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53 On the go opportunity
More than half of parents say they want 
a wider selection of baby and toddler 
food in c-stores

52, 54 The data 
Check out the top 10 babyfood and 
milk brands, and infant and child care 
category values

Sugar 
coated?
The baby snack sector is 
booming, yet public health 
concerns are mounting over 
‘alarming’ levels of sugar even 
in high-end products

subject of any similar campaigns. It’s badly 
needed, say some. Baby snacks are boom-
ing as demand for convenience from time-
pressed parents grows. Sales have surged 
14.5% to £73.4m on volumes up 4% [Nielsen 
52 w/e 9 September 2017] as the overall infant 
& baby care sector has sunk 4.6% in value 
and 5.2% by volume [Kantar Worldpanel 52 
w/e 8 October 2017].

So, will the baby & infant care sector be 
the next front in the war on sugar? Given 
that many of the biggest babyfood brands 

B
ritain’s babies and toddlers have 
been all but forgotten in the war 
on sugar. As regulators seek to 
reduce sugar in everything from 

so�  drinks to children’s snacks (see the sugar 
levy on pop and Public Health England’s new 
campaign to limit kids’ snacking), our young-
est have so far fallen under the radar. 

There are still no o�  cial daily sugar intake 
guidelines for kids under four, despite the 
statistic that one in � ve children start school 
overweight or obese in England [PHE]. Kids 
aged four to 10 are getting half their maxi-
mum daily sugar intake (19g for those aged 
four to six; 24g for seven to 10-year-olds) from 
snacks and drinks, prompting PHE’s cam-
paign for parents to give kids no more than 
two 100-calorie snacks a day. 

As yet, babies and toddlers are not the 

Natalie Brown are marketed on health grounds, are snacks 
really that bad? And why is the wider sector, 
which has put £67.8m less through the tills 
in the past year, struggling?  

Change is coming in early years nutrition. 
The focus of PHE’s reduction and reformula-
tion programme will this year move to con-
sider baby, weaning and toddler foods. The 
Scienti� c Advisory Committee on Nutrition 
(SACN) has recently closed a consultation 
on  feeding in the � rst year of life, and future 
work will include a review of infant feeding 
from 12 to 60 months.

It’s about time, according to Philipp von 
Jagow, MD of Britain’s biggest baby snacking 
brand, Organix [Nielsen]. “Nutrition, health, 
sugar and salt remain hot topics within the 
wider market but within infant snacking 
there’s been an alarming reversal,” says von 
Jagow. “High growth has attracted new play-
ers. This in turn has seen taste and speed 

“In infant snacking there 
has been an alarming 
reversal on nutrition, 
health, sugar and salt”
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to market put ahead of nutritional stand-
ards, clarity of claims and ingredients. More 
than a third of foods within the UK infant 
snacking category now contain either added 
salt, added re� ned sugar or unnecessary 
ingredients such as � avourings.”

Trouble is, ask � ve brands what constitutes 
healthy eating and it’s likely you’ll get � ve dif-
ferent answers. Even some Organix products 
such as So­  Oaty Bars contain 120 calories 
a portion, falling outside PHE’s 100 calo-
rie guideline  for kids aged four and above . 
(Organix is looking to reduce portion sizes 
but stresses that 100 calories does not “nec-
essarily mean a nutritious snack”.)

None of the big players say they add re� ned 
sugar to their products, yet some have come 
under � re for naturally occurring fruit sugars. 

Last July, Britain’s leading babyfood brand 
Ella’s Kitchen faced criticism over its sugar 
content following a Channel 4 investigation. 
The Daily Mail ran with a headline claiming 
the brand’s products contained up to � ve tea-
spoons of sugar a packet and stated : ‘While 
its red pepper, sweet potato and apple pouch 

“Transparency is still 
very much an issue 
when it comes to 
babyfood”

Premium cashes in: Top 10 baby food and milk brands by value

 ●  Many brands 
have been forced 
to put up prices 
due to soaring 
commodity costs 
exacerbated by the 
weak sterling. The 
growth of pricier 
baby snacks 
and single-serve 
pouches have also 
pushed up the 
average price.

 ● Market leader 
Aptamil illustrates 
both trends, with 
value inching up 
2.1% on volumes 
down 4.6% due to  
rising costs being 
passed on and the 
development of 
new RTD products. 

 ● Organic and 
premium brands 
are cashing in, as 
illustrated by the 
growth of  Organix, 
as well as strong 
performances 
by premium 

babyfood players 
Ella’s Kitchen and 
Little Dish.

 ● Snacking brand 
Kiddylicious 
has successfully 
tapped the growth 
in infant snacking 
and has ventured 
into main meals 
with its new Little 
Bistro lines.

 ● Despite a 
relaunch of its 
infant portfolio, 
including a new 
Heinz by Nature 
range of wet meals 
with ingredients 
from a “natural 
source”, Heinz 
sales have taken a 
tumble.

 ● Milk brands 
Aptamil, Cow & 
Gate and SMA are 
under threat as 
Aldi launched the 
� rst private baby 
milk line in the UK 
at the end of 2016.

Source: IRI 52 w/e 2 December 2017   For the full data, visit thegrocer.co.uk

IRI is a leading provider of big data, predictive 
analytics and forward-looking insights that help 
fmcg manufacturers and retailers to grow. www.
IRIworldwide.com

Aptamil (▲ 2.1%)     
 £222.1m 

Ella’s Kitchen (▲ 13.7%)     
 £54m 

Hipp (▼ 4.0%)     
 £47.1m 

Heinz (▼ 10.3%)     
 £33.8m 

Cow & Gate (▼ 5.3%)     
 £157m 

SMA (▼ 8.3 %)     
 £52.5m 

Organix (▲ 3.8%)     
 £40m 

Kiddylicious (▲ 68.3%)     
 £14.8m 

Little Dish (▲ 18.2%)     
 £8.9m 

Bear (▲ 13.9%)     
 £4.3m 

IRI is a leading provider of big data, predictive analytics and forward-looking insights 
that help FMCG manufacturers and retailers to grow. 
www.IRIworldwide.com

sounds like a vegetable product, it actually 
contains 78% apple purée.’

Ella’s isn’t the only one with a high amount 
of natural sugars. Cow & Gate’s apple & pear 
fruit pots, aimed at babies aged four to six 
months, contain 9.7g of sugar per 100g pot 
and Hipp Organic’s apple & pear fruit pot, 
designed for babies four months old and up, 
contains 9.3g per 100g – almost half a four-
year-old’s recommended daily maximum. 

NPD from Heinz, which recently relaunched 
its entire infant portfolio with a new range of 
Heinz By Nature wet meals ‘prepared with 
ingredients from a natural source’, includes 
Minions Heinz Fruitz – fruit pouches with up 
to 11.5g per 100g. All these brands make the 

distinction that the sugar in their products is 
naturally occurring and derived from fruit, 
rather than added re� ned sugar. 

The taxman, at least, agrees with this dis-
tinction – only so­  drinks containing added 
sugar will be taxable under the sugar levy 
that will be enforced in April. The NHS also 
excludes natural sugar from fruit, for exam-
ple, from its de� nition of ‘free sugars’ – the 
ones it advises people to avoid. 

This thinking is behind the growing num-
ber of “organic” parents, a trend identi� ed by 
children and family research agency Gira¥ e. 
These typically high-income parents are con-
vinced by the power of “natural” products, 
even if they naturally contain fairly high 
sugar levels.   But a growing number of baby-
food brands are calling for the industry to be 
clearer on all sugars. “Transparency is still 
very much an issue ,” says Tom Redwood, 
founder of ‘balanced, vegetable-led’ baby-
food brand Babease. 

“Parents are still looking for healthy, con-
venient ways to feed their little ones but 
learning about the high levels of sugar in 
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most babyfoods is alarming. The supermar-
kets need to broaden their o� erings by mak-
ing room for smaller brands that re� ect the 
growing awareness and preferences of their 
customers. ” 

That’s not to say the retailers are doing 
nothing. Tesco and the Co-op have partnered 
with PHE for its current children’s snacking 
campaign, and both have pledged to make it 
easier for parents to choose healthier snacks . 

Convenience a key opportunity
The convenience channel is a key oppor-
tunity, says Emma Fox, brand manager for 
Ella’s Kitchen at RH Amar (the brand’s distrib-
utor in wholesale and convenience). She says 
60% of parents with kids aged � ve and under 
regularly buy groceries at c-stores, compared 
with 49% of the wider population, with 56% 
of parents saying they want a wider selection 
of baby and toddler food in c-stores. 

“The impulse channel continues to outper-
form the market average in babyfood, with 
value sales up 8.2% over the last year, while 
Ella’s Kitchen is now the number one brand 
in impulse with a 37% share of all sales and 
growing by 46%,” says Fox, citing IRI data for 
the year to 18 March 2017. 

This, in turn, is driving growth in premium, 
single-serve pouched formats, she adds. “By 
contrast, sales of jarred babyfood continue to 
fall signi� cantly,” she says, pointing out that 
the growing space convenience retailers are 
giving baby snacks is helping to drive growth. 
“Positioning these snacks near the till point 
can be a great way to increase impulse sales.”

According to our IRI data [52 w/e 2 December 
2017], Ella’s Kitchen has delivered the great-
est absolute gain of any babyfood brand, up 
£6.5m (13.7%). It is closely followed by snack-
ing brand Kiddylicious, which has put an 
extra £6m (68.3%) through the tills thanks 
to a ra�  of NPD including strawberry wafers, 
lentil straws, cheesy straws and coconut rolls.

“Last year snacking category sales 
increased by 13.4% and Kiddylicious was the 
main driver of this growth,” says commercial 
director Neil Mather. “We have been respon-
sible for 75% of the growth in the category.”

Growth in snacks and pouches – the pre-
ferred format for higher-end brands such as 
Ella’s Kitchen and Annabel Karmel – is hav-
ing another e� ect. Because such products 
typically carry a signi� cant premium , their 
growing presence in retailers is a signi� cant 
contributor to the 5.2% rise in average prices 
the overall babyfood and snacking sector has 
seen in the past year [IRI]. (Whether this can 
continue in the age of growing environmental 
awareness is up for debate, though, as these 
packs are tricky to recycle.) 

Rising demand for convenient formats is 
also helping to push up prices in baby milk 
formula, which saw in� ation of 6.4% last year 
[Nielsen]. “Parents are choosing to pay 

Mum & You Nappychat nappies

Childs Farm Sun Spray

Little Dish Fruity Bites

N ewsreader and mum of two Natasha Kaplinsky  is among 
the co-founders of Mum & You (M&Y), a new nappies, 
biodegradable wipes and skincare brand ‘designed by 
mums, for mums’. The range includes Nappychat nappies 
(rsp: £14.99/52-72 nappies)   , which come with a set of 
nappychat � ashcards to inspire storytelling .

Toiletries brand Childs Farm is revamping its suncare 
range with a new and improved formula protecting against 
UVA and UVB rays. Easy to apply, streak free, stain free 
and suitable for all skin types, the range comes in roll-on 
(rsp: £10/75ml) and traditional cream and spray formats 
(rsp: £12/125ml).  

A fruit snack made with whole fruit, wholegrain oats, 
quinoa and seeds is the latest o� ering from baby and 
toddler food brand Little Dish. Designed for babies aged 
one and up, Fruity Bites (rsp: £2.75/6-pack) contain only 
whole fruit and no added sugar. The bites come in two 
� avours: original and carrot cake .

Launched: September 2017
Manufacturer: Drylock Technologies

Launched: February 2018
Manufacturer: Childs Farm

Launched: February 2018
Manufacturer: Little Dish

Organix Finger Foods and Goodies
Launched: March 2018 Manufacturer: Organix
Pea pu� s, lentil hoops and cheesy pea snaps are the latest addition to Organix’s 
 Finger Foods for babies and toddlers. With no added salt or sugar, the new snacks 
have the “best nutritional standards on the baby aisle” with a high percentage of veg, 
pulses and grains. The pea pu� s (rsp: 79p/15g)  are made from 80% peas and 20% 
corn. In the Goodies range for toddlers, Cheesy Pea Snaps and Cheese & Onion Lentil 
Hoops  have more than 65% pea and lentils respectively (rsp: £2.49/4 pack).
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more for premium products and also con-
venient formats that can be opened and used 
with one hand – very helpful when you’re 
holding a baby, as many people will be,” says 
Roz Davies, head of category development at 
Danone Early Life Nutrition, whose brands 
include Aptamil and Cow & Gate.

That’s why Danone extended its Aptamil 
Profutura range to include follow-on milk in 
200ml bottles in 2017. 

Meanwhile, Hipp Organic, which is plan-
ning a complete relaunch in 2018, also 
focused NPD on ready-to-drink formats 
including follow-on and growing up milks 
in 250ml bottles and 90ml bottles with teats, 
exclusive to Boots.

Of course, NPD and format innovation 
are not the only driving force behind rising 
prices. The sterling’s weakness following the 
Brexit vote is pushing up costs for suppliers, 
who are also contending with squeezed sup-
plies of key commodities, particularly milk 
and certain fruit and veg. 

Not that everyone is passing these cost 
rises on by simply hiking prices. “We have 
absorbed a pro� t loss of over 20% since Brexit 
as a business but we have passed on no price 
increases to customers,” says Mark Salter, 
founder of halal babyfood brand For Aisha, 
which has seen sales almost double in the 
past year [Nielsen]. “The growth will increase, 
as 2018 will be a strong year of NPD.”

There’s another factor keeping a lid on 
prices : the discounters. In early 2017, Aldi’s 
Mamia lineup overtook Asda’s Little Angels to 
become Britain’s bestselling own-label baby 
range [Kantar], driven by its rapid expansion 
to include everything from nappies to infant 
formula (which sells for almost half of compa-
rable Aptamil lines). Further expansion into 
toiletries is on the cards. 

“More and more parents are realising that 
they do not need to pay over the odds for 
high-quality infant care products,” says Aldi 
MD of corporate buying Julie Ash� eld. “Our 
nappy sales are underpinned by our custom-
ers’ trust in and loyalty to Mamia, which has 
resulted in it becoming the UK’s largest own 
label nappy brand.”

Mamia’s growth has also been driven by 
its organic babyfood pouches, selling for 
almost a third of the price of branded equiv-
alents. Even if the sugar police and the Daily 
Mail haven’t taken the wind out of babyfood 
brands’ sales, Aldi just might. 

“Parents are realising 
they do not need to pay 
over the odds for high-
quality infant care”

 ● Fewer packs bought per 
shopper, driven by the 
move away from volume-
based promotions, is the 
factor that’s a� ected the 
baby market most in the 
past year. This is a common 
trend seen in the main 
declining categories in 
the baby market; nappies, 
wipes, healthcare and food. 

 ● Aldi and Lidl ’s Mamia 
and Lidl’uns ranges have 

continued to  take their 
toll on brands.  Aldi now 
represents over 25% of 
own-label baby  sales.

 ● On the other side of the 
coin, baby toiletries are 
hotting up – and brands 
are driving growth. Dove 

and Aveeno launched 
their own baby skin and 
haircare lines this year , 
which helped them reach 
a combined baby toiletries 
share of 5%.  

Nappies take a hit: infant and child care value sales

Alex Daykin
Kantar Worldpanel

The take-home snapshot is produced by Kantar Worldpanel. Kantar Worldpanel monitors the grocery
retailer take-home purchasing habits of 30,000 demographically representative British households.
Call 020 8967 0007 or visit www.kantarworldpanel.com for details

Brands vs own label

Source: Kantar Worldpanel 52 w/e 8 October 2017 For full data visit thegrocer.co.uk

Branded
£ 1 .1 bn
(▼ 15.2%)

Nappies (▼ 13.7) £364.8m

Babyfood (▼ 2.1) £259.3m

Baby toiletries (▲ 4.6) £143.3m

Babymilk (▲ 1) £322.6m

Baby wipes (▼ 6.4) £149.6m

Baby healthcare (▼ 5.3) £80.8m

Baby accessories (▲ 2.4) £78.0m

Own label
£ 298.5m

(▲ 0.4%)

 £78.0m
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