


trend; citing restaurant trends, she
noted that an increase in breakfast
items offered and expanded breakfast
hours indicate an increased consumer
interest in the breakfast category in
general.

But for Phillips, the term “breakfast”
has quite a different meaning than it
has had in the past. “The consumer
today has a more sophisticated palate
than a decade ago, and ethnic foods
and flavors have entered into the break-
fast category,” she said. Meeting this
need, The Lollipop Tree not only offers
buttermilk pancakes and traditional
cream scones, but the company is
responding to increased consumer
sophistication with products such as
Lollipop Tree Apricot Cranberry Scone
Mix, Pecan Praline Pancake Mix, Honey
Apple Whole Grain Pancake Mix and
Lemon Poppy Seed Scone Mix.
“Superfruits continue to be added to
many offerings,” Phillips added. 

According to Maria Emmer-Aanes,
director of marketing and communica-
tions at Nature’s Path Foods, Inc.
(Richmond, BC Canada), “The gluten-
free product category has exploded
over the past three years in every
category including breakfast
cereals.” To meet this demand,
Nature’s Path recently introduced
two gluten-free cereals: Maple
Sunrise Crunch and Vanilla
Sunrise Crunch.

“We also believe alternative grains
are gaining popularity, especially grains
such as quinoa, amaranth, buckwheat,
spelt and kamut,” she continued, not-
ing that these grains are easier to
digest. “In regards to label claims, con-
sumers are looking for high- fiber con-
tent, whole grains, reduced sugar, low
calorie, high protein, low sodium—in
that order—and increasingly, non-GMO,
as consumers become more educated
on this topic. Fiber will be a big trend
in 2010.”

But the biggest trend, without a
doubt, is still convenience; and it is giv-
ing rise to an increasing amount of
manufacturers meeting the demand
with bars and other grab-and-go
options.

“In the natural foods category, there’s
been the advent of all convenience
type foods: toaster pastries, bars and
other products that can be substituted
quickly for a quick breakfast for chil-
dren,” explained Basham. 

Raising the Bar’s Bar  
Indeed, breakfast bars and granola bars
are more popular than ever.

“In fact, 75 percent of consumers
who purchase breakfast or snack bars
say organic is important or extremely
important to them,” added Donna
Iannucci, vice president of Hain
Celestial Group (Melville, NY), noting
the natural partnership between break-
fast bars and the organic consumer.
“More consumers are moving toward

cereal bars because they
provide nutrition and great
taste, and are convenient
for an on-the-go lifestyle.”

Tasty Brand, Inc.
(Malibu, CA) recently
launched its Organic
Cereal Bars, which set
them apart in that they are
made with vegetables. The
flavors, Carrot Cake™
(organic whole grains with
carrot and apple filling)
and Pumpkin Pie™ (organ-

ic whole grains with pumpkin, banana
and cinnamon filling), each feature
sweet potatoes and dates in the crust.
“We are touting them as perfect ‘break-
fast, snack or anytime bars,’ since we
think that people of all ages—or as we
like to say, ‘kids ages 2 to 102’—will

enjoy them both at home in the morn-
ing and on-the-go all day long,” said
Liane Weintraub, the company’s CEO
and co-founder.

From Nature’s Path are its Envirokidz
bars, available in “rip top caddies” for
single-serving convenience. “We’re
aware that families have less time to
enjoy home-cooked meals,” said
Emmer-Aanes. “Our Envirokidz bars are
great for kids’ lunch boxes or back-
packs.”

“We serve a lot of mothers with
young children in our area, and bars are
very popular because they can be used
as breakfast food, but also as a snack or
in the lunch box,” agreed Basham.
“And there are a lot of new products
geared toward children.”

A Growing Demographic
Maybe it’s because kids are the most
likely to need an on-the-go breakfast,
or maybe it’s because kids enjoy bars
because of their likeness to candy;
whatever the reason, when it comes to
breakfast, kids and young families are
driving the category.

According to Weintraub, 16 percent
of children (over nine million) aged 6-19
are obese—a number that has tripled
since 1980. “These children are at risk
for serious, life-long illnesses which can
be fatal, and experts agree that health-
ful eating is the key to reversing the sta-
tistics and ending the epidemic of
childhood obesity,” she said.

And since it is common knowledge
that most nutritionists advise starting
the day with a healthy breakfast as a
key to a good diet, children’s conven-
tional cereals are falling by the wayside,
Weintraub explained. “When children
eat the sorts of conventional breakfast
foods that have traditionally been found
in the American diet (i.e., sugary cereals
and sweet pastries often loaded with
high-fructose corn syrup), children are
literally ‘high’ on low-quality, simple car-
bohydrates,” she said. “They may have
energy when they leave the house, but
they are sure to ‘crash’ before midday.
This makes it virtually impossible for
kids to stay focused on schoolwork,
sports or any other activities.”

“I think that kids need to be the big
driving force, especially in the breakfast
category. We promote education, but
there isn’t a huge selection available for
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parents who want to send their kids off
to school with a healthy breakfast,”
Shiozawa agreed. “If you feed kids junk,
they fall asleep in class, go to lunch, eat
more junk and fall asleep again. I start-
ed my baking company because I’m
very concerned that the majority of
people today aren’t bothered by the
fact that food is failing us—especially
for our future generations.”

Weintraub pointed out that kids who
eat a healthy breakfast are likely to
achieve higher grades, pay closer atten-
tion, participate more in class discus-
sions and manage more complex acad-
emic problems. “For retailers, this
would increase sales because if they
can communicate this to their cus-
tomers, then their shoppers will get
excited about starting the day right,
and be more likely to continue good
nutrition habits (like organic and func-
tional foods), which will lead to higher
rings at the register,” she said.

But Tasty Brand’s new bars aren’t the
only kid-friendly breakfast option out
there for this major demographic.
Earth’s Best (Melville, NY) recently intro-
duced Sesame Street Waffles and
French Toast Sticks. The French Toast
Sticks, according to the company, are
perfect for “little eaters who can grab a
warm, nutritious and delicious break-
fast,” and feature 9g of whole grain per
serving, in addition to iron, zinc and six
B vitamins. The company’s organic
Frozen Mini Waffles (available in blue-
berry and homestyle varieties) boast 10
and 12g of whole grains, respectively,
and its Yummy Tummy Instant Oatmeal
in Apples & Cinnamon and Maple &
Brown Sugar flavors each feature 30g of
whole grains per serving.

Earth’s Best Tots Cereal
Bars are made from organic
wheat flour and fortified with
calcium, iron, zinc and six B
vitamins, and are available in
Cherry, Peanut Butter &
Strawberry, and Strawberry
Banana flavors. “Our target
customer is a parent who is
looking for nutritious, conve-
nient breakfast options that
they can feel good about
feeding themselves and their
family,” said Kimberly

McGowan, the compa-
ny’s category group
manager of frozen
foods and non-dairy
beverages.

Kid-Friendly Tips
When targeting kids
and their parents, man-
ufacturers offered a
range of tips to appeal
to fickle palates. 

“Lots of parents approach back-to-
school time as an opportunity to
revamp how they and their families
eat,” said Weintraub, “so this is proba-

bly a good time to highlight healthy
breakfast options. After all, eating
breakfast is the last thing a child will do
before he or she heads back to school!”

Emmer-Aanes suggested that retail-
ers keep breakfast items near the dairy
section, because most people start their
organic journey with produce and milk.
“In the US, we have been putting our
half-shoppable palates in the dairy sec-
tion with Organic Valley milk,” she
added, to boost sales. 

“It seems that organic milk comes
first in the list of the consumer, followed

by eggs, greens and whole grain cere-
al,” agreed Makoulis. Ambrosial
Granola encourages retailers to stock
the product with yogurt, milk, fruit
juices or ice cream to start. “This is the

better known way
to enjoy granola
and muesli,” she
said. But some
more innovative
ways include near
fruits, or suggest-
ed as an addition
to a salad, she
added.

Emmer-Aanes
suggested that in-

store demos could help teach con-
sumers new ways to enjoy a product,
such as using cereal to make a trail mix. 

“When parents have a positive first-
hand experience with a product at a
demo, they are much more likely to try
it than based on packaging and printed
claims alone,” agreed Weintraub.
“Also, if they are shopping with their
children, it’s the perfect chance to see if
their kids like the products, too. Demos
are also a wonderful opportunity for
brands and their representatives to
educate consumers on the importance
of healthy, organic foods.”

And when it comes to ever-popular
bars, sampling them in store is as sim-
ple as cutting them up and handing
them out—without the mess of crumbs
from cereals.

Rise and Shine With an Organic Breakfast
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� Ambrosial Granola, Inc., (718) 491-1335
� Earth’s Best, (631) 730-2448
� Health Valley Organic, (631) 730-2200
� The Lollipop Tree, (603) 436-8196
� Nature’s Path Foods, Inc., (604) 248-8777
� Tasty Brand, Inc., (310) 317-4400
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