
Few suppliers are better equipped 
to understand the challenges 
facing retailers, wholesalers and 

foodservice outlets than RH Amar. As 
the company embarks on its eighth 
decade, it is ideally placed to help 
customers continue growing sales 
across more than a dozen categories, 
says the company’s MD, Rob Amar, 
grandson of company founder Raoul 
Amar.

After all, the company has been 
helping the UK’s retail and foodservice 
sectors to grow sales since 1945.

“During that time, there have been 
seismic changes in the food and 
drink industry, both within retail and 
foodservice.

“And the challenge for today’s 
decision makers is to stay ahead of 
the curve in a market that is still ever-
changing. We’ve been sucessfully 
creating and adapting to those 
changes for a long time now, which is 
why we are confi dent we will continue 
to provide a compelling solution 
for retail and foodservice operators 
throughout the UK for a long time to 
come.

“Here are just some of the things 
that we believe set RH Amar apart 
from the competition:

ONE STOP SHOP & BEST BRAND 
PORTFOLIO – we offer the UK’s most 
comprehensive fi ne food portfolio, 
supplying top quality foods from 

popular brands in all the categories 
in which we operate. With more 
than 40 brands and more than 
1,000 products under one roof at 
our head offi ce and warehouse 
complex in High Wycombe, 
customers can enjoy deliveries 
of multiple offerings in a single 
consignment.

IN-DEPTH MARKET KNOWLEDGE  
– we take great pride in delivering 
a great understanding of our 
customers’ businesses and their 
needs.

BEST IN CLASS INSIGHTS – 
Exceptional insights, generated by in-
house professionals with experience 
at some of the food industry’s biggest 
food and drink manufacturers, mark 
us out as as a supplier of choice. We 
understand about building categories, 
and have an in-depth knowledge of 
the markets in which we operate.

PRIVATE LABEL – As the one-stop 
shop for fi ne food from around the 
world, RH Amar has great experience 
in providing private label across the 
many categories in which it operates.

OUTSTANDING RESULTS & 
CUSTOMER SERVICE – Our can-do 
attitude means we deliver results that 
are matched by the highest levels of 
customer service.

CAPERS, GHERKINS
AND PICKLES

ETHNIC
CUISINE

FRUIT, VEGETABLES
AND PULSES

BEVERAGES

OILS, FATS, VINEGARS 
AND COOKING WINES

SAUCES, DRESSINGS 
AND CONDIMENTS

OLIVES, ANTIPASTI 
AND MEZESNACKING

THE
 FINE FOOD PRIZE
Operating across more than a dozen 

categories, and representing in excess of 
40 brands, RH Amar is a one-stop shop 

for the fi nest ambient foods. 
Here is just a snapshot:

RH AMAR CELEBRATES 70 YEARS OF 
DRIVING THE UK FINE FOOD REVOLUTION
As the UK’s leading importer and distributor of premium grocery and foodservice 
brands enters its eighth decade, RH Amar MD Rob Amar explains the secret of the 
company’s success – and why it is best placed to continue growing sales for customers
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FREE-FROM

HOME BAKING
AND SUNDRIES

MEAT
AND FISH

HERBS, SPICES 
AND SEASONINGS

BABY
FOOD

popular brands in all the categories 
in which we operate. With more 
than 40 brands and more than 
1,000 products under one roof at 
our head offi ce and warehouse 
complex in High Wycombe, 
customers can enjoy deliveries 
of multiple offerings in a single 
consignment.

IN-DEPTH MARKET KNOWLEDGE 
– we take great pride in delivering 

BEST BRAND 
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SHOP
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LABEL

1940s 1950s 1960s
In 1945 fi ne food pioneer Raoul Amar launches 
his new business, with a £2,000 loan, to 
import foods from France. Before long, he 
adds foods from other countries, including 
Spain, the Netherlands and the USA.

RH Amar starts distributing 
Crespo olives – and has 
been the UK’s No. 1 olive 
brand for more 
than 40 years

Portfolio extended to foods from 
Greece, Portugal and Israel.

RH Amar brands appear in UK 
supermarkets for the fi rst time.

Portfolio extended to foods from 

supermarkets for the fi rst time.

RH Amar starts distributing 
Crespo olives – and has 
been the UK’s No. 1 olive 

70 years of RH AMAR 



COOKS&CO
An innovative range of dried paella made with 
authentic saffron and premium quality rice, a Lemon 
& Pea Italian Risotto, and a Mixed Forest Mushroom 
grinder are among the latest products creating 
excitement in RH Amar’s company-owned Cooks&Co 
range. 

TAYLOR & COLLEDGE
Celebrating after gaining Fairtrade accreditation for an 
innovative new growing programme in Tonga, Taylor 
& Colledge is also keeping up the NPD momentum 
in its range with the launch of a set of new fl avoured 
pastes for baking and cooking. The pastes - available 
in Vanilla Bean, Almond, Coconut, Lavender, Lemon 
and Peppermint - won plaudits from food bloggers 
prior to launch, and have proved a hit in both retail and 
foodservice. 

ELLA’S KITCHEN
Fantastic new snacking products for toddlers are 
the latest to join the Ella’s line up, with Parsnip & 
Poppyseeds Savoury Biccies, Carrot & Lentils Crunchy 
Sticks, and Raspberries & Peaches Crunch Rings 
among a host of new products joining RH Amar’s offer 
for retail and foodservice outlets.

DEL MONTE

New from Del Monte are these delicious canned juice drinks. Big 
brand recognition and quality credentials suggest that the four 

launch offerings – Tropical Fruit, Mango, Pineapple and Orange 
and Pineapple Crush – will be a big hit with shoppers.

MONINI
Also new to RH Amar is Monini,  Italy’s favourite extra 

virgin olive oil brand2. It is already on sale in more than 50 
countries, and is the market leader in several. RH Amar is 

offering fi ve launch products – Monini Extra Virgin Olive Oil 
in 500ml, 1 litre and 3 litre versions, a high quality ‘Anfora’ 

blended olive oil for cooking and frying (500ml), and a Mild & 
Light version that is ideal for grilling and baking (500ml). 

MUTTI
Mutti is Italy’s No.1 brand of tomatoes3 and, via RH 

Amar, is offering a range across retail and foodservice 
that includes the highest quality Finely Chopped 

Tomatoes, Passata, Tomato Purée, and Peeled Tomatoes. 
All Mutti products are non-GMO, grown only in ‘open 

air’ fi elds, and are on average processed within two 
hours of picking.

1IGD Shopper Vista 2013 2Symphony IRI, Total Market year 2013  3Mutti is No.1 
in Italy across chopped tomatoes, passata and tomato purée (IRI YE 2013)

Importing fi ne foods from across the 
globe was core to founder Raoul’s 
vision 70 years ago. That vision goes 
from strength to strength as UK 
shoppers have come to expect a wider 
range of world foods, refl ecting the 
nation’s more adventurous palates.
Sales of established World Foods – 
Indian, Chinese and Mexican – grew 
by +26% between 2009 and 2014 to 
reach an estimated £1.4bn in 2014, 
while Japanese cuisine is currently a 
clear favourite with shoppers, leading 
the way as the second fastest growing 
cuisine, behind Latin American4. 

Tapping into the growing 
demand for Japanese ingredients 
is Kikkoman’s authentic, naturally 
brewed soy sauce, which commands 
a 19% share of the soy sauce category 
with value sales up +14%, and it is one 
of the biggest drivers of soy sauce 
growth in the impulse channel. 
Meanwhile, Kikkoman’s Teriyaki 
Sauce is the market-leading brand and 
has contributed 65% of value growth 
in this sub category, growing at +37% 
year on year to grab a 23% share5.

Geeta’s authentic Indian 
chutneys are another key 

performer in the RH Amar portfolio, 
outpacing the Indian chutney 
category to grow at +6%6, with 
many new shoppers buying into 
Geeta’s unparalleled Premium 
Mango Chutney.

“World cuisine has benefi ted 
from the growing trend to scratch 
cook alongside a greater demand 
for authenticity,” explains Emily 
Loughlin, Brand Manager for 
Kikkoman at RH Amar. 
4Source: Mintel Establish World Cuisines 
report Feb 2015   5Source: AC Nielsen Feb 2015  
6Source: IRI/Kantar Oct 2014

PRODUCT INNOVATION IS KEY TO STIMULATING SHOPPERS
As the demand for excitement and new products continues – in 2013, 42% of shoppers said they wanted to try 
interesting new products and variants, compared with just 19% in 20101 – RH Amar is working closely with its 
brand partners to come up with exciting new offerings. Here is a snapshot of just some of the latest NPD we’re 
supporting as we celebrate our 70th anniversary:

Star performers from around the world continue to shine

Wellness 
and Health

92% of millennials say they eat healthily 
or intend to2, while more than half of UK 

consumers already claim to be avoiding foods 
with high fat, sugar and/or salt content3.

Free from goods will continue to gain 
ground as part of a more general 
lifestyle choice

E X A M P L E  S O L U T I O N S :

•  P rove n a   G l u te n  Fre e 
P re m i u m  J u m b o  o a t s

•  K i k ko m a n  Ta m a r i  
G l u te n  Fre e 

S oy  S a u ce

Flavour
As UK shoppers become more 

adventurous, hotter fl avours4 will 
trigger purchase.  

High fl avour accompaniments and 
ingredients will grow in popularity 

E X A M P L E  S O L U T I O N S :

•  G e e ta ’ s  C h i l l i  P i c k l e

•  Co o k s &Co 
Pe p p e ro n c i n i 

Convenience 
is King

Millennials expect speed of service (40% 
say it is key when buying lunch2). In retail, easy 

to use packaging & formats will be critical, as well 
as portion control for those shopping for small 
households.

Merchandising should be attention grabbing 
eg: around speedy solutions/meal for tonight

E X A M P L E  S O L U T I O N S :

•  G e e ta ’ s  p a s te s

•  M a r y  B e r r y ’ s 
Le m o n  &  T hy m e  S a u ce

USING THE BEST INSIGHTS TO TAILOR OUR OFFER FOR YOU

“Having a fi rm handle on current and 
future consumer purchasing behaviour and 
attitudes towards food has secured our 
company’s fl agship position in the UK’s fi ne 
food industry for 70 years,” explains Simon 
Fry, Marketing Director at RH Amar. “And it 
is what will continue to put us at the heart of 
the industry as a key supplier and spotter of 
trends.

“Today, research has become incredibly 
detailed and sophisticated, with age, income, 
ethnicity and household composition all 
playing their part in helping us to predict the 
next great food trends.

 “We are currently keeping a close eye on 

how ‘Millennials’ (those born between 1980 
and early 2000s) will shape the fi ne food 
retail and foodservice landscape – and they 
are going to be signifi cant. 

“For example, it’s predicted that by 2025 

Millennials will account for 
75% of the workforce1, and 
will have the infl uence and 
spending power 
that goes with it.  

“Understanding and 
anticipating the core 
preferences and buying 
habits of these 
diverse yet powerful 
groups is pivotal to 
a successful fi ne food portfolio.

“Here are just a few of our predictions, 
and how they might affect you and your 
business.”

‘ ‘The retail and foodservice 
environment is constantly 
changing… understanding 
and anticipating the needs 
of different audiences is key 
to success

1Deloitte  2Elior UK  3Mintel – General Food Trends 2015   4Mintel – 5 important things to know about Millennial’s Dining Habits

Cooking 
is cool

91% of millennials cook at home2.

Ingredients that combine excitement with 
usability will perform.

E X A M P L E  S O L U T I O N :

M u t t i  F i n e l y 

C h o p p e d 

T o m a t o e s

Tay l o r  &  Co l l e d g e 
f l avo u re d 

p a s te s
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Weight 
Management

Satiety will increasingly be promoted 
as a weight management mechanism.  

Foods that fi ll up for 
longer and reduce 
appetite will fl ourish.

E X A M P L E  S O L U T I O N :

Co o k s &Co  Co u s  Co u s 

Co o k s &Co  C h i c k  p e a s

Snacking
Snacking throughout the day is 

already becoming more common, 
with millennials skipping breakfast 

twice a week2. 

Big opportunity for  mid-
morning and mid-afternoon 

snacks

E X A M P L E  S O L U T I O N :

C re s p o  S n a c k i n g  p o u c h 

We l l a b y ’ s  G l u te n - Fre e 
S n a c k s

Provenance 
and Authenticity

Millennials are increasingly 
distrustful of food content4. 

Products with natural and 
clean ingredients with traceable 
provenance will hold appeal.

E X A M P L E  S O L U T I O N :

G a e a  -  D.O. P.  E x t ra  V i rg i n 
O l i ve  O i l s  f ro m  G re e ce 

O r ta l l i  B a l s a m i c  V i n e g a r

1970s
Increased foreign travel and media 
attention strongly increases demand 
for speciality foods, while private label 
opens up a whole new opportunity for 
producers.

1990s
Sales grow from around £4m to more than 
£20m during a decade of strong growth.

RH Amar becomes a signifi cant player in 
the Salad Dressing category as it starts 
distributing Cardini.

1980s
RH Amar starts the decade strongly with sales 
reaching £1m for the fi rst time. The company 

becomes fully computerised, acquires 
its own warehouse, and establishes a 
national salesforce.

Filippo Berio joins the 
portfolio, signalling the start 
of a 25-year relationship 
that plays a major role in 
expanding the UK Olive Oil 
market from £1m to £160m.

Leading vegetable canner 
D’aucy joins the portfolio.

RH Amar begins the new millennium with annual sales of 
£25m. More big brands join the ranks including Del Monte, 
Schwartz, Sacla’ and Gaea. 

RH Amar launches its fi rst company-owned brands Cooks&Co 
and The Original Waffl e Company.

70 years of RH AMAR 

2000s
RH Amar adds its fi rst UK-based brand 
owners – Geeta’s and Wing Yip – to 
strengthen its ethnic offering. 

German gherkins to mustards specialist 
Kühne also appoints   RH Amar.



FUELLING GROWTH IN BOTH NEW AND OLD ARENAS
RH Amar’s track record in growing brands and categories in retail, wholesale and foodservice is 
well documented, and the company continues to take a leading role in both mature and newer 
categories. Here is a snapshot of how we are making a difference:

OILS
As the pioneer of the UK olive oil 
category, few suppliers know more 
about where the growth points lie. Here 
is an example of the range and breadth 
of RH Amar’s oils portfolio:

Five of the best:

OLIVES & CAPERS
RH Amar has sold olives since 1955, at a time when the nation was emerging from post-war food 
rationing. Today, the ambient olive category is worth £32m1 and RH Amar is leading the way:

Five of the best:

DRESSINGS & SALAD ACCOMPANIMENTS
With 37% of British households buying salad dressings2, household names like Mary Berry’s and 
Cardini command a loyal following in a category dominated by brands: 

Five of the best :

PRIVATE LABEL
As well as having a branded portfolio of hundreds of the UK’s 
favourite branded products, RH Amar has a reputation for 
supplying the fi nest private label foods to major retailers, 
wholesalers, symbol groups, and foodservice operators.

We have a successful record that dates back to the 
advent of private label in the 1970s. As a result, we are used 
to working to the exacting standards demanded by our 

customers, as well as offering technical guidance and advice 
on the latest food regulations and industry best-practice.

“With private label accounting for 41% of all grocery sales 
in the UK , there continues to be a strong demand for private 
label across retail, wholesale and foodservice,” explains RH 
Amar Marketing Director Simon Fry. 

“We look forward to continuing to explore new categories 
and offerings whenever and wherever there is a demand.”

CRESPO OLIVES 
DU MARCHÉ

From the market leader in olives, the 
best-selling olive pouch in the UK

MARY BERRY’S 
SALAD DRESSING

Based on an original family 
recipe, this is the strongest 

performing variant

CRESPO CAPERS 
(CAPÔTES) 

No.1 brand of 
capers in the UK

MARY BERRY’S 
LIGHT SALAD DRESSING

Based on the ‘Original’ but with 
50% less fat, this is a great-
tasting, reduced-fat option

CRESPO SLICED 
BLACK OLIVES

Perfect for caterers; ideal for 
salads and pizza toppings

MARY BERRY’S 
LUXURY MAYONNAISE & 

LUXURY HERB MAYONNAISE

These mayonnaises have 
a lovely thick, creamy texture

CARDINI’S ORIGINAL 
CAESAR DRESSING

The ‘original’ Caesar 
dressing, invented by 

Caesar Cardini in 1924

GAEA LEMON & 
OREGANO SNACK PACK

 
Marinated Greek olives, sold on 

Easyjet fl ights across Europe

CARDINI’S 
RANCH DRESSING

A creamy, US style cheese 
based dressing from the 

inventors of the Caesar dressing

CONTACT US If you would like to speak to us 
about stocking any of our brands then please call us on 
+44 (0) 1494 530 200, or email info@rhamar.com @RHAmar1945

MONINI ‘CLASSICO’ 
EXTRA VIRGIN OLIVE OIL

The favourite in the country of 
olive oil experts 

COOKS&CO 
COLD PRESSED RAPESEED OIL

Great Taste Award Winner 2014

COOKS&CO GRAPESEED OIL 

Most popular speciality oil in the 
range - an excellent all-round frying 
oil due to its high smoke point

GAEA SITIA CRETE DOP 
EXTRA VIRGIN OLIVE OIL 

Multi award winning Greek extra virgin 
olive oil from the Island of Crete

CARBONELL PRIVILEGIO
 EXTRA VIRGIN OLIVE OIL

A mild Extra Virgin olive oil 
made from pitted olives from 
the Market leader in the home 
of olive oil Spain

GAEA PITTED 
KALAMATA OLIVES

Succulent Kalamata olives from 
the leading Greek brand
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2010-2015
Sales top £47m in 2010.

RH Amar enters new categories, 
including hot beverages with 
Starbucks, baby foods with Ella’s 
Kitchen, and gluten-free with Provena.

RH Amar partners with 
major food brands Monini, 
Mutti and Kikkoman.

70 years of RH AMAR 

RH Amar partners with 
major food brands Monini, 
Mutti and Kikkoman.

RH Amar acquires the 
Mary Berry’s brand of 
dressings, sauces and 
condiments, further raising 
the company’s profi le.

2014 turnover passes £55m.

1Nielsen Total Market 52 w.e 02.01.15  2Kantar Worldpanel 52 w.e 11.10.14


