
industry received a slew of positive
publicity after the U.S.
departments of
Agriculture and Health
and Human Services
revealed the 2005
Dietary Guidelines,
which urged
Americans to eat
more grains.

Then in February,
the Grain Foods
Foundation launched
its much-awaited
promotion declaring
that “Bread. It’s
Essential.” The cam-
paign generated

R
emember when con-
sumers fell for a craze
called Atkins that
seduced a nation of

unsuspecting dieters, by promising
that the pounds would just melt off
as they boned up on the protein
and cut the carbs?

Yes, Americans could eat their
porterhouse steaks or even two, but
couldn’t touch even one slice of
bread when on the weight-loss por-
tion of the diet. If they did, every-
thing would be ruined and they’d
have to start all over again.

Doesn’t that seem silly in hind-
sight?

What a difference a year or so
makes! Although Americans remain
conscious of their carbs, whole
grains have become the hot button
during the last 12 months, and the
media hype over grains has only
intensified the trend.

First, in January, the baking

more than 1,000 media reports,
appearing on such
networks as ABC,
CBS, NBC, CNN
and Fox news,

and in local
newspapers
across
America’s
heartland.
Unlike before,
when most
reports were
neutral or nega-
tive, more than
two-thirds of
them were posi-

tive, stressing the
role that grain-
based foods can
play in a healthy,
balanced lifestyle.

With a height-
ened conscious-
ness as a result of
such media
reports, it seems
that consumers are
taking another
look at the bread
aisle.

Indeed, the
bread aisle has
been evolving
slowly but surely
throughout the
last 20 years, as
bakers have added
more variety
breads to the
shelf. However,

during the last 10 months, the pace
of change has been accelerating,
with new variety breads and multi-
grain offerings hitting the shelf each
month, and resulting in significant
changes in the way bread is bought
and sold, says Jay Gould,
Pepperidge Farm’s president.

“We’re seeing the competitive
dynamics move from price promo-
tion to consumer-led innovation,
and I see that as a good move for
everyone in the value chain — for
the consumers, the customers and,
ultimately, the producers,” he
explains. “It’s good for customers
because they need to make more
money in the bread aisle, and you
don’t do that running a [buy-one-
get-one] every week. If we move to
a rational pricing environment, it
gives us the opportunity to really
invest against the consumer.”

Now, Anything Goes

Five years ago, the bulk of multi-
grain and variety breads were pretty
similar — 7-Grain with Honey,
Whole Wheat 9-Grain with Honey,
Stone Ground Wheat, 100% Whole
Wheat and Hearty 12-Grain, to
name a few — but now, anything
goes.

Today, sliced variety breads con-
tain bulgur, flaxseed, almonds, wal-
nuts, soybean, sunflower seeds, bar-
ley, buckwheat, millet and corn
grits, among other ingredients.
Bakers are adding Omega-3 oils,
calcium, Vitamin D, folic acid, triti-
cale, fiber, extra fiber and even
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Jilted last year by low-carb craziness, bakers are giving the bread aisle an extreme

makeover to create a more-wholesome and healthful image that is re-igniting

America’s love for their products.

Fresh Bread
(For 52 weeks ending Feb. 27, 2005)

Dollar Volume % Dollar Unit Sales %

Rank Brand (in millions) Change Share (in millions) Change

1 Interstate Brands Corp. $784.6 -2.0% 13.8 386.8 -4.8%
2 George Weston, Inc. $620.2 +6.3% 10.9 291.4 -4.1%
3 Sara Lee Bakery Group $579.6 +0.2% 10.2 262.4 -3.5%
4 Bimbo Bakeries U.S.A. $407.1 +3.1% 7.1 163.3 +0.2%
5 Pepperidge Farm $319.2 +7.4% 5.6 118.2 +3.1%
5 Flowers Bakeries $315.7 +2.7% 5.5 164.6 -1.7%
5 Quality Baker of Amer. Coop. $103.9 -5.8% 1.8 65.3 -6.7%
5 Perfection Bakers, Inc. $70.2 +1.4% 1.2 39.9 -0.6%
5 General Mills $64.8 -10.0% 1.1 29.6 -9.5%
10 Lewis Bakeries $63.4 -4.6% 1.1 35.4 -6.3%

TOTAL* $5,705.0 +0.3% 100.0 3,318.9 -3.6%
*including brands not shown

Source: Information Resources Inc., Supermarkets only
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more extra fiber. They’re even using
canola oils and olive oil instead of
hydrogenated oils.

In some cases, varieties are simply
“out of the box.” Take a Chipotle
Bread to be released later this spring
by Flowers Foods Bakery Group, for
example. It’s one of four, out-of-the-
ordinary varieties of whole-grain,
sliced sandwich breads under the
Cobblestone Mill brand.

“It has a little bite to it. It doesn’t
set you on fire, but it definitely has a
chipotle pepper bite to it,” explains
Janice Anderson, vice president of
marketing for Flowers.

Other varieties include
Sourdough Dill, Wheat ’n Flax,
which contains Omega-3 fatty acids,
and Savory Mediterranean, which is
made with olive oil and herbs.

“Because we know there are
going to be a lot of whole-grain
offerings in the market — and very
good offerings, by the way — we
were looking for something that’s
outside of the pack and was truly
unique and different, and we think
we’re there,” Anderson says.

In April, the Thomasville, Ga.-
based bakery rolled out cranberry
raisin, maple French toast and cin-
namon-flavored breakfast breads
under its flagship Nature’s Own
brand.

The new Nature’s Own Special
Mornings breakfast breads are dis-
tinctively different from what had
been in the bread aisle, in that
they’re one of the first whole-grain
offerings in this segment. At the
same time, they don’t have the
dense, muffin-like texture of many
conventional breakfast breads. They
can be toasted in the morning or
eaten right out of the bag as a snack
anytime.

“Our Nature’s Own bread has
always been positioned as a soft
variety bread, and softness makes
these breads different from typical
breakfast breads that have a tighter
grain and a more compact loaf,”
Anderson notes. “These are stan-
dard, 20-oz. loaves of bread, but
they are soft like the rest of the
Nature’s Own variety line.”

Today, Nature’s Own is a $400
million brand at retail, making it the
No. 1-selling soft variety bread in
the nation, while Cobblestone Mill is
approaching the $100 million mark. 

Multiples of Multigrain

New variety breads seen to be
sprouting up everywhere. For
instance, Franz Family Bakeries, also
known as United States Bakeries,
continues to go all-natural, in more

ways than one. During the past
three years, the Portland, Ore.-based
company has rolled out natural
products named after famous
national landmarks in the greater
Northwest, such as Redwood Forest
Flax & Grain, Mount Hood Winter
Wheat or Columbia River Sweet
Dark Whole Grain. By doing so,
Franz is smartly leveraging its natur-
al breads against some of the area’s
most renowned natural landmarks.

The latest is Crater Lake All
Natural Whole Grain Oatnut bread,
with 100% whole wheat and nuts.
“Inspired by the purity of Crater
Lake,” the glamour copy reads, the
product contains a blend of whole
grain, oats and nuts and contains no
artificial flavors, colors, preserva-
tives or trans fat. It also doesn’t
contain high-fructose corn syrup
(HFCS), which is found in many
sweetened beverages and cited by

many consumer advocates as a
major contributor to the child obesi-
ty epidemic.

Franz also introduced 100%
whole-wheat hamburger and hot
dog buns. It has even gone bilingual
with the Franz White-Pan Blanco
with no trans fat or cholesterol and
a low number of total fat.

Meanwhile, Sara Lee Bakery
Group has been riding the healthy-

Continued on Page 20

Go to www.snackandbakery.com/quickresponse for more information
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