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Cookies

Cookie sales increased,
with encouraging results in the
mini cookie subcategory.

BY KIM GAWRONSKI

ETAILERS WELCOMED POS-
ITIVE SALES IN THE COO-
KIE CATEGORY IN THE PAST
YEAR, as the segment posted
above-average results com
pared to similar categories in
the bakery department. Aver-
age cookie sales increased 548 (3.6%)
per store per week to $91 | during the
3 2week period ended Aug, 29. Coolde
contribution to total bakery depart
ment sales averaged 9.7% during the
time frame, an increase from 9.5% dur-
ing the previous fracked period.

The cookie category includes the
subcategories of evervday cookies,
iced cookies, message cookies, spe-
cialty cookies, mini cookies, cookie
platters, other cookies, filled cookies,
assortedivarietybulk  cookies and
cookie dough mixes. Everyday cook-
ies represented the largest portion of
all dollar sales, with 37.9%
this period. lced cookies had the sec-
ond largest dollar share of 15.7% in
the total 1S, Specalty cookies and
cookie platters accounted for 6.8%
and 3.3% dollar share respectively,

share for

while message cookies, other cookies
439

dollar share respectively.

and mini cookies held 4.5%,
and 4.1%
I"illed cookies and
bulk eookies contributed very litte to

assorted variely
the category’s dollar share at 1.2% and

0.1% respectively. Cookie dough

mixes posted very little dollar sales.
Cookie dollar sales were sound dur-
ing the past vear, with major sale peaks
during  the
Outide of expected holiday peaks, the
strongest sales months for the cookie

traditional  holidays.

category were October, May and June.
January dollar sales for the category
were lower than average, likely dueto
New Year's resolubon diets. Fveryday
cookies’ dollar sales performance was
well above the other subcategories for
the entire period, while iced cookies
drove the cookie category during holi
day peaks. Everyday cookies had the
most success the first week of June,
with $677 per store per week. Dollar
sales of iced cookies had two major
peaks —the week of Dec. 29 with 5405
per store per week and again the week
of Feb. 14, with $410 dollar sales per
store per week. Cookie platters had sig-
nificant sales increases in the last two
weeks of December with dollar sales at
5321 and 5312 perstore per week.
Nationally, assortedivariety/bulk
cookies and mini cookies posted the
largest sales mcreases, up 39.4% and
25.1% respectively for the 3Z-weck
period. Message ({J{]I\IL\ increased
dollar sales, up 9.5% during the peri-
od. Dollar sales for everyday cookies,
specialty cookies and cookie platters
3 4%

respectively. Cookie dough mixes and

ako mereased 6.5%, and 5.3%
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Filled Cookies
1.2%

other cookies were the only subcategories to
down 30.8%
respectively. All regions” dollars sales decreased
in these hwo categories.

Coolie sales were greatest in the Fast, which

decline nationally, and 3.8%

sold S1,264 per store per week, up 5 4% compared
to the previos 5 Zweek period. The region outper-

formed the national average by $353. There were Iced Cookies

sales increases in seven of the 10 cookie subcate- LAt
gories. Overall, cookie sales in the Fast accounled for
8.9% of all hakery sales.

The Central region sold the next highest amount al
$1,226 per store per week, an increase of 4.3% versus last
period and the smallest gain of any region. The region per-
formed better than the national average, with $315 more per
week in dollar sales and posted sale increases in most of the sub-
categories. Everyday cookies had the mostsignificant growth, up 6.3% in
dollars pe category dollar share. Filled cook-
ies, specialty cookies, message cookies and mini cookies increased dollars
sales 14.1%, 6.5%, 6.0% and 5.6% respectively. Cookie sales in the region
accounted for 12.2% total hakery sales, unchanged from the |)r|.".'im1s year.

The West sold cookies at $977 per store per week, an increase of 7.
versus year ago, despite the fact that only four of the 10 su}x.ltt.gtmcs
posted positive dollar sales. Mini cookies led dollar growth in this region,

up 133.5%, followed by everyday cookies, which increased 10.3% com-

ser store per week with its 39.1%

Dollar contribution
to department by
subcategory

tough competiion in this region.
15 I g

pared to last year. Message cookies and cookie
platters posted sales incremes of 9.3% and
9.0% respectively. AssortedAanety/bulk cook-
ie sales were flat, while decreases occurred
the remaining subcategories.

The South had the lowest cookie sales at
$620 per store per week, an increase of 4.4%.
This region mirrored the national cookie per-

formance with increases in all cookie subcate-
gories, except other cookies and cookie dough
mixes, down 4.0% and 60.9% respectively. Mini
cookies” increase of 14.2% and cookie platters’
increase of 11.6% had an important effect in the
South due to their higher category dollar share of 9.0%
in total. Total cookie sales in the South represented 8.1%

of bakery sales, down (.2% from last vear.
Cakes are the preferred dessert in the South, thus cookies face
O

This sales review is provided by Chicago-based Perishables Group, an
independent corsudting finn focused on mnovation and ereating value for
elients in the fresh food industry. Reported results are for Sept. 6, 2008
through Aug. 29, 2009, representing approximately 62% of national
supermarket ACV share. For more mformation, wntadt Perishables
Group's Kelli Beckel at 773-929-7013 or Kelli B@ perishablesgmoup.com.

Introducing More
dispozo

Sustainable Tablewaore,
Cutlery, Straws, Meal kits
and Moist Wipes

Dispoz-o: 1.800.849. 0225
www.dispozo. com

Wide variely plates, trays,

bowls & much morel

C&M Fine Pack: 1.800.346.6422 www.cmfinepack.com

FINE PACK. INC.
e

In Store for Youl

Innovative, Sustainable ¢
Packaging in
multiple materials
Wilkinson: 1.800.456.4519
www. Wilkinsonindustries.com

\WILKINSON

WILKINSON INDUSTRIES,INC

More Innovation! More Choices! More Convenience! More Value!

C&M Fine Pack joins the D&W Packaging Team!
D&W Packaging LLC
c2009



