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Iready one: of the industry’s most competitive
1o categories,. prepared children’s meals may
il -:qlow ‘have to duke it out on the labeling front.
- ~“My Own Meals of Deerfield, IL, has received .
“-1 + ‘approval by the Department of Agriculture to la-

1" bel its products with the. words: “nothing arnﬁ-
ial, no-MSG and no preservatives.”
+“This message elevates us above other Chll- ;
dren’s meals ‘which only claim ‘No Artificial - Col-
orsor. Flavors,” says' M.0.M.’s president Mary :
Anne Jackson, adding that none of its competmon
can make any of these claims. .
. In addition, the product now has nutnuonal la-
belmg and the company:has dropped the product .
‘line’s prices by 40¢ to $1:99 to $2.49. “We’re’ »:
S ‘hearing that some stores are dropping even lower
14 down to $1.59 t0$1.99,” says Jackson.
1 'The new label is already appearing in grocers in’
}. 7 California and New York. No word yet on:any
. |- ‘counterattacks -from Banquet’s Kid Cuxsme or
a e "»‘Hormel’s Kid’s Kitchen. B S




