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Merchandising

FIRST ORGANIC FOODS

arents often marvel at a child’s
ability to learn, and we've all
heard the saying that a baby's
mind is ke a sponge, soaking
up new information each day
But what we might not hear
about as often 15 that a baby's body 15
also like a sponge, and what parents
choose to feed babies etfacts them
much more than it would an adult body
“With their smaller size, rapid growth
chiidren
aro more vulnerable to develiopmental
damage than adults,” explained Xalpna
Solanki, president of frozen organic
baby foods company BOBOBABY
(Vancouver, BC,
research showing that

{ speedy maetaboliams,

Canada), who also cited
children ngest
four vmes the amount of pesticides than
adults, due to the small range of foods
“Infant diges

tive tracts absorh toxins more easily, and

that compose their diets

young kidneys are ineficient at excret-

ing toxins, allowing them to circulate
longer in the body.”

And as this information trickles dovwm
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{0 CoONnsumMmears, more are chommg ‘rozer‘.‘
canned and fresh organic baby foods for
therr little ones

"Qrganic is the purest and cleanest
way to feed a child {or an adult for that
matter), and theretore has become a
must-have for parents who are becoming
increasingly aware of health risks and
environmental hazards for ther chil
dren,” J(_;'a:q_'d Liane Weintraub, co-
founder of Malibu, CA-based Tastybaby,
which produces frozen baby food

A Clear Choice
Now might be the perfect time for
retailers to take
their first steps into
the organic baby
food market, if
they haven't
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already. According
to numbers report
ed by market
research firms and
manufacturers, it

seems that oraanic baby
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food might he one of the tew cate-
gories in which retailers can expact
continued growth, despite the state of
the economy

The Nielson Company, a marketing
information grovider, reported organic
baby food sales jumped 21.6 percent to
a $116 million market between 2006
and 2007 —double the overall growth of
(’)lgd“ic fo@f_: sales

“"Many consumers come into the
arganic movement after they come to
a health crossroads, such as having
and they do not want their

kids exposed to the

children,

plethora of pest-
cides angd herbicides
found in non-orqanic
foods,” said Maria
Emmer-Aanes,
director of

4 marketing for
Nature’s Path
Organic

",;{ {(Richmond,
BC, Canada),
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manufacturer of EnviroKidz cereals

For this reason, the sector is aver
growing, attracting parents that might
not have been organic followers them-
selves

Further, while a common misconcep-
tion among Mainstream consumers is
that organic baby foods cost a great
deal more than conventional counter-
parts, lots of organic baby foods are
comparable in shelf price to mainstream
compettors (Smashies organic apple-
sauce comes in at about $1.49 per serv-
ing, Homemade Baby at §1.25)

“And this is a great opportunity for
retadders,” explamed Debby Swoboda,
founder of AskDebby.com (Stuart, FL},
a marketing and merchandising edu-
cation company for natural products
retailers. "Pramote how much things
cost per meal, rather than how much
it 15 on the shelf It's easier for people
to break it down and <ee cost-efec-
tiveness, ”

Addmtionally, companies are notiong
that parents go the extra mile to keep
organics within their budgets.

“We have seen a nse in coupon
redemption, purchases of our Eco Pacs
[cereal bags] are up 22 percent and our
bulk sales are up 17 percent,” Emmer-
Aanes explaned, noting that while par-
ents might change their buying habits,
they are st Duyng " Pv‘-(!pk' are look
ing 1o purchase organic in a more frugal
way that reflects the economic time.”

For compames that don't ofter prod-
ucts in bulk, hike Tastybaby, helping par-
ents jump financial hurdles by offering
coupons at demonstrations and events
contnbutes to healthy growth
Tastybaby even encourages shoppers
to e-mail the company to recewva
coupons by mail

“In an era of cut-backs, parents are
piacing value on the things that matter
mast in thewr hves, such as ther chal-
dren’s food,” said Weintraub. “"Ome
day’s worth of Tastybaby is roughly
equal to an extra-large latte at most
high-end colfee shops, so it's easy 10
see which is an ‘indulgence’ that may

be cut out of the family budget ™

On-the-Go

Orgamic baby food companies are com
peting to stay on families’ shopping
ists by appealing not only to their pref-
erence for a clean ingredients list, but

also 1o ther need tor convenience, hop-

inQ to give new parents an extra minute
n ther newly Hilled to-the-brim days
fand nights)
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catching and fun for babies, 1t also
needs to be }ugh:v functional
for moms and dads

“Portions play a vital role in the health
ol everyone, particularly for growing
babies and kids,” explained Karsten
Robibins, founder and CEO of Smashies
(Boston, MA). which manufactures
r_l"-J‘)ll'l_ JDF\'I_JS"IJI_-‘:‘ na ’_qu'_‘l_'z."
pouch. "Each pouch/portion of

Smashies 1s one whale sery

ing of fnut, which is ideal
because children are picky
eaters and it's hard to get
them 1o consume at times
aven one bite of a frunt or
vegetable ™

And for Smashies, the
appeal of its package con-
tributes not only 1o the
ease ot getting babies and
Wicks 10 consume frut on a
daily bas:s, but also in creat-
ing Iittle-to-no mess during meal times

"It (s speafically designed for parents
who seek a convernient, no mess, easy
snack—it’s easy 1o thrmow in a kid's lunch
box, practice bag or suitcase, and you
know you'll always have something
healthy and dehcious on hand that can
be eaten ‘as is."” Robbins noted

Also featuring grab-and-go packaging
15 BOBOBABY, whose baby meals are in
ndwdual tubes of approximately 1-0z7

"You use only what you want, while
manamning the freshness of any unused
portions,” said Solank

“Our re-sealable and reusable cups are
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Qliy sell b

ophon,” st them
together and It can be a redlly

affordable megl

abig hit, too, since they're sp l--prnc‘
and easy to take along in a diaper baqg or
to travel with, and can be closed up in a
snap if mom has te dash ahter a runaway
toddler,” said Tastybaby's Wentraub

But convervence doesn't necessarly
stop at the delivery torm for many com-
Smashies utilizes grab-and-go
packaging to the max so that parents
get the mast bang for their bucks

“What's great about
Smachies < that it's shelf-sta.
ble . Robbins said, with a nod
to the tghtening waltlets of
many parents. “So when
choosing where to spend tight
dollars, we often come out
ahead over fresh apples that
may godad.”

All in all, organic baby foods
meet many needs of new par
ents: nutntional beneafit, con-
venience and wallet-friendl
ness. But ultimately, as Ermmer-Aanes
pointed out, these foods help to teach
children eariy on about eating healthily
and the power of choasing foods that
make a difference for the planet—

something thay may naver outarow. §
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For More Information:

W BOBOBABY. (804) 298-2385

M Homemade Baby. (310) 559-2300

W Nature's Path Organic, (604) 248-8856
M Smashies, (617) 482-1282

M Tastybaby, (866) LUV-TASTY
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