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Bob Burke  
As a consultant since 1998, Bob Burke provides assistance in bringing natural, organic and specialty products to market across 
most classes of trade. This includes work in strategic planning, growth strategies, writing sales, marketing and business plans, 
budgeting, pricing, building distribution, broker selection and management, organizational development, strategic options, 
branding and trade spending management. He is also the co-author and co-publisher of the Natural Products Field Manual, 
Fourth Edition and The Sales Managerôs Handbook. Prior to consulting, Bob was with Stonyfield Farm Yogurt for 11 years as 
Vice President, Sales & Corporate Development and Vice President, Marketing & Sales. He has held marketing positions with 
Colombo, Inc. and Sperry Top-Sider. He received an MBA from Babson College. 

  

Clients: Have had the privilege of working with and learning from exciting companies such as: Annieôs Homegrown, Oregon 
Chai, Snyderôs of Hanover, United Natural Foods, No Pudge!, Kraft Foods, Bayer Consumer Care Division, ConAgra, Kelloggôs, 
General Mills, Stacyôs Pita Chips, Kettle Cuisine, Small Planet Foods, New Hope Natural Media, Bushes Beans, Equal Exchange, 
Nantucket Offshore/Stirrings, Immaculate Baking, Dr. Bronnerôs Magic Soaps, Dancing Deer Bakery, The Natural Dentist, Rice 
Select, EcoFish, PMO Wildwood, S.C. Johnson, Blakeôs All Natural Foods, Megafood/BioSan, Mighty Leaf Tea, Lesser Evil 
Snack Co., Theo Chocolate, The Jane Goodall Institute, Kashi, Project 7, Vermont Butter and Cheese, Yoghund, Bord Bia, 
American Halal, Orgain, Turtle Island, the W.K. Kellogg Foundation, Bauch + Lomb, Boehringer Ingleheim, and others. 

  

He currently serves as an outside director for Stonyfield Farm, EcoFish, Nutrabella, American Halal and TSP Spices. He is a 
former director of Equal Exchange, Stirrings, LLC, Pulmuone-Wildwood and the NASFT ï National Association for the 
Specialty Food Trade . He also serves on the Editorial Advisory Board of Nutrition Business Journal. He is also on the board of 
directors of the Boyôs and Girlôs Club of Lawrence, Massachusetts.  

  

Bob was named one of the "Top 25 Business Builders of the Natural Products Industry for the last 25 yearsò by Natural Foods 
Merchandiser Magazine. 

   

Bob also runs full day seminars on ñBecoming a more Effective Sales Manager in the Natural and Specialty Channelò and 
ñFinancing your Natural and Specialty Products Company.ò 

 

Contact: 978-975-9902; Bob@NaturalConsulting.com  Websites: www.NPCInstitute.com   www.NaturalConsulting.com 

mailto:Bob@NaturalConsulting.com


Methodology  

ÅNoneéto speak of 

ÅHardly any data, charts, graphs, fewé.facts 

ÅAsking leading buyers, distributors, brokers 
ñwhatôs hotòéemerging, selling fast 

ÅPictures and headlines  

ÅSome additional credibility provided by SPINS 
and UNFI trends data 

ÅMay seem a little repetitive, think of it as 
corroboration 
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Punch Line  

Å Coconut 

Å Greek Yogurt 

Å Kefir 

Å Gluten Free 

Å Raw Food 

Å Vegan 

Å Kombucha 

Å Stevia 

Å Chia 

Å No GMO 

Å Fair Trade 

 

 

Å Vitamin D 

Å Fish Oil/Omegas 

Å Relaxation shots/supplements 

Å Probiotics/digestive products 

Å Anti-aging personal care and 
supplements 

 

 



Over the last few years, we saw:  

 

Å Super Fruits 

Å Hemp Foods and Beverages 

Å Natural Diapers 

Å Natural Cleaners 

Å Single Origin Products 

Å Value Added Sustainable Seafood 

Å Healthy Snacks 

Å Natural and Organic Pet Foods 
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Å Comfort Foods 

Å Restaurant quality meals at home 

Å Heritage grains 

Å Coconut based ice creams 

Å Goat milk based products 

Å Stainless steel water bottles 

Å Intersection of food and beauty  

These are all still pretty hot  



Oh, about the economyé 

Å Consumers coping with 3rd year of an economic downturn ñjobless 
recoveryò 

 

Å During the recession, value was about consumers trading down and 
making sacrifices. Today, it is increasingly about consumers weighing not 
only the costs of goods, but the multitude of benefits they offer as well.  

 

Å Example:  Despite the 121% higher average equivalized price of Greek 
yogurt compared to non-Greek yogurt, sales continue to sky rocket.  

 

Å Clearly, the consumer is making a statement with their wallet, and benefits 
beyond price are driving factors. 

 

6 Source: Nielsen Trend Reports , Consumer Insight, Inc. 2009. Facts, Figures and the Future  



2010: Year of the Coconut  
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Coconut Milk based frozen desserts  
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Coconut every way  

ÅFlour, oil, water, shredded, yogurt, frozen dessert, in 
fruit beverages, bars, cookies, yogurt, candy etc.  
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GOING BEYOND AGRICULTURE WITH SUSTAINABLE WILD HARVESTING  
Radically innovative foods & beverages with unique organoleptic profiles & potent nutritional assets  

developed with carefully selected and managed wild resources.  

Our mission is to create and maintain mutually 
beneficial relationships between individual 

consumers and wilderness conservation  

ÅMATO : a blend of wild 

ingredients that creates a 

true ôforestõ experience 

from strength to health  

ÅBrazillian/Portugese word 

for forest  

 

ÅWILD FUNCTIONAL 

GELATOS: 4 SKUs that 

glorify individual 

ingredients with a touch of 

wild honey for a unique 

flavor  

 

WILD nutrition is an opportunity to carve a whole new 

offering in the marketplace with disruptive formulations.  
Our initial lineup focuses on all -around wild nutrition, 

powerful flavors and innovative sustainable sourcing  

- Includes Cupuacu 
- Cousin to cacao, choc-pear-

banana flavor notes 
- High in antioxidants and anti -

inflammatory ingredients 
- Camu Camu 

- High in Vit. C and other 
antioxidants 

- Coconut Water 



Gluten Free Products  
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Gluten Free estimated to be over 
$1.5B in 2010 +33%  
 
In 2008 1,079 gluten free 
products introduced 
 
Up to 45% of Americans are 
affected to some degree by a 
food allergy or intolerance. 
 
Wheat is among the top 8 most 
common allergens, accounting 
for 90% of all food allergies (the 
others are peanuts, tree nuts, 
soy, fish and shellfish). 
 
Celiac disease, a severe form of 
gluten intolerance, affects 1 in 
133 (2 million) Americans. 
  
Also implicated in other 
autoimmune  
diseases 

http://servedbyadbutler.com/redirect.spark?CID=51827;setID=107869;tc=0;banID=519152054;location=http%3A%2F%2Fwww.enjoylifefoods.com


Gluten Free Products  
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http://udisglutenfree.com/
http://udisglutenfree.com/products/5/udis_gluten_free_bagel
http://www.glutino.com/


Allergen Free, not just Gluten 
Free  
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Raw Foods are Hot  
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- Usually dehydrated not 
cooked 

 - Often sprouted 
- Raw foods tend to be 

nutrient rich  
- Often merchandised 

together like gluten free  
 



ñOn Trendò 

ÅGluten Free 

ÅVegan 

ÅChia 

ÅCoconut sweetener 

ÅGluten Free 

ÅRaw 

ÅVegan 

ÅCoconut 
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Chia Seed  

Å Chia  (Salvia hispanica ) is a 
plant of the genus Salvia in the 
Mint family. It originated in the 
central Valley of Mexico. It was 
largely cultivated by the Aztecs in 
pre-Columbian times as one of 
five major plant sources of food.  

 
Å Chia is grown commercially for 

its seed, a food that is very rich 
in omega-3 fatty acids, since it is 
the vegetable source with the 
most omega-3 content, 
specifically Ŭ-linolenic acid (ALA). 
It also adds antioxidants and a 
variety of vitamins, minerals and 
fiber.  
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http://en.wikipedia.org/wiki/Salvia
http://en.wikipedia.org/wiki/Mint_family
http://en.wikipedia.org/wiki/Valley_of_Mexico
http://en.wikipedia.org/wiki/Aztecs
http://en.wikipedia.org/wiki/Pre-Columbian
http://en.wikipedia.org/wiki/Pre-Columbian
http://en.wikipedia.org/wiki/Pre-Columbian
http://en.wikipedia.org/wiki/Omega-3_fatty_acid
http://en.wikipedia.org/wiki/Omega-3_fatty_acid
http://en.wikipedia.org/wiki/Omega-3_fatty_acid
http://en.wikipedia.org/wiki/Alpha-linolenic_acid
http://en.wikipedia.org/wiki/Alpha-linolenic_acid
http://en.wikipedia.org/wiki/Alpha-linolenic_acid
http://en.wikipedia.org/wiki/Vitamins
http://en.wikipedia.org/wiki/Minerals
http://en.wikipedia.org/wiki/Fiber


Another day, another Greek yogurt  

Å Strained yogurt that is extra thick and creamy  
Å Buzz about Greek yogurt suggests something of a triple threat. 

The category appeals to consumers to satisfy three core needs: 
health, convenience and taste.  

Å Over the past 52 weeks ending October 2, 2010, Greek yogurt 
dollar and unit sales are up 160% and 203% respectively, while 
non-Greek yogurt dollar and unit sales are up 3% and 1%.  
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More Entries in Sprouted foods  
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Sprouted grains are unrefined whole grains 
that contain their natural plant  
enzymes, which help with digestion.  
 
These tortillas are as soft and pliable 
as white flour tortillas, and theyôre just as 
delicious as they are nutritious 



Whole Foods Adopts ANDI System  
Å Aggregate Nutrient Density Index , 

is the brainchild of author, MD, and 
founder of Eat Right America, Dr. Joel 
Fuhrman. 

Å plant based diet  

Å whole foods (less processed flours, for 
example)  

Å low fat ï or the right fats (unsaturated, 
more from plants and less from 
animals)  

Å nutrient dense (thatôs where ANDI 
comes in)  

Å Scoring on:  

Å Calcium, Carotenoids: Beta Carotene, 
Alpha Carotene, Lutein & Zeaxanthin, 
Lycopene, Fiber, Folate, Glucosinolates, 
Iron, Magnesium, Niacin, Selenium, 
Vitamin B1 (Thiamin) Vitamin B2 
(Riboflavin), Vitamin B6, Vitamin B12, 
Vitamin C, Vitamin E, Zinc, plus ORAC 
score X 2 (Oxygen Radical Absorbance 
Capacity is a method of measuring the 
antioxidant or radical scavenging 
capacity of foods) 
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http://www.eatrightamerica.com/
http://www.drfuhrman.com/
http://www.drfuhrman.com/


Vegan Coming into itôs Own 

Driven by: 

ÅHealth 

ÅGlobal Warming 

ÅñUltimate way to go greenò 

ÅAnimal rights 

ÅCertification ï gives consumer assurance and 
convenience to not have to scour labels 

ÅCelebrity awareness 
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Anti-Aging Products 

 MyChelleôs 
MyChelles Anti-aging category of 
products is up 25% so far this 
year. The products range 
anywhere from $19.95 to $59.95 
retail.  

 

 

21 Naturally Ageless Line Smoothing Eye Creme 
 

http://www.mychelleusa.com/applebrighteningmist44oz.aspx
http://images.google.com/imgres?imgurl=http://www.babyalula.com/images/uploads/burtsbees_logo.jpg&imgrefurl=http://www.babyalula.com/index.php%3Fact%3DviewCat%26catId%3D19&usg=__sQtdkM66qGrAGZbRdcDx6i6B1xU=&h=100&w=100&sz=6&hl=en&start=49&tbnid=-cWijhntvkz96M:&tbnh=82&tbnw=82&prev=/images%3Fq%3DBurt%2527s%2BBees%2BLogo%26start%3D36%26gbv%3D2%26ndsp%3D18%26hl%3Den%26sa%3DN


Healthy, Great Tasting Snacks  
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Stevia  
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Probiotics  

Å While not thought of as a natural brand per se, Dannon has spent 
$200M in advertising promoting probiotics in products such as 
Activia and DanActive. 

Å Sounds like the marketing folks had a hand in naming ñBifidus 
regularisò and ñL. Casai Immunitasò ï builds benefit into name 
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Fair Trade  

Fair Trade gains importance   
¶ US estimated retail value of Fair Trade products grew 

46% from 2005 to 2006, to $730 million (latest year 
for which numbers are available) 

¶ US is 32% of the world market for Fair Trade products  

¶ About 60 new importers and manufacturers entered 
the US Fair Trade system in 2007, raising the total to 
673 

¶ Mainstream retailers are now requesting Fair Trade 
products which will increase consumer awareness - 
look for increased Fair Trade Certified Personal 
Care products!  
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Still Overarching Trends  

ÅLocal 

ÅSustainable 

ÅCarbon footprint and offsets and food 
miles 

ÅFair Trade 

ÅConvenience  
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Shout Outs 

27 



ÅMost complete, most eco-friendly diapering system. 

gCloth  inserts  

little gPants  

Biodegradable  
gRefills  



Bars Made with Real Food  
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Further Development of Natural 
Cleaning Category  

Å Innovative 
efficacious cleaning 
products with 
proprietary IP 
developed in 
Australia 

Å Bioflavonoids active 
ingredient 

Å Many offerings 
beyond bath, 
kitchen and laundry 

Å www.aussannatural.
com 
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Highly Acclaimed  

Gluten -Free Seafood  
Independently Tested  

Battered Wild 
Alaskan  

Salmon Fillets  

Battered Wild Alaskan  
Fish Nuggets  

Wild Alaskan  
Salmon Burgers  

Wild Alaskan Teriyaki  
Salmon Burgers  

Certified sustainable to the Marine Stewardship Councilôs environmental standard 
Just 100% premium grade natural fish and nothing else ! 

Pioneers of Natural Sustainable Seafood 

More Fish Less Coating  
Heart Healthy Omega 3ôs 

 
ÅNo Preservatives 
ÅNo Added Chemicals 
ÅNo Antibiotics 
ÅNo Hormones 
ÅNo Trans Fats 



Å Brand building through influential social media.  
Å Online revenues ï closure rates at 5x industry  

ÅLucrative gross margins 

Å Very ENGAGED consumers driving retail sales!  

ÅMore than 25 million                views and 37,000 subscribers  

 to the Orabrush channel (#5 among all!)  

Å4.9 out of 5 stars in 140 written reviews on  

Å200,000 downloads of iPhone application 

ÅPressuring retailers to carry Orabrush ï and purchasing once there! 

ÅHears about 
Orabrush through 
friends / social 
media 

Referral 

ÅViews Youtube 
video / visits 
Facebook page 
and reads reviews 

ÅDecides to buy 

Decision to 
buy 

ÅOrders Orabrush 
online OR 

ÅVisits retail outlet 
and purchases 
Orabrush 

Actual 
purchase 

ÅRecommends to 
friends 

ÅUploads Youtube 
video 

ÅWrites Facebook 
review 

 

Consumer 
feedback 

SOCIAL MEDIA DRIVEN MODEL  

http://www.youtube.com/watch?v=nFeb6YBftHE


WǳƭƛŀƴΩǎ wŜŎƛǇŜ 
New Item Launch 

The latest brand from the creator of Alexia Foods 

& Terra Chips. 

Liège Style Waffles made from an authentic 

Belgian recipe with pearl sugar, real butter, and 

other all natural ingredients. 

Thick and buttery sweet, these Belgian waffles do 

not need syrup.  Great taste, less mess!  Kids 

love óem! 

Excellent for breakfast, dessert or as a grab ón go 

snack. 

Ready to eat in about 30 seconds from freezer. 



Sunflower is emerging as a healthy 
nut butter/beverage  

ÅRainforest Alliance certified Organic chocolate with 
organic sunflower butter  

ÅCup packages are printed on certified home-
compostable film, made from sustainably farmed 
eucalyptus cellulose 

ÅSun Opta showing Sunflower milk in Boston 
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Leader in Indian food in US and Australia.  

Next tier of ethnic food emerging!  
Å�´�%�L�J���7�K�U�H�H�µ���D�U�H���H�Y�H�U�\�Z�K�H�U�H���² Chinese, Italian and Mexican 
ÅThai large and growing �² Thai Kitchen and Annie Chun acquired 

ÅHottest now �² Indian!  Tasty Bite leading the way. 

 


