
Australians always turn to savoury biscuits as a snacking far
A trend among cgnsumers to treat themselves to indulgent biscuits is driving category growth in terms of value, but savoury is still the best performing segment. By Amy Looker.

D oth Arnott's and Man¿ssen Foods h¿ve reported a

Þ qr.o*tn of 7.7 per cent a nd 1 2 per cent respectively ìn

the savoury segment.

The category can look forward to further growth as

cOnsumeß get set t0 socialìse and celebrate theìr way

through the spring and summer months

Director 0f lnternational Business at Man¿ssen Foods,

Phillip Jones, said: "The s¿voury biscu¡t market c0ntinues t0

grow very strongly, with both crackers/crispbreads, at 10.6

per cent growth, and snackìng, at 1 4 8 per cent growth,

performing really well Major retailers are embracing

product innovations, key entertaining seasons and

increment¿l displays to drive this growth. The significant

amount of product inn0v¿ti0n in the segment has

stimulated cOnsumer intere5t as well"

Mr Jones also said that he h¿s been seeing some very

¡nteresting approaches to in-store mer(handlsing. "5avoury

biscuits are being displayed around the deli are¿s of

stores, t0 encOurage the purchase of savoury crackers with

deli lines, lìke cheese and dips Thìs is a fantastic way for

grocery retailers, both small and large, to drive incremental

purchases during the upcoming spring entertaining and

Christmas fest ive seasons."

Manassen Foods has recently announced a brand

partnership with Ry\iita UK, which will see them taking

over full responsibility for the Ryvita brand ìn Australìa

and NZ."With Ryvita growìng at 10 9 percent, it is a maj0r

privilege to h¿ve such a wonderful brand as part of our

savoury biscuìt portfolio," Mr Jones said. "Ryvita has recently

launched s0me new seed ¿nd value added products into

the crispbread market, which has stìmulated ìncrement¿l

sales, great c0nsumer interest and s0me very p0siÏive

growthi' [4r Jones continued

Kurrajong K¡tchens is another key savoury brand that is

distributed through Manassen Foods Performing stronqly

in the enterta¡ning segment, Kurrajong Kìtchens has

launched a range ofnew pr0ducts in the lead up t0 spring

to complement its slgn¿ture product, Kurrajong Kitchens

0riglnal Lavosh. "Growth for Kurrajong Kitchens 0riginal

L¿vosh has been really strong at over 21 per cent, and with

positive supporl for the new pr0ducts, we expect Kurrajong

Kitchens to be major spring entertainìng wlnnen this year,"

Mr Jones said. The new products consist ofWholeme¿l and

iVlalted Wheat Lavosh, Lavosh Thins and Grissini Stìcks.

Manassen Foods'C¿rr'sWater [racker brand is also

performing well wìthin the category, according to lVlr Jones

lndependent supermarkets in particular are driving growth

ofthe brand for both regular Carr's [rackers and the Biscuits

for Cheese assortrnent. "The premium end ofthe cracker

markets, where Carr's sits, is of qreat ìnterest t0 many

said."While Australia is quite fortunate 1o have a growing range

ofgluten-free products, we have concentrated on delivering

to this faf growing market segment the same premium and

indulgent experience that the market has come to expect from

Kez's productsl'

Ms Bojcuk said that she is confident that consumers are

choosing to eat Kez's Free range because they want t0, and not

because they have to, as has often been the case with gluten

and dairy-free foods in the paf.

The new range has been heavily promoted in fhe Austrolion

Coeliac Magozine and at various glutenJree food shows around

Austral¡a. iVìs Bojcuk said that this has provided tremendous

support to the rctailers that stock Kez's Free brand, as the range

has been directly promoted to more than 50,000 targeted

consumers attending the gluten{ree food shows. E

biscuit buyers, where hiqher unit/d0ll

are being generated," Mr Jones s¿ìd. "(

looking for variety in their savoury bis

approach to bring new fl¿vour variant

[racker range has driven consumer ìnl

IVlr Jones said the savoury segment

m¿rket c0ntinues to be a major growt

Man¿ssen Foods stable of br¿nds and

combination of terrifÌc br¿nds, innoval

¿ sales team fully armed with ¿ll the ir

0uI customers ¿ gre¿t 0pp0rtun¡ty to t

the spring and fefive se¿sons."

Ihe top three performìng savoury b

made up ofVit¿ Wheat, Jatz and Shapr

iVlarketing Director at Arnott's, said: " I

sh¿re sits at 60 per cent, and our v¿lue

at 1 4 per cent as a result ofshare grol

c¿teg0ry and, to a lesser extent, the sv

The growth of convenient health so

trend identìfied by Arnott's that is driv

greater value being placed in convenie

that don't compromìse 0n taste F0ll0!

more convenient products, Ms i\¡lassas

growing trend towards bite-sized proc

choosing to eat smaller, more portabk

frequently as they are on the go

"Alternatively, there is also a growir

Ìn pure indulgence and luxury producl

cateqoryi'Ms M¿sasso said "This is br

are working longer houn and, as a res

¿nd seek inst¿nt rewards and gratÌfica'

stress and uncertainty"

Arnott's have gìtlen Ìts sweet'hearll

plains, creams, fancy and ¿ssortments

this year, after acknowledging a need

Massasso explained th¿t the aim ofth,

t0 cre¿te ¿ l\4asterbrand approach that

rec0gniti0n ¿cr0ss the sweel segmenti
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A simple biscuit range for any occasion

The philosophy behind Kez's Kitchen biscuit range is simple,

iVarketing Design and Development i\4anager Jara Bojcuk said.

"We make biscuits that our cust0me6 would still be making

at home ifthey had the timel"The fact th¿t Kez's Kitchen

is ¿n Australian family owned and run company no doubt

contributes to the unmistak¿ble homemade quality ofthe

products

iVls Bojcuk said that the special sensory experience of

enjoying a Kez's biscuit commences with the unique and

innovative packaging and cont¡nues through to the very

last bite. "Being a small company with limited advertising

0pp0rtun¡ties, 0ur packaging must be inn0vative, c0ntemp0rary

and striking to help us stand out from the packi'Ms Bojcuk

said."We believe that we have achieved this with our new

packaging in 2008J'

During 2007-2008 Kezl Kitchen l¿unched all new matt

foil packaging, which had an immediaÌe positive impact 0n

sales. lVìs Bojcuk reported that sales volume in units rose by

17.5 per cent for the year and that the dollar sales growth was

higher again.The largest growth came from the independent

market, with a 31 per cent increase, but growth in Coles and

Woolworths was also strong, increasìng in value by 1 3 per cent

and 22 per cent resPectivelY.

ln May, Kez's launched a new range ofgluten-free and

dairy-free bistuits under ¡t's Kez's Free label. "0ur aim with the

new br¿nd is to fill a gap in the heahh food marketiMs Bojcuk
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