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As baby boomers age, companies are
" beginning to target a new generation of
consumers. But will kids—and their parents—
seitle for good-tasting meals ... or will they
demand good nutrition as well?

box, love adolescent
reptilian martial arts masters
and represent perhaps the last

major, wide-open growth mar-

" ket for frozen and competin|
meals? :
Answer: Kids! :

And why not? As they grow
older, baby boomers are the
focus of more and more prod-
ucts and pitches but have less
and less time and energy to
indulge inthespending habits
that made them the apple of
every consumer product
maker’s eye. -

While boomers have re-.
treated to the relative peace of
‘hearth and home, their kids are
just venturing out into the
world, making them fair game
for waiting marketing mavens.

Following the lead of diaperand Foods, Inc. (Springdale, Ark.), is

baby food makers, food manu-
facturers have reacted to the
next demographic surge by
introducing four new kids’
meals lines. v
Although baby boomers are
having fewer children, on aver-

- age, than previous generations,
they are typically spending -
more on each child. At the same
time, there are growing numbers
of longer-lived, increasingly

 affluent grandparents who are

lavishing their affectionand
theirmoney.on fewer
grandchildren. o

Bohbot Communications, a

media company whose core
business is buying time for toy
advertisers, recently has found
itself getting involved in the
food business. Accordingto

- TomKinney, vice president and

account supervisor, food manu-
facturers have approached
Bohbot for advice on marketing
to kids in‘areas outside tradi-

.and soft drinks.

BY MIKE DUFF uestion: What areonlya tional categofieé suchas.cereals
little bigger than abread

“They realize kids have influ-
ence,” Kinney explains. “Youth:

isin a different position today.

Kids are smarter, more influen-

tial, more vocal. They are mak-
ing an impact on buying deci-
sions. In fact, we've discovered
that they influence food pur-
" chases more than toy
_purchases.”
Majors target minors
* Three of the top U.S. food
processors have hit the market
‘with theirchildren’s lines
almost at the same time. The
Banquet division of ConAgra
Frozen Foods (Ballwin, Mo.),
enjoys an early advantage with
 jts Kid Cuisine products
_ because the line already is in
national distribution. Tyson

. following with Looney Tunes

‘Meals, which are likely to draw

an important benefit during

rollout due to a marketing tie-in

“entering the battle with
ble li

with Bugs Bunny’s 50th anni-
versary, which Warner Bros. stu-
dios plans to hype heavily this

‘summer.

Geo. A, Hormel & Co. (Aus-
tin, Minn.), has entered the chil-
dren’s meals market with aline
of shelf-stable products called
Kid’s Kitchen. And, in this field
of Goliaths, a new company is
its own

superior ~ -
Of course, marketing prod-
ucts for kids isn’t anything new.
In certain categories, such as
cereal, cookies, snacks, tooth-

Inless than a year,
four major kids'
meals lines have
appeared in .
supermarkets, vying
for visibllity and
acceptance. Tyson's
bid includes pulling
a rather famous

rabbit out of ishat.
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paste, candy, and soft drinks,
children represent a core market
that is directly targeted with
specialized advertisingand
prometion. -

But during the "80s, a focus
on boomers meant more money
was spent on adult products in
what were traditionally kid-
dominated categories. So oat
bran, ultrapremium ice cream,
wheat crackers, tooth polish,
hot air popcorn and diet soft
drinks drew more attention than
their traditional counterparts.

Indeed, the marketing deba-
ccleof the decade occurred when

" Coca-Cola tried to reformulate
its namesake beverage to boost
itsappeal among kids and teen-
agers who were defecting to
competitor Pepsi. The subse-
quent return to the original for-
mula resulted in a serendipitous

teversal of fortunes for what
now is called Coca-Cola Classic
and for The Coca-Cola Com-

- pany ingeneral.

In frozen and competing
shelf-stable food categories,
recent high-profile introduc-
tions have been directed over-
whelmingly to the adult market,
mostly by making them amena-
-bleto adult demands for lower-
calorie, better-balanced meals.
ConAgra’s Healthy Choice din-
ners, which were formulated to
meet low fat, cholesterol and
sodium criteria, have come to
epitomize the trend since they
were introduced last.year. But -
the trend is generally traced -
back to The Stouffer Corp.'s -
Lean Cuisine products, which
debuted successfully:in1981."

Dinners for children aren’t.
without precedent.In the latter
half of the '60s, Libby’s,nowa
subsidiary of Carnation Co. {Los
Angeles), introduced Libby’s for
Kids meals featuring favorite
children’s foods such as ham-
burgers, hot dogsand fried -
chicken. Althoughithat line was
short-lived, other companies
have continmied catering to the
little people.... = i

The Campbell Soup Co. . -
{Camden, N.J.) for years has had
its own children’s line featuring
its “shapes”soups suchas -
alphabet and chickenand stars.
In many ways, Campbell’s kids’
soups are classicexamples of
how children’s food products..

are marketed: Forinstance, they . .

areadvertised onSaturday .
morning television,and their
labels contain the rosy:cheeked
Campbell’skids, whoactasa
special children’slogo.
The line is advertised to
mothers as wellas childrenand
has certain seasonal marketing
prerequisites.“The Campbell .

kids play a predominanizparf of :

our September back-to-school
advertising,” says Kevin Low-
ery, acommunication specialist
for the company.

As Campbell's and others
have'taken advantage of improv-
ing food technology to produce
new kinds of products, kid
appeal seems to have played
somerole in development.
Campbell’s Souper Combos, a
microwaveable soup and sand--
wich meal aimed primarilyat
the luncheon market,has =
obvious appeal to children and
busy parents. Oscar Mayer's
Lunchables, a chilled lunch of
cheese, cold cuts and crackers,
is another example of a product

‘ing Kids in the Kitchen, a contest

K THE FUTU

Su'pemiarkets, as well as food
processors, are discovering that

| they can havealittle fun with the

kids and improve business aswell.
If you aren’t sure that baby

| boomers have an impact on busi-

ness; just think back afew years to
when supermarkets were sponsor-
ing singles’ nights for the dispropor-
tionately large unwed population.

‘While the determined can still find -~

a few such promotions, supermar--

} kets now are offering new kinds of

services because of the mini-baby
boom set off by baby boomers
reaching the mommyand daddy
years. Supermarkets once again are
belping parents cope withfamily -

shopping, notto mention meeting - - =
‘the needs of this week's customer-
‘representatives of two-wage-earner
families—be it mom, dad oroneof .

the kids.

© Services vary, butusually involve -

. the smaller children. Anumberof

supermarkets.give the kids their -« .-

| own, suitably-scaled shopping =~~~
. | carts. Some provide their own form.

‘of shoppers’ child care, whileoth- -

'{> ers have established tasting promo-.- *

tions that amount to a family fareat
the supermarket.. : o

Butafew supermarkets'a_te getﬁng "
kids involved inthe real business of - .-
1 -food: cooking. This year marks the

fifth year Wakefern Food Corps~ -
ShopRite (Edison, N.}.) is sponsor

open to children sevento15 in
New York, Ngvy Jersey, Pennsy

- president of operations.
- and administration for - .-

*check out finished dishes.

markets. -

"anid local notableslent excitement "
asafield of nearly 3,000/entries was:. -

Kids’ ’meuls aren’t |

~ without precedent. In
~ the latter half of the

'60s, Libby’s

_ Infroduced Libby’s for

Kids, featuring
favorites such as
hamburgers, hot

“dogs and frled‘»

chicken.

- that, whilé directed broadly at’

the market; has a natural appeal
for children, especially for chil-
dren whohave to fix a quick
lunch themselves.

Fast and easy does it

ConAgra entered the chil-
dren’s market in response to
_ clear opportunities for ready-to-
heat dinnersthat minimize
preparation time and maximize
convenience, according to the
company.
_ “QOur consumer research
showed that moms and kids are

" looking for frozen convenience
.. products,” says Susan Hanley,

manager of product publicity.

" “We found through our research

Jeremy Licht taste temhe

Wakefem (1) and Charles -

ShopRite of Litile Falis, N, -

tothree winniers, oner

- ineachof thecategories win atrip
forfourto Walt Disney World. .

7 *“It’s agood grass-roots program
~which involves both the kids and
¢z the community withan-interest in
- cooking,” she says. And it can even
" change lives. One customer told
. Wakefern that her daughter isusing

" agoasapreliminary winnertohelp
: -pay for culinary school. “It opened

. the doorto a profession for her,

* maybe oneinourindustry.”

'genération before the competition .
- gotsacrackat them?“If nothing .

“Thisyear’s contest willcometoa
boil this month as celebrations
accompany another final round of -
judging. The kids who cop the final

Mary Ellen Gowan, vice president
of consumer and public.affairs at
Wakefern says the contest gets the
whole family involved in cook-
ing-~and shopping.

asavings bond she-won two years

. And is Wakefern trying toinstill

some customer loyaltyintoanew . .1~

else, we're cooking up anew gener-
ationof ShopRite chefs,” Gowan
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In a comparison of My Own
Meals, Looney Tunes Meals and
Kid Cuisine, Bonnie Liebman,
CSPI's nutritional director, was

critical of the Tysonand Con- "~
Agra products for concentrating - -

toomuch on “fun”andnot

. enough on nutrition; Licbman

says it is disappointing that the
Looney. Tunes and Kid Cuisine
meals—which offer parents an
alternative to McDonald's,
etc.—only are marginally better

than restaurant fast food. Thisis .

especially unfortunate, says

Liebman, given ConAgra’s intro-

duction of adult meals such as
“Healthy Choice, which was

developed according to strict
‘nutritional standards.

. “If would be nice if some of -

-these meals-were better than fast
food,” she says. “It's not clear

- that they are. They’re not the

worst foods you.can feed your

~ kids, but they’re not much bétter

either. The kids’ meal industry
seems to be adopting the same .
double standard the cereal

" industry uses, which is, essen-

tially: health and nutrition for
adults, junk for kids.” ‘
CSPl is preparingto wage a

- major offensive against that

standard. The group will

fast cereal marketing that's criti-
cal of both the food processing
industry and supermarkets.
“Supermarkets are pushing
sugary cereals to kids,” Victoria

dren Nutrition Center, says

. ‘theirhigh sodium contents,
shortly issue areport onbreak- -
* ‘calories from fat, and the bal-

" toomany sweetsandtoofew
: 1 . 'vegetables, and that the nutri-
Leonard, director of CSPI's Chil- -

“bluntly: “It’sbad enough that

- cereal companies bombard kids
~with thousands of adsfor junky
products. Supermarkets, which

.- often brag about their nutrition -~

efforts, compound the problem
by using tricks to tempt kidsto
- grab sugary cereals.”

While eriticism of sugary

- cereals or their lower-shelf

*- placementare nothing new;
they take on a significant weight
when considered in the light of
recent events. For example,

- when the National Resources
Defense Council decided to

. hype the pesticide residue

issue; they chose Alaron. -+ -
apples, and.used actress Meryl
Streepto blow children’s poten-
tial risk from the chemical out of
any rational proportion, The
result: Many parents refused to
buyapples for a time; some-
‘thing even NRDC said it-didn’t
want to happen. ,

More recently, a medical
study traced the beginnings of -
heart disease in white males to

adolescence and, in some cases,

childhood, especially when
members of the test group
smoked cigarettes or ate fatty

" diets.

Thus far, most people are
aware only of the efforts doctors
- are making to.change the
dietary habits of those most at
risk of heart attacks, adult white

males. But the medical commu-""

nity is recognizing that heart
disease establishes itself earlier
inlife, and such studies as the
above-mentioned will encour-
-age doctors to recommend
stricter guidelines for nutrition

in childhood. '

Liebman says her concerns °

.aboutthe some of Kid's -
Kitchen meals focus around

their high percentage of
ance of food. As regardsfood

selection, she says that there are

tional value of those vegetables
is diminishg‘d by breadin“g

be & hot.category in the *90s. -

| We’re all used to jeans, ‘jammies

-1 and jewelry specially designed and
"] marketed for kids. Butas infood,

GMMHBA may seechild-oriented

‘| ‘products expanding beyond tradi-

' tional categories and into new

Nl Specnahzed pmducts forkids ﬁmy '

! Kids William & Clarissa, a line of

A mcénﬁfr rolled-out éxéinple is .

| toiletries forthe preteen set. Here s 5

| Pk KIDS' MEALS MAY BE JUST AN APPETIZER
’ partof thedescriptioninthenew

product announcement:

“Despite the call for premium

*kids’ ‘everything,’ there is aglaring - :
. gapin the infant/children toiletries -

category ... Tofill this void, Kids

" Willjam & Clarissa, the first com-

plete line of premium quality per-
sonal care products specifically

formulated for children from birth

_to12yearsof age, (was)introduced

‘including hair, skin and sun care as

. produits contain animal

in drug stores, grocery stores and

mass merchandising outlets nation- |

widethis April ... The Kids line
offers'consumers 16 products

well as specialty items such asgirl’s
and boy’s cologne ... Noné of the
ingredi-
ents and they were not tested on
animals.” S - :

It's abrave new world out there,

" and fatty sauces.

“It’s asif these meals were

" prepared without any :
“-knowledge of advice from the

Surgeon General, the American
Heart Association, the Ameri-

~ canCancer Society,” she con-
" tends. “The food industry

seemsto think that advice is for
aduilts only. It’s not.”

‘While Liebman admits it is
unfaif to hold individual foods

" tothe standards set down by the

Surgeon General and others, she

" asserts there is some validity to

comparing the nutritional val-

'ues of a meal. She also says that
- thesemeals shouldn’t be com-
. pared against the standards as

one-third of a day’s nutrition,

-because they represent lessthan
a third of the calories normally
consumed.

Conflicting standards

Food manufacturers gener-
ally cite standards set by the

~ American Academy of Pedi-

atrics when they address their
nutritional content, Those
standards set, for example, a
limit of 45 percent of calories
from fat as a consumption
standard as opposed to the 30

i

percent standard established by ‘

. the Heart Association, But

accordingto Liebman, many
health professionals believe
those standards are too loose, - -

especially for children who are -

beyond infancy. Evidence such
as the heart disease study in
children te i

rpart, both ConAgra
and Tyson say that, giveri the ..

* conflicting guidelines being cir-

culated, the best solution for
food manufacturers isto
develop productsithat are good
tasting, reasonably nutritious,
reasonably priced and spell out
dietary information on the
packaging. By doing so, manu-
facturers offer their customers

~anaffordable line that comes

with information they can use
to make purchasing decisions
and tofit the meals into a bal-
anced dietplan. -

“This is a fun food for vari-

‘ety,” says ConAgra’s Hanley.

- Continued on page 168
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that 65 percent of working
. momns have school-age chil-

drén.” According to the federal

Census Bureau, that total is

higher than at any previous time

in the United States.

- Liketheother children’s

‘meals makers, ConAgra’s prod-

. uct development staff evaluated
the market, conducted focus
group studies and did consumer
research to determine how its

new Kid Cuisine products
should be formulated.

Taste and convenience were
the principal standards used to
evaluate ConAgra’s prototype
‘meals during the development
process. “Kids and moms are

‘looking for good foods, fun
foods,” says Hanley. “We found
out what kids wanted to eat, and
‘we went from there with the
dinners.” R

Kid Cuisine products were
designed to fit a veriety of occa-

:sions when convenience in
meal storage and preparation
are important, she pointsout.

' “Grandparents can buy the
products and stick them in the
freezer for when the grand-
children come over, Parents can
buy them for the babysitter to
prepare.” R

Theline, as introduced,
included eight meals, each of
which includes an entree, two

" side dishes and dessert. Entrees
include pizza, cheeseburgers,
chicken nuggets and fried

" chicken, while side dishes,
according to the company,

" include “favorite fruits, vegeta-
bles and starches.” Deserts con-

- sist of populargoodies such as

‘cookies or brownies. They are

priced toretail at an average of

$1809. - ’
Atthetimetheline was intro-

“duced, John Butorac, director of ki

marKeting, noted that the com-
‘mon frozen dinners found in
supermarket freezer cases often
aren’t the kinds of meals chil- .
- dren prefer. “The profile of what

kids love to eat didn’t match the .

offerings available on the mar-
ket,” he'said. »
" * Tyson took a similar tack in
developing its Looney Tune
line, formulating the product to
appeal to children’stastes, then
testing to évaluate'what was-
_"done. “We'have information:

from the focus groups to back up - k

what we did,”saysa
'spokesperson. :
 Focus group studies had a

decisive impact on the develop-

ment of Looney Tunes meals, in

- terms of both product and pack-

aging, according to Gary

. Thompson, vice president of the
‘retail sales division. For exam-

" ‘ple, mothers in the giroup con-

- vinced Tyson to alter the
product’s microwaveable serv- -

ing bowl so that twosmall, unob- -

- structed flat surfaces could be

~included. The dish is thus pro-
vided with handlesto help pre-
.- vent scalding burns.

The mothers also convinced
Tyson to remove the desserts -

from some meals because they - °

want to regulate the sweets their
children eat, both for health and.
_reward reasons. “We originally
- thought everyone would have a

" dessert, but parents told us they

wanted a choice,” says Tyson.

A\

_ '»I.'hemsultin‘g line, again con-

- sisting initially of eight meals,

includes Bugs Buriny Chicken:
Chunks, Speedy Gonzales Beef

- Enchiladas; Wile E. Coyote
- “Hamburger Pizza and Daffy

Duck Spaghetti-and Meatballs.

“The trademarked cartoon char-

acter names arg used under
license from Warner Bros., and

-each meal package has a top-to-
bottom frontal illustration of the :

namesake 'toon. Suggested
retail priceis $2.49.
Although in terms of selec-

tion and child-oriented devel-

-

" Kid Culsine hasfaken the lead in the race for Kids' S
7oL faste buds and Is in national distibution. MyOwn -
“.. © 7 Meglis hopes mom appeal will help it catch up. Lyl

Ltooney Tunes

-0oost it over frozen food com J
eyesinthe aisle,

-Meals packaging should catch kids'

‘ Eilter thé_‘

opment, Hormel’s Kid's Kitchen
line is similar to the big name

© competition; the company
‘hopesits shelf-stable packaging
_offers enough of an edge to make
" itthechoice of consumer and
' “grocer. SR B

“There are alot of inherent

" advantages from both the con- ‘

sumer and trade sides,” says

" Rick Bross, director of market-

ing. “Onthetradeside, it’s

*. much easigér to handle and mer-

chandise shelf-stable products
than frozen or refrigerated. It’s

~'less costly and enhances the dry
“goods area. From the consumer

- side,the matter of convenience

" isimportant. It's easier to store
_product in the cupboard than in

- the freezer. It takes a little less °

time to heat because it’s not

 frozen, They're just incremental
~advantages—but today, every-

one’s lbokingffor alittle bit of an

edge”

_Kid'sKitchen'also émploys
“child-friendly” packaging,
includingadisposable serving
bowl with handles and a vented
cover to prevent spills and dissi-

~pate steam. Currently, the seven-
productKid's Kitchen line is in
three markets: Indianapolis,
-Denverand Phoenix, Among
~'" the'meals offered are Spaghetti

and Meatballs in Tomato Sauce,

- Chicken Chow Mein, Chunky

Vegetables and Beef in Sauce

~and Beef Ravioli in Tomato

Sauce. They retail for between
$1.09and $1.19.




NEW CHILDREN'S
MEALS

Continued from page 95
“Nutrition-wise, its labeled, so
consumers know exactly what
they are getting.”

She adds that their ConAgra’s
children’s meals are conven-
ience foods that—and this is the
main point—kids will eat,

“A lot of consumers told us
they wanted flavors of dinners
that kids would eat because
their children are picky at the
younger ages,” says Hanley. “To
those consumers, if they can
come home late and fix the
child a meal that they've
selected and that they know the
child will eat, that’s ablessing,.
We’ve addressed the issue of
what kids like to eat. I think its
wonderful to do a campaign of
feeding your children very, very
healthy things—but if they
don't eat them, that’s another
. tter”

And a Tyson spokesperson
points out that Looney Tune
meals are formulated without
artificial colors or flavors, so to
say that the company doesn’t
take parental concerns into con-
sideration is misleading.

For the most part, supermar-
kets carrying children's meals

support the positions of Con-
Agra and Tyson. A spokesper-
son for The Von's Company,

~ inc,, (E1 Monte, Calif.), which

. rrently offers Kid Cuisine,
says the company believes the
products respond to nutritional
concerns because they include
fruits and vegetables. “The
adults buying the products do
have a choice,” says Leanne
McKenzie, a spokesperson.
Edward Reed, a frozen food
buyer at Red Apple Supermar-
kets (New York), agrees that taste

. isthe primary engine of food

sales, especially for kids.
“Whether or not the item is
going to sell depends on how
good it tastes. If kids don’t eat it,
it's not going to sell. Is
.AcDonald’s good for you? And
look at what they do.”

Missing an opportunity?

But by reducing product for-
mulation to the least common
denominator—what is easiest
to get kidsto eat—My Own
Meals insists that ConAgra,
Tyson and soine supermarket
operators are lazily creating
products for the laziest, least
informed consumers in the mar-
ket. They are missing an oppor-
tunity to market products for
the growing number of nutri-
tionally conscious parents
lot i

e

rolib : further enhance
its p .
While Kid's Kitchen was not
included in the CSPI compari-
son, the figures listed for
sodium and fat compare favor-
ably per meal with My Own
Meals. Because its calorie total
is a little lower, those figures
might be slightly underrepre-
sentative when placing the meal
within the context of afull day’s
eating, but they are consider-
ably lower than Looney Tunes
meals and Kid Cuisine. On the
other hand, they have farless in
the way of fruits and vegetables.

Although some may down-
play the significance of nutri-
tion in kids meals, Bohbot'’s
Kinney cautions that products
that don't appeal to both child
and mothers often find them-
selves standing between the
irresistible force and the
immovable object.

“A kid is going to ask for what
creates fun,” he explains. “But
food companies also have to be
aware they are selling nutrition
to the adults. If you get the kid
excited about a product, and it’s
not what the mom wants the kid
to eat, then you have a problem.”

He adds that marketing prod-
ucts to kids outside of tradi-
tionally accepted categories
exposes food companies to

" increased risk. Parents might

permit children nutritionally
dubious foods such as snacks,
desserts or treats. But they will
often draw the line at meals
when kids are supposed to be
eating “healthy” food. Tradi~

Continued on page 170

tionally, that means meals pre-
pared at home.

“As more marketers begin
focusing on areas outside of tra-
ditional product categories,
they will be more susceptible to
consumer groups if the prod-
ucts don’t meet nutritional
standards,” says Kinney.
“They’ve got to start at number
one: Is the product good ?”

Other considerations

While nutrition is an impor-
tant consideration for super-
markets that want to offer
children’s meals, other areas are
worthy of scrutiny.

One of the most important is
the question of preparation.
When children’s meals were .
first being designed, some of
their manufacturers seemed to
be developing products for
unassisted microwave prepara-
tion by the child. They later
backed off, and now all recom-
mend at least parental
supervision.
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NEW CHILDREN’S. Although some of the manu-
ME ALS . facturers included safety
i devices such as built-in han-
Continued from page 168 dles, they generally agree that .

parents should decide if and
when children are ready to pre-
pare their own meals.

The manufacturers also are in
agreement about marketing.
They contend that the bulk of
marketing efforts will be
directed at parents ratherthan
kids. But that doesn't mean the
kids are being ignored. With
Looney Tunes Meals, for exam-
ple, Tyson is taking a cereal

. packaging approach with its

box-front cartoons. And all the
product lines include games,
puzzles or collectibles to -
encourage repeat purchases.

-So for supermarket operators
who already are hard pressedito
keep up with issues such as pesti-
cides and solid wastes, along
comes another challenge, Kids
Marketing 101. The syllabus

" reads: The opportunities are big,

but so are the potential prob-
lems. Supermarketers need to .
be on their toes if they are going
to stay on top of this dynamic
category. ‘




	Image
	Image (5)
	Image (2)
	Image (4)
	Image (3)

