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Salads
and Salad

Dressings

* Naturol and organic are in
= Ethnic flavers are hot

“ Convenience is king

“ Positive health perceptions

doarna Peot, Research Analyst, Mintel International

ress it up or dress it down; everybody loves a salad.
D One of the most easily customized food choices out

there, salad can be “dressed” 10 one’s liking time
and time again, without becoming boring or mundane. [t can
be served as an appetizer, a side dish or even an entire meal,
depending on the occasion. It works equally well for lunch
and dinner, and it blends in nicely with almost any different
type or ethnicity of cuisine,

Salad dressing helps salad move from meal to meal, but
it also stands nicely on its own. Enhancing everything from
cold vegetables to cooked meats to sandwiches and wraps,
salad dressing adds Mavor and character to every food it
touches. Salad dressing has become a convenient household
“norm,” allowing people to modify the lavor and make-up
of their meals with just a tip of the bottle,

The Market for Solads and Salad Dressings

With health and convenience benefits firmly on its side,
bagged salad has enjoyed popularity with American shop-
pers in recent years, Because it is easy (o use and requires
no cooking, pre-packaged salad offers people a reliable
way (o fit fresh, healthy vegetables into their diets. In 2006,
Mintel reported that sales of bagged sulads exceeded $3.3
billion in FDM channels, excluding Wal-Mart. This was
a 5.6% increase from the 33.1 billion in sales achieved in
2004. American consumers have clearly caught on to bagged

s —

Some new frends in sobod salad s a way 1o simplify
" e healthier. fresher eating.
"mf‘"g‘“l"*“'“'“ Although salad dressing
ethnic flavors and spritzers is strongly associated with
thot ollow consumers fo better |  bageed salad, its sales are

not, From 2004- 2006, Mintel
control the omount of dress- found that salad dressing sales
ing they odd to their greens. fell 5.2% to $1.6 billion in

FDM channels, excluding
Wal-Mart (from $1.7 billion in 2004). Sales of salad dressing
have fallen every year since 2001 (14% overall from 2001-2006).
Competition from other salad toppings. such as bacon and
cheese, is a major reason that salad dressing sales are down.
Another is that, given positive press for olive oil’s hean-healthy
benefits, many consumers may have switched to drizzling olive
oil and vinegar on their greens al home,

Together, wotal sales of bagged salads and dressings
increased 42% at current prices from 20002006, As previ-
ously indicated. however, bagged salads carried the market
during these years, Mintel predicis that sales for the bagged
salad and dressing market will reach roughly $10 billion by
2011, a rise of 38% in current dollars.

Market Challenges

Although bagged salad sales have been strong owverall,
2006°s widely publicized E. cofi case for bagged spinach
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Going Global

ks environmental consciousness sweegs the globe, pre-packoged solods
ond dressings have become cought up in the excitement. Although the
salod and salod dressing eotegory seems naturally “green,” manuloctur-
rs have nl yel fully jumped on the eco-friendly bondwagon. However,
niche ethicol and environmentally consciows products continue o pop up
around the world, ond Mintel expects strong growth seen.

In Canoda, Fresh Express features sustoinable packaging for its
Organic Baby Ramoine Salod. The red and green baby romaine letiuce
is packoged info a renewable, eco-friendly container mode from corn.
Likewiss, 4 Soveurs Salode from Moneprix in France comes pocked
into o biodegradable sochet that chaims to decompose in just 45 days.

salod ond salod dressing products i by supporting various globel ouses.
In Mexico, Fronter Wotural Products gives back 1% of soles from it

Singly
Puud in New Zeoland odvertises on botlesof is Lightn

In Humgary, Chef extends the idea of sustoinoble pockoging 1o salad
dressing, selling its flavored spray vinegors in eco-friendly bottles that
contain no gas.

Another way thal manwfacturers have odded o bit of *green” 1o their

Up! that it donates all profits from the brand to charities
in Hew I and Australio. The compony daims to hove roised over
$10 million since 1984,

dressings, both of which hold a sirong place on salad dress-
ing shelves in the supermarket.

In 2007, “Jow-fno-freduced-far™ was the leading claim on new
salad dressing products launched in the U.S.. according to Mintel
GNPD. “Low-no-reduced-calorie™ was the fourth top claim on
fat and caborie content of its Lite lalian Dressing 1o appeal to
consumers concerned with cither, The dressing contains 70% less
fat and 55% fewer calories than regular lialian dressing.

Lucerne Foods® Eating Right line contains products
with a generally healthy, diet-friendly profile, and its salad
dressings are no exception. Eating Right Pomegranate and
Blueberry Salad Dressing is low-fat and contains only 30
calories per serving. Likewise, Eating Right Light Ranch
coniains 55% less fal and 55% fewer calories than regular
ranch dressing. Even with its healthier profile, the Light
Ranch is described as rich and creamy because of its real
buttermilk content.




