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Cowabunga Ice Cream

New Products & Marketing

DAIRY MARKET TRENDS

Ice Cream Sales
Follow the Seasons

® Marina Mayer Executive Editor

hether it’s getting scoops at the local scoop shop,
trying out the new sundae at a carnival or chas-
ing down the ice cream truck for a bevy of sweet
treats, ice cream and summertime go hand in
hand. Many processors are even ramping up marketing promo-
tions and pairing them with big summertime savings to boost
sales. (Check out Marina Mayer’s Marketing Musings blog on
www.dairyfoods.com to see what processors are doing.)

In fact, Americans consume about 23.2 quarts of ice cream,
ice milk, sherbet, ices and other commercially produced frozen
dairy products a year, according to a recent study by Chicago-
based Mintel.

“According to The International Ice Cream Association [a
constituent organization of the International Dairy Foods
Association, Washington, D.C.], the US. ice cream industry
generates billions in annual sales and provides jobs for thou-
sands of citizens,” says Ellen Schack, founder and CEO of
Cowabunga Ice Cream, Forked River, N.J. “They report that
about 9% of all the milk produced by U.S. dairy farmers is used
to produce ice cream, contributing significantly to the econom-
ic well-being of the nation's dairy industry.”

This means that ice cream is here to stay. Or is it?

Even the best-tasting ice cream and money-saving opportu-
nities can’t beat the heat, as indicated in data from Chicago-
based SymphonyIRI Group.

In the 13 weeks ended June 27, 2010, overall ice cream sales
began to skyrocket, rising to $1,038.4 million but down 6% com-
pared to the previous period.

But ice cream is a seasonal treat. When the snow began to
fall, so did sales. In the quarter ending Dec. 26, 2010, sales
dipped to $881 million, with a 2.5% drop since last year.

However, the next quarter (ending March 27, 2011) provided
abit of a bump to $921.4 million, which is a $15 million increase
from the quarter ending March 28, 2010. This past quarter also
experienced a 1.7% rise in sales from last year, which could set
the stage for a pattern of higher sales figures.

Processors get in the mix

Private-label products continue to snag the No. 1 position within
the close to $4 billion ice cream category. Breyers, produced by
Unilever, Englewood Cliffs, N.J., maintained the No. 2 spot with
$419.4 million in sales, quarter ending March 27, 2011, thanks
to its recent introduction of Breyers Blasts, a lineup of ice cream
options paired with notable cookie and candy brands, such as
Mrs, Fields, Oreo, Whoppers and Chips Ahoy! However, Breyers
experienced a 5.1% drop in sales from last year.
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Dollar Sales Yo change Unit Sales Y% change
vs. yago
1 | Private Label | $994.1 0.2 3204 -5.5
2 | Breyers $418.4 -5.1 126.3 -8.8
3 | Blue Bel sae7 | +0 | 85 | w8
4 | Dreyer's Edy's $284.4 -6.3 80.0 -15
Slow Churned
5 | Hdagen-Dazs | $255.7 +4.3 66.6 +0.9
6 | Ben & Jerry's $226.7 +17 65.9 +5.5
7 | DreyersEdys | $ue1 | w192 | a7 | +63
Fun Flavors
8 | Dreyer's Edy's | $141.7 -12.3 na -139
Grand
9 | Wells' Blue $137.9 +9.0 370 +5.5
Bunny
10 | Turkey Hill $128.5 +6.4 46.9 +11.8

For the latest 52 weeks ending March 27, 2011
Source: SymphonyIR| Group, a Chicago-based market firm, wwiw.symphonyiri.com
Total U.S. — Supermarkets, drug stores and mass merchandisers (excluding Walmart)

Dreyer’s, produced by Nestlé USA, Glendale, Calif., claimed
the No. 4, 7 and 8 slots for its Edy’s Slow Churned, Edy’s Fun
Flavors and Edy’s Grand brands, respectively. However, these
products underwent some hurdles along the way. While the
Edy’s Slow Churned umbrella of products dipped 6.3% in sales,
its new offering of parlor-style shakes and smoothies in eight
flavors may fill the void. Sales of Edy’s Grand ice cream also
declined 12.3% since last year.

On the other hand, Edy’s Fun Flavors rose 19.2% in sales,
most likely due to its new flavors—Triple Cookie Fudge Sundae
and Black Raspberry Limited Edition.

Other noteworthy jumps in sales include Blue Bunny, pro-
duced by Wells Enterprises, Le Mars, lowa (9%), Blue Bell Ice
Cream, Brenham, Texas (8%), Ben & Jerry’s, South Burlington,
Vt. (7.7%), Turkey Hill Dairy, Conestoga, Pa. (6.4%) and
Nestlé’s Hiagen-Dazs, Oakland, Calif. (4.3%).

Despite the occasional sales slumps, data prove that ice
cream is here to stay, regardless of the season. ®
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