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Salsa usurped ketchup as
America’s No. 1 condiment several
years ago, and the trend toward
exotic, ethnic and spicy flavors con-
tinues. Peppers are all the rage, and
Latin-inspired meals are part of
Americans’ everyday dinner menus.
Several studies recently debuted,
giving those in the food industry an
inside track to flavor combinations
to watch out for in 2010.

Global Market Trends released a report for condiments,
sauces, dressings and seasonings, highlighting the
popularity of innovative packaging, convenience foods and
a higher demand for exotic flavors, due to the broadening
ethnic mix of the population and citizens traveling abroad
more and more.

Port Washington, N.Y.-based market research firm, The
NPD Group, found that with the current economy, restaurants
must look to these popular ethnic tastes to increase traffic to
their stores.

“Innovation is key at any time, but (it’s) especially important
now,” said NPD analyst Bonnie Riggs. “Operators need to
revamp some of their menu to address this new reality. They
need to capitalize on some of these trends before they are yes-
terday’s news.”

A survey by NPD found that
the top 10 flavors customers
want to see increase on menus
were garlic, hot/spicy, Italian,
Mexican/Latin/Spanish, Asian,

Cajun/Creole, teriyaki, citrus, berries and chipotle.
And whatever restaurants are finding, supermarkets should

not lag too far behind with their own innovations, con-
sidering the strength of eating at home lately and the
fact that trends that begin in restaurants eventually
make their way to the store.

Chipotle peppers, which are smoked jalapenos, are
leading the pack of peppers and spices. Chipotle
appeals to different age groups; NPD found that it
was the top-growing flavor among those aged

between 25 and 64, and No. 2 for those 65 and
older. According to Datassential, chipotle is on 17
percent of restaurant menus, with Asian and citrus
dishes on 10 percent.

The college-aged population has an interest in
these flavors: cinnamon, citrus, M
jalapeno and cilantro. 

Mintel’s most recent report for
2010’s flavor profiles explains that
consumer packaged goods are
going to incorporate a mix of old
and new—ethnic flavors are the

norm, and spices with
functional qualities add
benefits. These spices

include ginger, turmeric and cinnamon.
With hibiscus’ ability to lower blood pres-

sure and cholesterol, it will be added to more
beverages like Premium Essence Water. The
aromatic spice cardamom is typically fea-
tured in ethnic dishes but will hit the main-
stream. It is paired with chocolate in the
orange-cardamom flavored bar by Cosmic
Chocolate. The important superfruit is cupuacu, which is

related to cocoa. It has
many vitamins and antioxi-
dants as well as fatty
acids and amino acids.
Already a main element
to many energy drinks,
cupuacu is added to lime
to create a flavor of apple-
sauce from Musselman’s.

Rosewater was Mintel’s other mentioned flavor; the study
said it will be added to baked goods.

McCormick’s annual Flavor Forecast celebrated its 10th
anniversary in 2010.

“The year in flavor will be heavily influenced by bitter,
warm and earthy notes,” said Kevan Vetter, executive chef
at McCormick. “We see America’s palates embracing
stronger flavors—high-impact combinations that are
anything but subtle. For example, bold bitter greens will be
appreciated for their assertiveness, tamed with the
licorice-like addition of caraway—one of the 10 pairings
in this year’s report. The warm and earthy duo of roasted
cumin and chickpeas is another expression of the year’s
big flavors.”

The leading trends in the Forecast are:
• “In is the New Out”—Flavors and the idea of staying

in vs. going to restaurants brings restaurant-quality
meals home.

• “Always In Season”—Preserving the peak of ripeness for
year-round enjoyment.

• “Meatless on the Menu”—With many finding comfort in
a meatless diet, keep options available for that crowd.
And it just provides a good dish variety.

• “Ethnic Sizzle”—Tastes of the global grill can be cooked
at home easily.

• “New Comfort Cuisine”—A renewed appreciation for the
integrity of ingredients and cooking techniques.

• “Where the Cocktail Meets the Kitchen”—Shaken or
stirred, tasteful inspiration takes on new forms.

RENFRO FOODS
Renfro Focuses on
Current Products, Fruity Salsas

Since he was in sixth grade, Doug Renfro worked in his
family’s business, Renfro Foods, apart from a couple of years
when he tried the corporate career world.

“But I got bored,” he told The Shelby Report. “The food
industry is so satis-
fying because you
create things that
are healthy and
taste good and
affordable and
get to see them on
a shelf.”

After working his
way up from a
summer “soaking
labels” to a
“spicer” in college,
Doug Renfro is
now president of
his family’s compa-
ny, alongside four
other Renfros.

One of Renfro’s many job functions is supervising all of
the product development, half of which is the co-packing

side of the Renfro
Foods business,
including relation-
ships with foodser-
vice establishments
like Wingstop.

“I’m constantly
having people give
me recipes, and I
have to see, can we
make it, how would
we make it, what
would it cost, what’s
realistic for us and
does that meet their

parameters for taste, which is fascinating—it keeps me
amused,” he said.

Since its humble beginning in a Fort Worth, Texas, garage
in the 1940s as George Renfro Food Co., the company has
grown and experienced many changes in the condiment
industry. In 1972, Renfro Foods Inc.—as it was renamed—
started reworking taco sauces and Mrs. Renfro’s branded sal-
sas. In 2001, the product line had expanded to 25 products
with the addition of Garlic Salsa. Renfro Foods continues to
broaden its production capabilities and offerings.

“From the time I came back from college, which is about 17
years (ago), we’ve grown fivefold or quintupled, so we have seen
tons of changes,” Renfro commented. “We’ve increased our
automation, our line speed is much higher, we’ve built an extra
building and bought a city block across the street and renovated a
warehouse. I mean, over time, there’s just been a ton of changes.”

Renfro recalled a previous period of
time where there were no pumping
capabilities and hot relish was physi-
cally transported to the filling pots.
During his father and uncle’s time, jars
were filled by hand.

Currently, the No. 1 seller for
Renfro Foods’ own product line is
the hottest option, the Habanero

Salsa, and No.
2 is the second-
hottest option,
the jalapeno-
based Green
Salsa. “The
A m e r i c a n
palate has just
gotten spicier and
spicier,” Renfro explained. “I personal-
ly don’t eat those two directly, because
they’re too hot for me, but I can create
things hotter than I can eat, and as
long as somebody likes it, we’re good
to go.”

MCCORMICK® FLAVOR FORECAST™ 2010 TOP 10 FLAVOR PAIRINGS:
1. Roasted Ginger & Rhubarb—Exciting layers of spicy and sour, with warming notes and a powerful tang
2.. Thai Basil & Watermelon—A colorful study in contrasts offers a sweet, refreshing balance
3. Caraway & Bitter Greens—An unmistakable spice tames the bitter bite of bold greens
4. Bay Leaves & Preserved Lemon—Slowly coaxed flavor—worth the wait—an aromatic mix of bitter,

salty-tart and bright
5. Almond & Ale—The bittersweet character of both ingredients makes a “congenial, cozy and hearty match”
6. Turmeric & Vine-Ripened Tomatoes—Earthy and naturally sweet, this colorful, healthful blend is always

in season
7. Pumpkin Pie Spice & Coconut Milk—This lush, warm pairing reconnects with its

tropical roots
8. Roasted Cumin & Chickpeas—This globetrotting Mediterranean duet delivers warm, earthy

flavor harmonies
9. Creole Mustard & Shellfish—A vibrant pair that brings Gulf Coast gusto to any part of

the country
10. Chives & Fish Sauce—Savory fusion of French and Asian cuisines.

Tabasco® now has a
chipotle-filled version of

its signature product.

Doug Renfro
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Renfro Foods continues to develop salsas like Peach
Salsa, Raspberry Chipotle Salsa and Mango Habanero
Salsa to capitalize on consumer interest in sweeter salsas
as well.

“The fruit salsa trend shows no signs of slowing down,”
he said.

(Incidentally, Mrs. Renfro’s Pineapple Salsa won a Scovie
Award for Product Excellence at the 2010 Scovie Awards.)

Renfro continued, “There are a number of things we
still haven’t done that are probably very viable because
people are very open. I gave a tour yesterday, and

somebody on the tour said, ‘Is there
anything you won’t put in salsa?’”

Tomatillos are increasingly being
used as a base for salsa; ancho, a
roasted and dried poblano pepper,
also is becoming a more popular
salsa ingredient.

With its products distributed to
retailers across the country through
companies like Tree of Life, Renfro
Foods does not constantly push new
products into the market because of
the expense and the fear of canni-
balizing consumers.

Renfro is the largest producer of
chow chow in the country. The rel-

ish-like item is only popular in select
states in the central south like Texas, New Mexico

and Louisiana, but in those areas, no promotion is needed.
“It’s just very steady, and people who eat it view it like

ketchup or mustard. It’s a staple that they need to have for
their pantry or fridge at all times.”

So what contributions has Renfro Foods made to the
condiment industry itself?

“We like to believe that we’re the first
ones to have variety flavored salsas at an
everyday price,” Renfro said. “We
weren’t the first black bean salsa, but I
think we were the first grocery brand
that at the time was like $2.49.”

Another advancement the company has
made is with its accounting system which
uses new software called Manufacturing
Conductor by Tamlin Software Inc. that
allows one click of a button to immedi-
ately reveal every ingredient in each
product. If a recall is in effect, Renfro
can find the items using those tainted
pieces in an instant.

“I actually spoke on a panel with the VP of food safety for
Walmart and somebody from the FDA, and they were all
blown away. We had capabilities that they didn’t have at
the time.”

For the new year, Renfro wants to focus on its current
product line and continue expanding the co-packing aspect
of its business. It also plans to increase the use of social
media, including a possible iPhone application to tell con-
sumers a coupon for a Renfro product is available in what-
ever retail store they walk into. The company’s Facebook
and Twitter usage is also strengthening.

“(It’s) almost guerilla marketing to build the brand,
because at this point, we need to sell more of what we have
on the shelf instead of coming up with five new items.”

INTENSITY ACADEMY
Up-and-Coming Condiment Company:
Young Biz Wins 40 National Awards

Michele Northrup has always played around and experiment-

ed in the kitchen. Born in Staten Island, N.Y., but living in Florida
since elementary school, Northrup has no formal culinary expe-
rience. This fact didn’t stop her from beginning Intensity
Academy—a developer of all natural specialty sauce—in 2007. 

“I’m also the type person that can go to a restaurant
and taste something and be like, ‘I know exactly how they
did it.’ Friends and family love that,” Northrup told
The Shelby Report.

The idea to use this talent for a business venture came to her
while working at her children’s school in the vegetable garden.
One assignment asked to use carrots in a unique way for the stu-
dents to try. With a love of hot sauces, Northrup went that route.

“I thought, ‘I wonder if the habanero would balance the car-
rots and what type of flavor that would be,’ so I made a few dish-
es that wouldn’t be too hot that the kids could experiment with
with a carrot- and habanero-based hot sauce,” she explained.
“My whole thing was I wanted it to be very natural. I didn’t want
any preservatives, and I wanted it to be very fresh-tasting, so I
used the whole carrot, and I blended it with some fresh onions,
fresh lime juice.”

The sauce was a hit at the school, and after a trip to the gro-
cery store, Northrup realized that she had discovered something
other condiment companies had not—the use of a whole carrot
in hot sauce.

She went to a bottler and thought the worst-case scenario
would mean her year’s Christmas shopping would be complete.
Now, the young company is up to 40 national awards and the
product line includes ketchups, marinades and various
dipping sauces.

The name of the company—Intensity
Academy—uses education elements in its pro-
motions, website and product names. The first
three sauces were carrot-infused Hot2 (hot
squared) with double the heat of habanero;

Hot3 (hot cubed) with triple the heat; and
Chai Chipotle, a sauce with an organic tea
infusion. Northrup’s was the first company
to use organic tea in gourmet sauces.

“I drink a lot of tea, and I knew I want-
ed to use chipotle, and I had to add a lit-
tle bit of water, and I thought, ‘you know,
I don’t want to just add water,’” Northrup
recalls. She looked down in her hands,
spotted her own tea and uncovered a new
element to her items.

“It was the perfect layer of flavor, and I
have used that since in all of my gourmet
sauces. My teriyaki sauce is called Chai Thai,
and it’s a beautiful Thai-flavored teriyaki with

organic chai tea in it, and my ketchup which
was voted No. 1 in the nation through the
Scovie Awards, has organic chai tea in it also.”

The first hot sauces earned Northrup honors
around the country. The Scovie Award win for

her ketchup is a worldwide honor. She
had the idea to mix hot
sauce and ketchup
because she often did it
herself while eating.

“(The Scovie Awards)
called, and I was just beside
myself. It felt like winning an Emmy—but
tastes a little better than an Emmy.”

Northrup said her best selling item is
the Chai Thai sauce due to its versatili-
ty. She also has a well-known recipe
for Chai Thai meatballs on her web-
site that users of Facebook and Twitter
consistently ask for.

From her perspective, current
trends in the industry revolve
around natural and organic prod-
ucts and buying locally—things she
nearly always incorporates. 

“I think the importance is going to
be more on supporting within your
(region) when it comes to buying the
material, providing the sauces within
the industry,” she explained. “And I
think that the consumers are getting
more local savvy as well—this is made
in my area, my region (vs.) just taking
stuff off the shelves.”

For the future of Intensity Academy,
Northrup wants to expand distribution in
smaller, privately owned grocers. She’s

working on marinara/spaghetti sauces and a Thai Sweet Chile
sauce with Thai peppers.

As a mom with three 12-year-old boys, Northrup understands
the pressures to cook a hearty meal every dinner.

“Quality is really what’s important and having layers of flavor,
and my whole thing is that the sauce should do the work for you,”
she said. “It shouldn’t be where a mom after working should
have to come home and have to look through the pantry and
come up with 12 ingredients. It should be simple, easy, fresh but
full of flavor as well—so the sauce should do the work for you.”

Northrup already has done the work; it’s up to supermarkets
to offer that option.

NASFT’s Live ‘Trendcast’ Offers
Popular Flavors, Food Fads

The National Association for the Specialty Food Trade
(NASFT)—in promotion of its 35th Winter Fancy Food Show
on Jan. 17-19—conducted a live webcast of new trends and
flavor profiles in the food industry on Dec. 3.

Ron Tanner, VP communications and education for NASFT,
began the “trendcast” discussing some major foods’ increases
in popularity. The first mention was eco-awareness of compa-
nies, like Gourmet Mist sprays for salads. Artisanal cheeses
were showcased at the Winter Show at the American Cheese
Society pavilion. One such cheese is Cypress Grove Chevre’s
Truffle Tremor™ cheese, which “combines tremors with this
wonderful goat cheese to really make a wonderful artisanal
cheese,” Tanner said.

Many other cheeses were discussed, and then Tanner
moved into a look at bacon and chocolate.

“Of course, bacon seems to be everywhere. People have
taken bacon out of the meat and putting it in … everything
they can think of,” he said. 

One example of this idea was Main Bait—a bacon
lollipop. “I guess men smell this and kind of follow it,”

he ventured.
Blood orange will continue its popularity, as will the

infusion of spices into chocolate. Coconut also is
growing in prominence, with coconut ice creams and
yogurts seeing a 300-400 percent growth rate.

Kara Nielsen, a trendspotter at the Center of
Culinary Development in San Francisco, looks at
restaurants, gourmet magazines, food shows and
women’s magazines to gain knowledge of the
industry. She mentioned that once a trend makes it to
grocery stores and fast food chains, it has definitely hit
the mainstream.

Nielsen began her presentation discussing nostal-
gic and retro flavors’ importance due to the stress cre-
ated by the economy. People want to look back to a
simpler time of soda fountains and ice cream socials.

“Brown” products—as she named the retro fla-
vors—include butterscotch, toffee, caramel, honey-
comb, pralines and brittles.

Nielsen elaborated on the use of a color to define a
food group by explaining a term the CCD has devel-
oped—“huetrition”—to define the eating of foods by
color to maximize nutrition. 
In the same vein, a nostalgic trend is “breakfast

for dessert, which is a trend I’m following for the restaurant
world. Things typically found on the breakfast table, now
found on dessert menus—waffles, French toast sticks…”

Honey also is being added in sweets and confections more
often, coinciding with the backyard beekeeping movement, a
farm-to-table initiative.

Nielsen said that a rise in alternative sweeteners is strength-
ening, as is the popular gluten-free sector of food products.

“(Gluten is an) easy thing to take out of fresh foods but
harder to take out of processed food,” she explained, also
wondering if the trend was more of a fad and would dissipate
quickly. “(But I am) confident there will be a niche in the mar-
ket for those that really need (the products).”

Other popular foods and trends men-
tioned by Tanner and Nielsen include:
sweet potatoes, hibiscus, rose
water, aji Amarillo, pisco,
quinoa, Moroccan foods,
Korean foods, preserved
lemons and floral
flavors like lavender
and jasmine.

Michele
Northrup

Photo:
Marisa Barbosa)
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NATURALLY FRESH TO
PACK HOOTERS
DRESSINGS FOR
SUPERMARKETS

Naturally Fresh Inc., manufacturer
of Naturally Fresh® Dressings,
Sauces and Dips, has signed a
licensing agreement with Hooters of
America to manufacture Hooters®
salad dressings for sale in supermarkets. 

The line initially will include Hooters® Bleu Cheese and Ranch dress-
ings and will be offered in 12-oz. jars in the refrigerated produce sec-
tion, like the rest of the Naturally Fresh dressings.

“Many restaurant branded products are now being offered in retail
stores,” said Mike White, SVP of sales and marketing for Naturally
Fresh. “Hooters is one of the most recognizable brand names in the
world. We plan on this being the first of many signature restaurant
branded products that we bring to the retail market. This will help to
increase consumer awareness of the refrigerated dressings category in
produce departments.” www.naturallyfresh.com

CURRY SAUCES MADE SIMPLE
FOR HOME COOKING

CurrySimple is a line of restaurant-quality
Thai sauces that are easy to prepare at home.
The concept of CurrySimple began while
owner/CEO Michael Moran spent several
years working in a Thai restaurant and listen-
ing to customer complaints about the difficul-
ty of cooking Thai food at home. With a little
research Moran discovered the difficulty
was in the sauce. Thai sauces were readily
available in the marketplace but were not
designed to mimic a Thai restaurant.

CurrySimple was launched in 2006 and began with
curry sauce flavors ranging from mild to spicy: Thai stir-fry sauce, Thai
Tea and a sauce to make the popular noodle dish Pad Thai. 

CurrySimple has since grown with the additions of a concentrate to
make Coconut Soup and marinade dipping sauces including Mango,
Chilli Lime and Sweet Chilli.

Most products are also available in foodservice sizes and sold to
restaurants, caterers and private chefs.

CurrySimple is available at Whole Foods, gourmet retailers and
online at CurrySimple.com. CurrySimple keeps in touch with consumers
with its blog, Facebook and a bi-weekly newsletter that has a subscrip-
tion base of about 9,000. 

The products are mostly available in the Southeast and Midwest, but
the company recently changed its packaging configuration and is look-
ing to be available nationally this year.

FIREFIGHTER, CHILE EXPERT
WINS ‘PEOPLE’S PREFERENCE’ 

A Wild Pepper product has captured another first place award.

Professional firefighter and chile entrepreneur Jim Campbell’s latest
foray into the world of “fire starting” was awarded the coveted
“People’s Preference Award-1st Place: Best Hot Sauce” of the show at
Chile Pepper Magazine’s recent Zest Fest in Ft. Worth, Texas. The show
is held annually and features hundreds of sauces from some of the
country’s most well known producers. The sauce chosen for this presti-
gious award is one of his mildest ones, “Rookie Orientation.”

“This is quite an honor,”
Campbell said. “And the award
will help provide balance for all
the others given to me for the
crazy hot stuff.”

Selling worldwide, Campbell
has retailers in Copenhagen
and Melbourne, as well as Germany, not to mention all around the U.S.
His recently awarded Rookie Orientation as well as Pure Arson and
HazMat varieties are found around the country. 

New flavors False Alarm and Fatality also are now available.
For more information, visit www.wildpepper.com.

FAMILY COMPANY INTRODUCES
ITALIAN-STYLE SAUCES, SALSAS

Toledo, Ohio-based Dei Fratelli, a tomato brand sold throughout the U.S.,
has introduced two new lines to its family of tomato products—an authentic
Italian-style pasta sauce and a salsa. The new lines represent innovation in
taste, consumer convenience and health, according to the company.

Both the pasta sauces and the salsas are produced from crushed and
diced vine-ripened tomatoes that have been harvested on local family
farms since 1923. They do not contain any paste or added water and
are completely free of artificial additives or preservatives. All natural
ingredients are used in these products, including imported extra virgin
olive oil and sea salt—which appeals to the health conscious consumer.

Packaged in a 26-oz. glass jar, Dei Fratelli pasta sauces are
available in eight varieties, including three cheese,
marinara, fire roasted vegetable, tomato & basil,
homestyle, mushroom, traditional and arrabbiata.
Dei Fratelli salsa is also all-natural and available in
six varieties/“heats,” including original (in both mild
heat and medium heat), chipotle (medium heat),
casera (in both mild and medium-hot heat), black
bean n’ corn (medium heat). The salsas are packaged
in 16–oz. glass jars. 

“These products allow retailers the opportunity to
offer consumers robust, flavorful convenience—
chock full of simple and delicious ingredients they
know. No water, no preservatives...just vegetables, sea salt and
spices make these products great,” offers Steve Hirzel, president of
Hirzel Canning Co. & Farms. “We are continuing our mission to
grow in the canned tomato product category by listening to our con-
sumers’ needs and using innovation to meet those needs.” 

These products are available in retailers like Walmart, Kroger, Giant
Eagle, Meijer, Piggly Wiggly and numerous independents.

FRIEDA’S PRODUCT INFLUENCED BY
MEDITERRANEAN DIET

Black Garlic from Los Alamitos, Calif.-based Frieda’s Inc. is a shelf-
stable product that adds real value and variety to garlic
displays. It is available in cases of 12/1.27-oz bags,
with each bag containing two bulbs of naturally ferment-
ed garlic. Merchandised alongside bulk garlic displays
with informational POS signage, Black
Garlic draws attention and impulse
buys for curious shoppers.

On the outside, Black Garlic looks
like a dried brown head of garlic. But
inside the papery skin is a chewy,
dense black morsel of rich, complex
flavors that really don’t taste like garlic.
No preservatives or flavorings of any
kind are added. Black Garlic is code-
dated for freshness and has a shelf life
of about 12 to 18 months. 

The company also has a new
Mediterranean-influenced Tahini
Dressing—primarily sold in the
Midwest—and Garlic Delight, a fresh garlic puree and
sauce available all around the country.
www.friedas.com 

RACHAEL RAY HONORS
HALF MOON’S IGUANA SAUCE 

Imported from Costa Rica, Central America and
stocked in Atlantic Beach, Fla., Half Moon Bay Trading
Co.’s gourmet sauces are all-natural blends of the finest
fruits, vegetables and spices. From hot habanero pepper
sauces to spicy tropical catsup to honey mustard to
Bloody Mary mixers, Half Moon Bay condiments and
sauces, all developed by HMB partner Tom Nuijens,

contain no artificial ingredients or colors—just fresh, pure
ingredients mixed with a healthy dash of attitude. HMB is
known for its Iguana and BeeSting Brands.

Half Moon Bay Trading’s award-winning packaging,
designed by long-time HMB compadre Mike Barnhart,
has won numerous awards in advertising and graphic
design circles. 

HMB distributes throughout the world with corporate
offices in the Jacksonville, Fla. area, and the products have
been featured in publications and television, including the
Rachael Ray Show’s Hot Sauce Challenge where the Iguana
RadioActive Atomic Pepper Sauce was among 14 hot pep-
per sauces chosen for the segment. www.halfmoonbaytrading.com

VANILLA EXTRACT MAKER DEBUTS NEW FLAVORS 
The world’s finest vanilla beans, processed with a proprietary cold

extraction process, make Nielsen-Massey Vanillas’ product line the
finest pure vanilla extract in the world, according to the company. Used
by home cooks and food service professionals, Nielsen-Massey prod-
ucts are available nationwide in retail stores and online.

Craig Nielsen, CEO, and siblings Matt and Beth operate the family-
owned company; they are the third generation to own and operate the
business, which began in 1907.

Nielsen-Massey Vanillas has received the Superior rating from The
American Institute of Baking for 19 years in a row. This inspection
involves a thorough review
and analysis of the manufac-
turing policies and proce-
dures throughout the
production facility. All prod-
ucts are Kosher-certified and
gluten-free certified.

Nielsen-Massey Vanillas
offers the following certified
organic products: Organic
Madagascar Bourbon Pure
Vanilla Extract; Organic Madagascar Bourbon Pure Vanilla Powder;
and Organic Madagascar Bourbon Vanilla Beans.

In addition to these items, Nielsen-Massey’s Pure Vanilla has other
products and recently introduced a new line of pure flavors, including:
chocolate, almond, orange, lemon, coffee, peppermint, orange
blossom water and rose water. www.nielsenmassey.com

PEAR ORCHARD INSPIRES,
GROWS NAPA VALLEY BUSINESS

When Susan Knapp decided to try country life, she moved to a
mountaintop in Lake County, Calif., north of Napa Valley. From her
neighbor’s pear orchard, the gourmet cook created Cinnamon Pear
Jelly, which earned top prizes at county and state fairs. 

Eight years ago she established her own business, Aunt Sue’s, which
is now called A Perfect Pear and distributes products all across the U.S. 

“Nobody was using pears then,” she added, praising the flavor
and nutritional value of her favorite fruit. So she
used them. Today, she operates the business
from Napa Valley, the only pear-focused gour-
met condiment company in the country. She
has a new label, two full-time employees and
a warehouse full of condiments.

Other offerings include award-winning
Pear Chipotle Grill Sauce, Cinnamon Pear

Maple Syrup, Pear Vinegar, Spicy Ginger
Pear Mustard and, of course, blue-ribbon
Cinnamon Pear Jelly. Sixteen products from
the 20-product line are Kosher certified.
“Our main objective for all our products is to help people create
quick, healthy and delicious meals,” Knapp said.
http://www.aperfectpear.com.

VITAMINSPICE COMBINES HEALTH, FLAVOR
According to market research publisher, Packaged Facts, con-

sumers are looking at premium fare that offers not only convenience,
but health and nutritional benefits as well and VitaminSpice combines
vitamins with ordinary spices. 

VitaminSpice is the brainchild of Ed Bukstel, who was cooking for
his daughters one afternoon when he decided to add vitamins along

with spices to the meal and caught the eye of Bill Fields, the former
CEO of Wal-Mart Stores who was credited with building the largest
discount retail chain in the world. 

“VitaminSpice’s technology and ability to enhance health and
nutrition through the use of everyday products is a real breakthrough,”
said Fields. 

Fields recently joined the board of directors of VitaminSpice. Fields’
consulting firm, Fields Texas Unlimited, is charged with introducing
VitaminSpice’s products into the U.S. market. 

While VitaminSpice has yet to announce a major retail chain mak-
ing room for their vitamin-spice products, Fields is more than confident
that the Wayne, Pa.-based company will soon be found in just about
every retail chain. http://vitaminspice.net.

12   I THE SHELBY REPORT OF THE WEST •  FEBRUARY 2010

Roundup. . .

page 10, 11,12  1/15/10  3:45 PM  Page 3


