Jam was named Product Of The 
Year in the Sauces & Condiments 
category at the independent Product 
of the Year Awards, voted for by UK 
shoppers. It is jam-packed with tangy 
tomatoes and Peri-Peri (African Bird’s 
Eye Chillies) and gives shoppers 
an alternative taste of Nando’s 
restaurant flavours at home.

YOU SAY ROMA, WE SAY PLUM!
Mutti has changed the name of its two popular Baby Roma 
products to Baby Plum to help shoppers understand the tomato 
variety used. Mutti has long championed different tomatoes with 
baby plum tomatoes chosen for their sweet flavour and thin skin 
which is perfect for sauces. The two baby plum products are 
Mutti Baby Plum tomatoes and Mutti Passata Gastronomia Baby 
Plum, which recently won a star at the Great Taste Awards.  

KIKKOMAN DIVES INTO DEEP FLAVOUR  
Kikkoman, the UK’s No.1 soy sauce brand, is kicking off Chinese 
New Year and the Year of the Rabbit with a new marketing 
campaign to support the range and drive sales. The Dive into 
Deep Flavour marketing activity includes a new television 
advert, a social media campaign with vegan channel Bosh.
tv, the creation of new stir-fry recipes and videos and a PR 
campaign to raise the profile of the brand further. 

ACETUM LAUNCHES NEW LINES INTO FOODSERVICE
We’re launching five vinegars from Acetum’s award-
winning range into foodservice. The new lines 
available to our foodservice customers include 

red and white wine vinegars as well as Acetum’s 
Apple Cider Vinegar ‘with the mother’- a yeast 
starter which contains lots of beneficial bacteria.

MUTTI EYES UP ORGANIC WITH NEW LAUNCHES
Mutti has launched four organic products into the UK 
market, offering an organic equivalent for some of its 
best-loved products. The four organic products are: 
Mutti Chopped Tomatoes, Mutti Peeled Tomatoes, Mutti 
Passata, and Mutti Double Concentrate Purée. Wins 

for Mutti’s organic range at the Great Taste Awards 
earlier in the year confirmed the quality with the 
Organic Chopped Tomatoes and Organic Passata both 
scooping awards. Judges described the organic passata 
as ‘packed with umami’ and ‘deeply flavoursome’.
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' Tis The Seasoning
DR.OETKER FOR FESTIVE BAKING 
Stock up with Dr.Oetker’s range of decorations, ingredients, coverings, 
and mixes ahead of the key festive baking period. Key lines for 
Christmas include; Ready-To-Roll Soft Fondant Icing, Ready-To-Roll 
Marzipan and Dr.Oetker’s range of sprinkles and decorations which are 
perfect for adding the finishing touches to Christmas showstoppers.

TAYLOR & COLLEDGE VANILLA
Stock up on Taylor & Colledge’s range of vanilla products in 
advance of the Christmas trading period which sees shoppers 
traditionally stocking up on this much-loved flavouring for 
festive baking. Taylor & Colledge are flavour specialists who 
have been sourcing vanilla for over 120 years. Today the range 
includes three convenient formats for shoppers, a Vanilla Bean 
Paste, Vanilla Bean Extract and Vanilla Bean Pods. All products 
are organic and feature shelf-worthy premium packaging.

CAFEDIRECT BREWS UP A 
CHRISTMAS BLEND
Cafédirect has launched a dedicated Christmas Blend for shoppers 
looking for a festive cuppa. The Cafédirect festive blend is a rich 
and full-bodied blend of Fairtrade and organic coffees from Peru 
and Mexico which are blended together to inspire the taste of 
Christmas with flavours of chocolate ganache, nougat and cherry.

SPICE UP YOUR LIFE WITH SCHWARTZ
We will be offering promotions across 11 Schwartz products in the 
run up to Christmas. These include Christmas favourites including: 
Cranberry Sauce, Redcurrant Jelly, Bramley Apple Sauce, Gravy 
Browning, Ground Cinnamon, Cinnamon Sticks, Whole Cloves, 
Ground Ginger, Juniper Berries, Mixed Spice and Ground Nutmeg.
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WISH SHOPPERS A MAZZETTI CHRISTMAS
Mazzetti is offering the perfect gifting range, which presents an 
opportunity for retailers to trade shoppers up and add value 
to the vinegar category, for the upcoming festive season. 

The Experimental Series
A premium twin-pack to introduce consumers to the wonderful world 
of Mazzetti vinegars, inspiring them with a selection of recipes to try. 
The elegant box contains 1 x Mazzetti Balsamic Vinegar of Modena 
(250ml) and 1 x Mazzetti White Condiment (250ml). RRP £18.00.

CHRISTMAS BAKING WITH CAMP COFFEE
Celebrity baker, and ITV’s This Morning regular, Juliet Sear has created a 
special Camp Coffee recipe for all those looking for festive baking inspiration. 
The Camp Coffee & Gingerbread Bundt recipe is the perfect Christmas 
centrepiece and a great alternative to traditional fruit cake. Coffee and ginger 
is a fantastic flavour combination which gives this bundt the wow factor. Press 
coverage featuring this special Camp Coffee recipe is expected in the lead 
up to Christmas to further support this much-loved home baking brand.

The creation of this recipe forms part of the  
Camp Coffee brand awareness campaign  
that will run until the end of the year with  
new recipes, a media event and social  
media activity to help drive sales.

The Artistry Series
Mazzetti’s top quality 3-year aged Balsamic Vinegar, a product 
that celebrates the craftmanship and history of Aceto Balsamico di 
Modena, is found in this stunning artist inspired box. RRP £25.00.

Tradizionale 12 & 25 year aged
Known as Mazzetti’s ‘black gold’, this product is harvested, hand crafted 
and aged in Modena, Italy, in the traditional ‘batteria’ of small wood 
barrels for a minimum of either 12 or 25 years. RRP £80 - £120.
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We hope you enjoy reading our Fine Food News publication. If you wish to stop receiving future editions, please email Rebecca De Ascencao  
at rdeascencao@rhamar.com, or write to: Fine Food News, RH Amar, Turnpike Way, High Wycombe, Bucks, HP12 3TF.

Tel: +44 (0) 1494 530200  Email: info@rhamar.com 
Website: www.rhamar.com  Ecommerce: rhamaronline.com

SPOTLIGHT ON SIMON FRY,  
CSR & BUSINESS DEVELOPMENT MANAGER 
1. WHAT DO YOU LIKE MOST 
ABOUT YOUR ROLE  
AT RH AMAR? 

I have two roles. One is Business 
Development – Karen Jones and 
myself assess potential new brands 
for the business. We proactively go 
after brands in targeted categories 
and we assess the brands which 
knock on our door looking for 
support. I really enjoy meeting new 
people, and eating new food!

The other part to my job is driving 
the sustainability agenda in the 
business. This has been a huge 
learning curve for me but a 
fascinating one. The more I learn, 
the more I understand just how vital 
it is that business puts sustainability 
at the heart of every decision.

2. WHAT ADVICE WOULD 
YOU GIVE TO COMPANIES 
AT THE START OF THEIR 
SUSTAINABILITY JOURNEY?

First take a deep breath and 
don’t panic! There is a ton of 
information and weird terminology 
so it’s easy to get overwhelmed. 
But start where you are – calculate 
your current carbon impact 
(footprint), understand your 
people policies, start measuring 
it all and then go from there.

3. WHAT’S YOUR MOST-USED 
RH AMAR PRODUCT AT HOME?

Kabuto Noodles – my boys devour 
these in large quantities.

4. WHAT ADVICE WOULD YOU 
GIVE TO A PERSON STARTING 
OUT IN THE INDUSTRY?

Lots of listening and get in 
front of fixtures and customers 
as much as possible.

5. AND FINALLY, ONE DREAM 
JOB TO ANOTHER… 
WHAT WOULD IT BE? 

Something to do with Aston 
Martin. Just love those cars!

A CATEGORY VIEW – BABY FOOD 
Chris Eley, RH Amar Category Analyst

The baby food sector is my category of choice to look at in this edition. With  
good growth and clear consumer shopping trends there is plenty to be  
positive about.

Total baby food volumes are up 6.2%, reflecting a bounce back in the UK’s 
birth rate and, with less time spent at home post-covid, shoppers looking for 
the time-saving convenience and portability of pre-prepared baby food.

The Impulse & Convenience sector is outpacing total market growth, with  
volumes up 9.3%. We attribute this to people being out and about more,  
needing food on the go, and an increase in more top-up shops on the way  
to and from work.

Wet baby food now makes up 61% of all units sold in the baby food category.  
Shoppers’ clear format preference is pouches, which are almost two thirds of  
wet baby food sales. Ella’s Kitchen pioneered pouches in the UK and  
continues to lead the way, with the brand accounting for 75% of every pound  
spent on pouches.

Among the brands in the market, Ella’s Kitchen is the UK’s clear favourite -  
with over 30% of total market share. Ella’s presence is even higher in Impulse  
& Convenience, with recent sales growth meaning Ella’s Kitchen had 50.3%  
value share in the latest quarter.

Looking ahead we are seeing good growth for finger food, with innovation 
and NPD helping drive sales value up 18.3%. Smoothies and yoghurts are 
also in growth and ones to watch. With Ella’s Kitchen offering everything 
from first tastes suitable from 4 months old up to snacking products for 
12+ months, it’s perfectly poised to continue to grow the category.
Source: IRI w.e 09.07.22 (MAT, unless otherwise stated)


