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Special educational seminars wer
filled to capacity with mere than GO0
attendees in total,  Businesses and
industry leaders from mulbiple sectors
of the industry participated in réund
table discussions and panels: to share
their knowledge and insights

Seminar Snapshot

The Private Label serminar, SoYou
Want to Create Your Own PL
Brand?, developed in partnership with
Crasmoprof  North  American  and
Private Label Magazine and moderated
by Phillip Russa, Publisher of Private
Label Magazine, was a immensesuccess  heneficial, and we look forward 10 its  Hong Kong in addition to the event in
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Pasta, Rice

pasta dishes showed a strong 10.8%
increase to $43.8 million, while maca-
roni and cheese dry packaged dinners
were up 10.3% 1o $115.5 million

New shapes keep: livening up the
store brand dry pasta segment. The lat-
ext may be bucatini, marketed by
Supervalu, Eden Pratrde, NN, under
the Culinary Clircle brand. Bucatin is a
thick spaghetti-like pasta with a hole
running through the center. The name
comes from buco, meaning “hole™ in
ltalian, while bucato means plerced.”
Popular in the Rome area of laly, it is
made from durum semoling. Packaging
for the Culinary Circle version includes
a recipe for Spicy Bucating with Sausage
& Peppers.

Supervalu’s premium pastas are
domestically produced, but Marker
District pastas: from Giant Eagle,
Pittsburgh, PA, are “"made in the tradi-
tional time-honored methods of the
maestri pastal from the Tuscany region
of laly. " Likewise imported from Italy
are Private Selection  pastas from
Kroger, Cincinnati, OH; Campanelle
84 comes with a recipe for Pasta

SupplySide Report
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exhibitors, our alliance is intended to
keep them informed of market opportu-
nities.”

"We're thrilled that leading indus-
try executives have been so generous with
their tirme and so willing to participate,

The seminar, which took place
Muonday, July 20, 2009, featured speak-
ers from CBl Laboratories, Pierce
Mattie Public Relations and  Disc
Giraphics, and covered anarray of topics,

One topic focused on packaging
and was led by John Rebecchi. the
Senior Vice President of Marketing and
New Business Development at Disc
CGiraphics. Rebecchi talked about how to
utilize stock packaging while incorpo-
rating stylish personalizid elements in
the most resourceful and cost effective
way. Some discussian points included
the economics of labels vs. screen-print-
ing; two case studies on stock packag-
ing, how to draft a marketing plan and
how to create a brand persomality that
fits vour company and reflects the val-
ues of your customers,

Antipasto, But there are now twistseven
on standard shapes, as witness whole
grain  high fiber macaroni from
Loblaws, Teronto, ON, part of the
President’s Choice Blue Menu line.

At the ather end of the store brand
spectrum, prepared pasta dishes are still
dong well ar $43.5 mullion, up 10.8%,
according to [RL. Examples include Egg
Noodles in a Chicken Flavored Sauce
uncler the Shop 'n Save brand for the
Shop 'n Save bunner group of
Hupn_-n'u]u, and Alfrede pasta 8 sauce
mix-fettoccine in-a throe-cheese sauce
{parmesan, romano, cream cheese)-at
Wegmans. Wegmans and other retailers

Also explored was the role of viral
miedia in providing brand exposune and
actively  involving  the - consumer.
Shannon MNelson, the Corporate
Communications  Director of Plerce
Name Public Relanons and successful
creator  of  her beauty  blog,
AGrlsCettaSpa.com, revealed her tips
an how to create a {lourishing media
presence.  Amang them included infor-
malion on
network, optimize
SEC and rernain cons
togics included the pros
social media, how social
fit you, an overview of the social media
landscape and ten ways to decide if your
brand should leverage social media.

Anbother highlight of the semanar
included an in-depth look at the entire
process of how to formulate a private
label formula, presented by Pam
Busiek, President and Co-Chwner of
CBI Labomtores, in which a private
fabel manufacture’s checkhst was pre-
sented, Dusiek has been elected the 19th
President of the renovmed Independent

ple seem to want instore brands these
days is the nce itsell, not added ingredi-
ents or flavors. Plamn rice sales in private
label were up 34.5% to $196.6 million,
according to TRE Rice mixes, on the
other hand, manaped a far smaller
13.2% gain, and to only $20.6 million.
Maybe they're doing better in San
Francisco, where Rice-a-Roni was sup-
posedly bom.

That doesn't mean consumers

Cloemetic Manufdcturers and
Diistributors association,

New This Year

Thig year's show unveiled the first-
ever 2009 Discover Beauty Award.
Specialty retailers and beauty bloggers,
suih as Henrd Bencel, Home Shopping
Network and AGirlsGottaSpa.com,
vated and the award was anhounced at
the Discover Beauty Party at MNIN at
The Hatel in Manclalay Bay.

Another weleomed newcomer this
year was PBA Beauty Week, North
America's largest, most inclusive beauty
event, which offered unlimited net-
working, education, and professional
growth apportunities toall sectors of the
beauty industry,

Next  year, Cosmoprof  North
America 2010 will be held July 18-20 at
the Mandalay Bay Convention Center
in Las Vegas. Be sure to check our
Oetober issue for exciting updates
about educational seminars and plans
for next year's show. Wl
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