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McCormick & Company, Inc.

Tone Brothers (a division of Burns, Philp)

Morton Salt (Rohm & Haas)

Lawry's & Knorr (Unilever)

Goya Foods

Mrs. Dash (Alberto-Culver)
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More expansive flavor palate

Alternative distribution channels cannibalize sales from the supermarket channel

Figure 60: Consumer shopper food and beverage spending distribution at Wal-Mart and grocery supermarkets,
August 10, 2003



More frequent usage of seasonings and spices to flavor takeout and prepared foods
Product forms that enable consumers to prepare meals more quickly and simply
Touting the health benefits of seasonings and spices

Prompting more frequent purchases through product education
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NEW PRODUCT BRIEFS

Frontera Foods: Frontera Seasonings and Rubs

B&G Foods: Emeril's Bayou Blast!

Watkins: Watkins Omelet & Souffle Seasoning

Xcell: Dean Jacobs Barbecue Seasonings Grinder Gift Set

Morton Salt: Morton Hot Salt

Culinary Palette: Palette Classics Seasoning Extension

Lawry's Foods: Ducks Unlimited Premium Seasoning & Rub Extensions
McCormick/Schilling: McCormick Rattlesnake Shake

Noble Harvest Food: Noble Harvest Organic Pan-Pacific Seasoning Mixes
Altria Group/Kraft Foods North America: A.1. Steakhouse Dry Seasonings

Au Printemps Gourmet: Be Organic Organic Spices

Badia Spices: Badia Gourmet Blends Five Spices

Epicurean Specialty: Thai Kitchen Peanut Bake

McCormick/Schilling: McCormick California Style Garlic Pepper
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