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britain’s biggest brands

 ● Sales: £579.9m (–2.7%)
It’s crunch time for Britain’s 
biggest snack brand. PepsiCo 
has con�rmed that 380 jobs 
are under threat from the clo-
sure of Walkers’ Peterlee plant 
due to rising production and 

 ● Sales: £523.9m (–0.8%)
Cadbury isn’t just Britain’s big-
gest confectionery brand; it’s 
arguably also the canniest. 

Like its rivals, Mondelez has 
shrunk some lines to o�set 
rising costs and hit key price 

 ● Sales: £466.2m (–5.3%)
The battle for the freezers is 
heating up as the supers try to 
stem losses to discount chan-
nels by cutting branded prices 
and extending their own-label 
ranges. Birds Eye, as a result, 
has seen £26.3m melt away. 

Sales are down across 
all sub-brands except Field 
Fresh, which is trying to do 
what the British Frozen Food 
Federation says should be a 
priority for the sector: convinc-
ing shoppers that frozen food 
can be fresher and better qual-
ity than chilled. It seems to be 
working. Sales have more than 
quadrupled to £52.9m, though 
it’s worth noting that some 
of this growth is down to the 
application of the Field Fresh 
banner to existing products. 

This is part of an investment 
that’s included the relaunch 
of  the brand’s peas, chicken 
products, �sh �ngers and 
other key products. Captain 
Birds Eye is also returning 
to the brand’s above-the-
line communications and 
packaging. 

 ● Sales: £459.3m (–1.3%)
It would be easy to put all of 
McVitie’s £6m slide (6.3 mil-
lion or 1.5% fewer packs) down 
to the crumbling state of the 
biccie sector. It does make up 
about a third of sales, a�er all.
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transportation costs. Spud 
prices are up; more people are 
swapping crisps for alterna-
tives such as savoury biscuits.

Walkers is proving nimble in 
this perfect storm, launching 
lines to tap prevailing snack 
trends. Its big 2016 NPD Tear 
& Share is now worth £19.5m, 
Crackers have racked up 
£5.8m and Bugles, the product 
brought from the Continent 
last June, has hit £13.1m. 

This hasn’t o�set losses 
from the 13 of the 20 lines in 
the portfolio in decline; total 
loss is £16.1m. With costs ris-
ing and sales falling, Walkers’ 
woes could be about to mount.

points. But rather than just �r-
ing the shrink ray and cross-
ing its �ngers, Mondelez has 
innovated to sweeten the deal. 

See Marvellous Creations 
Smashables, set in a ‘smash-
able’ shape. Slabs are 180g, 
20g less than the standard 
mould lines they replaced, yet 
sales are up 135.4% to £9.4m. 
February NPD Medley carries 
a higher price. It’s hit £10.5m.

“Strong campaigns have 
also ensured CDM is front of 
mind with consumers,” adds 
marketing director Francesco 
Vitrano. Indeed, with volume 
down 2.2%, its £4.4m (0.8%) 
loss could’ve been a lot worse.

Too easy. Yes, the market 
is in decline, but McVitie’s is 
also losing ground to smaller 
brands such as Mondelez-
owned Belvita and Oreo.  

Still, growth doesn’t seem 
far o�. With its core Chocolate 
digestives up £10.6m, 
McVitie’s is widening its bis-
cuits’ reach with impulse line 
Nibbles, which Pladis says hit 
£15m in 2016. Now it wants 
to lure a younger crowd with 
Digestive Thins, weighing 
63% less than regular lines, 
launched in January. 

Oreo unveiled its own Thins 
the same month. McVitie’s will 
have to �ght for that growth.

“We’ve just launched a new 
multimillion pound campaign 
for our coated �sh range, with 
a new TV ad featuring the 
return of Captain Birdseye,” 
says marketing director Steve 
Challouma, who adds that �sh 
�ngers are performing well. 
“Running throughout 2017, 
we’re investing £4m in mar-
keting support across TV, VOD 
and social media, with a dedi-
cated hashtag of #FishFriday, 
with the aim of making �sh a 
teatime favourite again.”

The brand recently forked 
out £5.5m on a campaign for 
the premium Inspirations 
range, down 16.5% to £44.3m. 
Premiumisation is partly 
responsible for pushing Birds 
Eye’s average price up by 
1.8%, but with costs rising 
a�er the Brexit vote, further 
rises could be on the cards. 

“We’ve been working very 
closely and collaboratively 
with retailers to minimise any 
impact on our customers and 
ensure they get the best qual-
ity products at the best possi-
ble value,” says Challouma.
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