
Letter from 
Düsseldorf
Rob Amar, managing 
director, writes:

I am writing from 
the departure 
lounge at 
Düsseldorf 
airport, leg-
weary after two 
days walking the 
aisles at Europe’s 
biggest food 
exhibition, Anuga.

So, what did I 
learn (other than 

the benefits of comfortable shoes and the 
fact that German trains actually don’t run 
on time)?

Brexit, of course:
The most common question put to me by 
our European partners was “What’s going 
to happen with Brexit?” It is clear this is a 
big concern for European exporters – they 
want to know what’s going to happen to 
trade with one of their biggest markets. 
And so do we! Over to you, Mr Davis.

(continued on P2)

RH Amar wins English 
Provender Company 
brands 
We are delighted to announce that from October we will be the exclusive 
distributor within the wholesale, convenience and impulse channels for 
three major brands from The English 
Provender Company:

Very Lazy range of Chopped 
and Paste ingredients:
These products allow consumers to 
avoid the trouble of peeling, chopping 
or crushing essential ingredients. The 
premium cooking ingredients are always 
ready to hand so home-cooked meals 
can be prepared more swiftly and easily.

Available from RH Amar: Chopped 
Garlic, Garlic Paste, Chopped Ginger, 
and Chopped Red Chillies.

Newman’s Own Dressings and 
Marinades:
When Paul Newman founded Newman’s Own in 1982, 
he decided that all the profits should go to worthy 
causes. His vision remains the guiding principle 
today, and thousands of charities have benefited, and 
continue to benefit, worldwide. 

Every Newman’s Own product contains high quality 
ingredients brought together in recipes designed to 
burst with flavour.

Available from RH Amar: Ranch Dressing, Balsamic 
Dressing, Italian Dressing, and the Original Sticky 
BBQ Marinade.

English Provender 
Chutneys:
These products are inspired by 
classic recipes to create timeless and 
more contemporary chutneys. They 
make a perfect pairing for a cheese 
board but are also delicious in a 
sandwich and with cold cuts of meat.

Available from RH Amar: Caramelised 
Red Onion Chutney, and Sweet 
Tomato & Chilli Chutney.
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Top marks in 
BRC audit

RH Amar was awarded 
an AA* in our recent 
BRC audit (BRC Global 
Standard for Storage 
and Distribution). AA 
is the highest rating 
achievable, and the star 
indicates that the audit 
was unannounced. 

This obviously speaks volumes as to the 
Company’s practices and systems, and 
special thanks are due to our technical 
team,  Markus Endt and Grainne Lawless, 
our general manager, Steve Croft,  and to 
the whole of the warehouse team.
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(continued from P1)

Letter from 
Düsseldorf 
Brits do it best:
While not the biggest, the UK 
pavilions brought a welcome break 
from the monotony of many of the 
other international pavilions: in 
these, booth after booth offered 
seemingly endless options for 
olive oil, olives, balsamic vinegar, 
sundried tomatoes, pasta, etc. In 
the UK pavilions it was different, 
fresh and vibrant.

There was a mixture of established 
and new brands, many taking the 
plunge to exhibit for the first time 
– and also a good representation 
of export wholesalers and regional 
development agencies promoting 
wider ranges of UK brands. Each 
exhibitor brought the personality 
of their brand to their stand, 
showcasing some great products, 
innovation, and packaging design. 
And this brought a real buzz in the 
aisles, which I hope translates into 
success for those companies.

Money’s no object:
I was lured into Hall 6 by the waft 
of grilled meat filling the air, and it’s 
here you find the biggest stands at 
Anuga – some with double-decker 
constructions, some covering 
in excess of 300 square metres. 
With floor space alone at 250 per 
square metre before build cost 
and expenses, you’ve got to hope 
they’re getting value. No austerity 
on display here!

We have great brand 
partners:
Anuga is a moment in time every 
two years to meet with brand 
partners, take a step back, reflect 
on where we are, and review future 
objectives. Pleasingly, we’re doing 
a great job for many brands, and 
it’s clear we deliver the best results 
when we work in partnership with 
a supportive brand partner. I’m 
excited about the discussions I had 
and opportunities that lie ahead. But 
none of us are complacent, and we 
know if we’re going to achieve our 
future growth ambitions, we have to 
continue working hard together.

Highly commended – 
along with other big 
names 
For the second year running, RH Amar was highly commended in Today’s  
Supplier of the Year awards. 

In the Grocery Supplier category, those along 
with RH Amar who were highly commended were 
Weetabix and Premier Foods. The winner in the 
category was Nestlé.

Five fine finalists 
RH Amar is very proud of the fact that five of its brands were finalists in The 
Grocer New Products Awards in October. These were:

Starbucks - Guatemala Antigua Single Origin Espresso Capsules

 - Kenya Single Origin Espresso Capsules

Monini  - Classico Squeezable Extra Virgin Olive Oil

Wellaby’s - Simple Bakes Smoky BBQ

Prewett’s - White Chocolate & Cranberry Cookie

Paddy’s Bathroom - Dream Time Gentle Baby Bubble Bath

  - Tangy Tangerine Bubble Bath

 

Ella’s Kitchen recognised 
by Superdrug
Ella’s Kitchen was named by Superdrug as Best Babyfood Supplier in the 2017 
Advantage Survey, which is widely recognised as the industry’s benchmark 
survey for retailers and suppliers. Huge credit must go to RH Amar’s Sue Paetel 
and David Cantle for their efforts and contribution towards this prestigious 
award. 
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More wins in Great Taste Awards!

RH Amar wins International Distributor 
of the Year Award
We are proud to announce that RH Amar was the recipient of the 2017 Kühne 
International Distributor of the Year award at October’s Anuga Trade Fair. 

The award was presented to the team in attendance by Mr Simon Behrens, export 
director and Mr Volker Büttel, sales director, in recognition of the growth and 
continued collaboration between the two organisations. 

Kühne works with 50 distributors, exporting its products to over 80 countries 
worldwide and helping to bring Germany’s No.1 pickle brand to the global 
masses. RH Amar has helped grow the presence of the Kühne brand in the UK 
with a particular focus on the development of the foodservice channel where the 
brand continues to flourish.  

Speaking of the award, Daniel Da Fieno, Kühne’s key account manager said “As one of the oldest family-run companies in the 
German food Industry, we are delighted to be working with an organisation such as RH Amar who shares the same values of 
family and tradition that we ourselves hold true. Whilst topics such as Brexit bring times of uncertainty, we are confident in the 
continued collaboration we have with RH Amar and look forward to seeing our joint business continue to grow”

Simon Fry and David Cantle with their Kühne 
colleagues

Each year RH Amar enters a range of products in the annual Great Taste Awards and every year we have winners. This 
year is no exception, with no fewer than eight products achieving Gold star status, including one, Cooks&Co Halkidiki 
Olives, winning two Gold stars.

Buiteman Biscuits: Four products – Standard and 
Organic Goat’s Cheese Crumbles, Standard and 
Organic Gouda Cheese Crumbles.

Wellaby’s: Two products from the Simple Bakes range 
– Sea Salt & Pepper, and Smoky BBQ

Cooks&Co: Halkidiki Olives with Lemon, Garlic & 
Rosemary in deli pots

Kikkoman: Teryiaki BBQ Sauce

The Great Taste Awards, organised by the Guild of Fine Food, is the acknowledged benchmark for fine food and drink. It 
has been described as the “Oscars” of the food world and the “epicurean equivalent of the Booker prize.” Quite simply, 
the Great Taste logo is the sign consumers can trust when buying food and drink in their local, quality retailer.

HERE ARE THE WINNERS:
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Schwartz sponsors Landmark 
Caterer’s Connection event
The Landmark Caterer’s Connection event in September saw foodservice wholesalers from across the group descend 
on the Nottingham Belfry Hotel for their annual supplier-member conference. Schwartz, the UK’s leading brand in herbs 
and spices, provided the catering for the evening buffet and lunch service.

The event served as an opportunity for members to try some of Schwartz’s new products such as the Buffalo Wings 
Seasoning and the Lemon and Herb Wings Seasoning. The versatility of the range was also on show with delegates 
being served banana fritters and ice cream using the Sriracha seasoning - a spicy twist on a more traditional classic.

All recipes from the show and more can be found at the following link:

http://www.mccormickflavoursolutions.co.uk/recipe-ideas

Another great year for Mary Berry’s
Mary Berry’s has had another great year. The brand continues to grow within the dressings category with a growth of 
+11.3%*. Social presence has also grown significantly: there are now over 10,500 likes on Facebook and 4,900 followers on 
Twitter. This year’s new video and graphic content has had more than 27,000 views on YouTube and 52,000 video views on 
Facebook.

Our Mary Berry’s highly successful Home of Good 
Taste Tour for 2017 came to an end at the Thame Food 
Festival this September. Overall, 200,000 consumers 
were reached across five locations. Consumers had 
the opportunity to taste and buy products from the 
Mary Berry’s range. They were also able to enter a 
competition to win a hamper and a signed copy of 
Mary’s book “Everyday”.  At the same time, it gave us 
the chance to sample some of our new condiments 
with consumers, with some very positive feedback.

We also launched a new addition to the range - 
Mango, Lime & Chilli – now one of the top sellers with 
consumers. It can be used as a versatile sauce or marinade, or as a dressing or key cooking ingredient.

Watch this space as we reveal what is in store for 2018.

*12weeks ending w/e 24/06/17 Total Market, value sales, IRI 

Mutti’s TV triple
Mutti has enjoyed a hat-trick of moments on TV in 
recent weeks.

On ITV’s Saturday Morning – hosted by James 
Martin – Italy’s No. 1 brand of tomatoes featured 
heavily during an item on making an authentic 
Pizza Margherita. Martin was extolling the virtues 
of using San Marzano Tomatoes, and Mutti’s 
product could be seen proudly displayed while he 
made a mouth-watering pizza.

On Channel 4’s The Great British Bake-Off, 
as the contestants battled with the technical 
challenge of making Pizza Margherita, a tin of 
Mutti San Marzano Tomatoes was visible on every 
workstation.

Meanwhile, Mutti’s Finely Chopped Tomatoes took pride of place during the new Gousto recipe box TV advert - the only branded 
product to do so. The advert premiered in September. 

Gousto – one of the UK’s leading recipe box providers – recently underwent a re-brand and re-launched their website. Mutti’s 
iconic lithograph tin can be seen on the new website homepage.

The Gousto website says: “When it comes to tinned tomatoes, nothing compares to Italian quality. Ours come from Mutti in 
Parma, who’ve been in business since 1899 – plenty of time for them to prove they’re the best around.” We couldn’t agree more!
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Ella’s Kitchen -  No.1 in impulse and 
convenience
Building upon 
its phenomenal 
success in the 
multiple grocery 
channel, Ella’s 
Kitchen has 
successfully 
attained the 
No.1 spot in 
the impulse and 
convenience 
channel over a 
52 week period*.

The channel 
has historically 
presented some 
challenges for 
the premium 
baby food brand 
with retailers 
relying heavily 
on jar formats. This trend was counter-intuitive to the wider market which had shifted to pouches based on the benefits 
and convenience these offer consumers. 

The most recent data indicates a seismic shift with pouches now overtaking jars in the impulse channel in both value 
and volume terms, and representing the biggest format. This swing has also been reflected in Ella’s Kitchen’s standing in 
the channel, achieving 36.5% total market share versus 35.4% for Cow & Gate. To put this remarkable performance into 
context, in 2013 Ella’s Kitchen had just a 7.3% market share in impulse. Thus to achieve this result in just under four years 
can only be described as an outstanding achievement.

The convenience and impulse channel will continue to be a real strategic focus for the brand. Mintel’s April 2017 report 
highlights the huge opportunity for Baby Food and Snacks - almost 60% of parents with children aged five and under 
regularly buy grocery shopping at convenience stores, compared to the average of 49%. The barrier here has previously 
been that the ranges available in these stores are widely perceived to be limited. The majority of parents (56%) agree 
there should be a wider selection of baby and toddler food in convenience stores, rising to 68% of those who have 
purchased any baby food or drink from these retailers. For convenience stores to stock the fastest growing and more 
vibrant brands, such as Ella’s Kitchen, instead of relying on jars, is a good starting point. 

Snacking is also proving to be a real area of interest, with the segment displaying the fastest levels of growth in the 
category versus Wet and Dry Baby Food*. The versatility of healthy baby snacks for many different occasions, the 
suitability for impulse buys, and the current growth trajectory at a total market level, all indicate that these products 
should do well. Single portion snacks sold individually and located near tills are best placed to capitalise on impulse 
purchasing.

This most recent success is but another step in Ella’s Kitchen’s mission to improve children’s lives.

RH Amar would like to take this opportunity to thank our customers for their continued support in helping us achieve this 
excellent result.

*IRI data 52 weeks ending 12.08.17

Mary Berry’s scores well in Grocer 
Acid Test
Mary Berry’s new fruity Mango, Lime & Chilli Dressing landed on shelf in May and has already proved a 
hit with consumers.  It scored 43 out of 50 in an Acid Test conducted by Cambridge Market research, and 
reported in The Grocer in August.

84% of the test market stated that the product was “better than what’s out there”. There was praise for its 
subtle flavour, good colour and versatility.

This new premium dressing is available in a 235ml size with an RSP of £2.99.
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Crespo’s 
new olive 
for food-
service
For foodservice customers or 
restaurants looking for a more 
natural product, Crespo has 
recently launched a sliced 
black olive without ferrous 
gluconate. This is a harmless 
iron compound found in many 
iron supplements and is used 
in the production process 
to “seal in” the shiny black 
colour. Without this, therefore, 
the sliced olives have a more 
natural brown-black colour. 

This product is available in 
a 1.7kg pouch, and is ideal 
for sandwich bars, pizza 
restaurants and deli counters.

 

New Mary 
Berry’s 
condiments  
Mary Berry’s brand is set to 
expand once more with the 
introduction of a range of 
premium condiments.

Debuting in Tesco from 
mid-October, Mary Berry’s 
Redcurrant & Mint, Horseradish,  
and Hollandaise sauces are all 
aimed at driving value back into 
the condiments fixture. This 
premium range is set to delight 
the brand’s growing number of 
fans.

The move follows the 
successful introduction of 
the first range of fruity-based 
offerings into the brand’s 
dressings line-up earlier this 
summer. The wider Mary 
Berry’s range now spans four 
categories and more than 20 
products.

The new condiments will be 
hitting shelves at a premium 
price of £1.49 per jar and, like 
the rest of the range, will feature 
only the finest ingredients. 
These new additions have 
tested particularly well with 
Mary Berry’s core target 
audiences of empty nesters, as 
well as families and the growing 
number of young professional 
couples who are buying into 
the brand. These were the 
conclusions of an independent 
concept testing company 
and trials at the Thame Food 
Festival.

We are confident that we 
have a great opportunity to 
once again replicate Mary 
Berry’s success in another 
key category. Retailers will 
be able to drive value into the 
condiments fixture and bring 
Mary Berry’s unique brand 
values and personality into a 
fixture that can often feel cold 
and uninspiring.

A thank 
you from 
Macmillan 
Cancer 
Support
This charity is one of the 
several supported by our 
Company and we recently 
received this message from 
them: “We are Macmillan 
Cancer Support and as one of 
RH Amar’s charity partners we 
would like to say a huge thank 
you for their generous support. 
Since 2015 they have donated 
an incredible £44,000, which 
will fund a Macmillan nurse for 
1600 hours, making a huge 
difference to the lives of people 
living with cancer”.

One of the ways in which the 
Company raises money for 
the charity is to organise the 
occasional cake sale in the 
office. In early October, a total 
of £207 was raised.

RANGE EXTENSIONS OUR HERO BRANDS
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Let them 
eat cake
Henry Amar, 
chairman, writes:
In my childhood, children throughout 
the land had pretty strict rules about 
tea-time. You started with a piece of 
bread and butter, then had a piece of 
bread with butter and jam, and then 
you could go on to cake. There were 
no shortcuts, no way we could go 
straight to the cake, which is what we 
all wanted. I doubt these rules are in 
force anywhere today – in fact I doubt 
that “tea-time” any longer exists!

I don’t regret having been brought 
up with this sort of discipline. In this 
age when everyone wants instant 
gratification, quick fixes and same-
day deliveries, it doesn’t hurt to 
understand that many worthwhile 
objectives take a lot of time and effort 
to achieve. This is especially true in 
business, where quick wins are fine 
when they happen, and it’s always 
important to avoid delays. But many 
of the most enduring and beneficial 
results take time, stamina and 
perseverance.

At RH Amar, we recently secured 
some listings with a household-name 
account after trying for more than 
five years. Along the way it was often 
frustrating, but the end result was 
immensely satisfying. In the context 
of my childhood “tea-time rules”, we 
eventually had our piece of cake, and 
it tasted (as Mr Kipling would say) 
exceedingly good.

This is the first in a 
series of articles Fine 
Food News will be 
running about some 
of our hero brands 
and products. We are 
pleased to start off 
with Cardini Original 
Caesar Salad Dressing 
for which RH Amar has 
been the proud UK 
distributor for 30 years.

Cardini  
Caesar Cardini established 
a restaurant in Tijuana 
(Mexico) in the 1920s 
which attracted many 
Hollywood film stars, 
anxious to avoid the 
restrictions of Prohibition.

On the evening 
of 4th July 1924 
the restaurant 
was packed and 

Caesar Cardini was running short of food. He threw together whatever 
ingredients he could find, and so created the now famous Caesar’s 
Salad. He also created a delicious dressing to accompany the salad, 
which he continued to produce and distribute until his death in 1948. 
His daughter, Rosa, inherited the recipe and continued to manufacture 
Cardini Original Caesar Salad Dressing. In 1992 the Cardini brand was 
acquired by the T. Marzetti Company of Columbus (Ohio) and is now 
sold in many countries throughout the world.

In Britain many 
companies now 
market Caesar 
dressings, but we 
would confidently 
claim that none have 
matched the flavour 
of the Original. 
Available now in 
retail and foodservice 
formats, Cardini 
Original Caesar Salad 
Dressing remains a 
star performer in RH 
Amar’s portfolio.

RANGE EXTENSIONS OUR HERO BRANDS
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Jamie loves our brands!

Our Cooks&Co antipasti range 
has something for all food lovers 
and it seems that even Jamie 
Oliver is a fan. In his latest book, 
“5 Ingredients: Quick & Easy 
Food”, Jamie uses Cooks&Co 
Roasted Red Peppers in two 
excellent recipes – Broad Bean 
Salad and Chickpea Chard Pork.

Jamie Oliver has 
also featured 
Kikkoman’s Less 
Salt Soy Sauce 
in his new book, 
as well as on his 
TV series of the 
same name. This 

product is becoming increasingly popular with consumers 
seeking a healthier lifestyle. The recipe uses a special 
fermentation process which produces a similar flavour and 
aroma to Kikkoman’s Original Soy Sauce but with 43% less 
salt. Like the original, there are no artificial colourings or 
flavourings. 

Hallo Bobby!
Amron “Bobby”  Bamrung has recently 
joined our warehouse team and is 
working as a picker.  He is originally from 
Thailand, and his hobbies include music, 
computing and football. Steve Croft, 
general manager, comments: “Bobby is 
a Chelsea supporter…. Well, we all have 
our cross  to bear….”

David 
Mellor
It is with much regret that Fine Food 
News records the recent death of 
David Mellor, who joined RH Amar in 
1987 as Sales Director. In that role he 
was instrumental in building up the 
Company’s national salesforce. In 
1998 David became chief executive 
of the Company until his retirement in 
2012. During the 25 years he worked 
for RH Amar, David brought into the 
business many of the brands which 
the Company distributes to this day. 
He also played a part in developing 
RH Amar’s Cooks&Co brand.

David 
Cantle 
moves on

We are delighted 
to announce that 
brand manager 
David Cantle has 
been appointed 
to the position of 
national account 
manager in 
the multiple 
grocers channel.  

He will report to Tim Pugh, and his 
appointment takes effect from 1st 
November.

David will be responsible for delivering 
further growth in Asda and Morrisons, 
and for establishing our presence in 
the discounter channel.

The Spice Tailor makes 
changes

The Spice Tailor has rebranded its naan 
breads to be preservative-free – the only such 
product on the shelf to be so. It has also taken 
the opportunity to reduce waste with a new 
packaging format.  Naans are one of India’s 
most popular breads and are traditionally 
cooked in tandoor ovens which are difficult 
to recreate at home.  The Spice Tailor flame-
bakes its naans to create a tandoori flavour and 
a bread which is soft and pliable.  The products 
are available in two flavours: Plain, and Garlic & 
Coriander. They each have their own character 
but are all equally delicious and versatile. 

In late October, The Spice Tailor will also be 
relaunching its Chutni’s in smaller portion pot sizes to prevent waste, and 
thereby making it easier for consumers to try different flavours.  The Spice 
Tailor encourages us to expand the usage occasions for its Chutnis, so that 
it is not just a meal accompaniment; it 
recommends using it in the same way you 
might use a paste to enrich a sauce, or to 
stir into vegetables or add to stir fries. The 
range is also preservative-free and, like the 
naans, reduces waste. These are available 
in three flavours: Tomato, Garlic & Chilli, 
Original Mango, and Tangy Lime.
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