ERE'S A SPECIAL DINNER TREAT TO TRY AT HOME:

Delectable Black Raspberry Duck Breast. Simply combine

i

porl wine, thyme, rosciary, sca salt, black pepper, cloves,
and the secret ingredient—three Blue Bunny Sweel
Ifreedom Black Raspberry Bars that are melted down—then
marinade four duck breasts in it for 24 hours before haking
at 350 degrees for 10 minules.

il i Duck pairs wonderfully with the flavors or sweel, dark

fruits, like black raspberries, says John Kemnedy. Te's the

it i culinologist at Le Mars, lowa-based Wells’ Dairy, Inc., and it’s
his job to create new uses for the company’s Blue Bunny line of products.

“We're trying lo push the boundaries with our ice cream,” Kenneds
tells Grocery IHeadguarters. “We're trying to show the consumer that this
is a produet that you don’t have to eat cold anymore.”

Not only that, but you can cat it for breakfast too. “You can take a
scoop of vanilla ice cream and melt it down and make a French loast
batter, or throw in some flour, sugar and vanilla and make pancakes,”

Kennedy says. “Who says you can’l use ice cream? If vou break down its

composition, it's cream, milk, sugar, egg and mavbe some vanilla.”

I'he only componenl in a straw
DeGroot, execulive chel at Watsonville, Calif -bused Well-Pict Berries

erry is a strawberry, and it’s up to Lrie

to find new uses for it. “The strawberry is a very versatile fruit, but a lo

of people think one dimensional about it,” he says. “So it's up to me to
open the eves of the consumer and tell them that they can use il in
savory, sweet and in-between dishes, too.”

DeGroot admits that can be a challenge. “Over the vears I've run imto
brick walls, saving is there anything else that I can possibly do,” he savs.

“But one sel of inspiralion opens a lot of other doors.”
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Strawberry ravioli is one of his signature dishes “that blew people

away.” Another is a simple balsamie vinegar with strawberries. *hat
combination has been around for centuries in ltaly,” he says. “You
reduce it down, then put a little black pepper in it and il makes a greal
presentation because you keep the strawberries whole.” Well-Pict pro-
motes the recipes via websites and blogs.

Montvale, N.J-based Reckitt Benckiser promotes new recipes tor its
French’s and Frank’s Red Tot products through public relations, press
kits, F'SI coupon drops and thematic imserts in women'’s services miaga-
zines. Sometimes the company will do what is called an A-B split, where
a recipe and coupon is run in one magazine and not another to see if it
resulls in an merease i sales.

That's how it knew it had a hit with its French’s French Fried Onion-
coated baked chicken. “We ran a themalics piece in February or March
and saw a spike in sales and we could say with confidence it wasn't
because of our green bean casserole, which spikes sales around
Thanksgiving, Christmas and Faster,” says Janet Andreas, French’s Test
Kitchen manager, culinary marketing at Reckitt Benckiser. The
French’s French Fried Onions are simply crushed and used to coat a
piece of chicken. It's a more delicious—and higher margin—substitute
for breaderumbs. “We extended it to other proteins and crealed recipes
tor pork tenderloins, pork chops and fish,” she says.

Creating new recipes has help boost French’s French Tried Onion



and led o stronger year-round move-
Because it is a smaller company, Reckitt
ekiser has also found success tearning with
players, like Camden. N.).-based
mpbell Soup, whose cream of mushroom
i another key ingredient in that green
gasserole. “We've had a verv nice working
oiship with Campbell's” Andreas says.
issomething companies like o do i they
fibecause it really masimizes heir market-
orts, You have more than one company
fo get the message out there and it helps
re the costs of advertising.”

¢ consumier products goods industry s
easingly looking to corporate chefs to create
ises for their products, increasing sales and
share in the process. “Whole Foods is a
iterof our graduates becanse they wanl
emonstration, but even ConAgra, Sara [Lee
althier companies are hiring these culinan
- s Colin Roche, department chair,
gge of Culinary Arls, al the North Miani
mpus of Johnson & Wales Uniiversity.

oche savs the chefs often work with food sci-
o develop ways to mass produce new
s, while maintaining product qualih
egnty. “We have a lot more students gel-
o the rescarch chef field, particularly on
ition side.” he says. “We have a bache-
einnutrition, and a lot of our students
fwo years in culinary arts to be a chef”

big push in the industry has been in
and development and more chefs are
gin, says Chef Pete Geoghegan, the

From left: Harry Crane, Kraft;
John Kennedy, Blue Bunny;
Pete Geoghegan,

corporate chef at Cargill Meat Selutions in
Wichita, Kan. “Food science is taught in a lol
of the schools, but the question is do the scien-
tists have the ]'m].-lle to understand the flavors
and textures. That’s where the chefs come in.
It is the really, really important part,” he says.
Johnson & Wales graduate Mark Aaron Ross
finds being a corporate chef less stressful than

working in the restaurant business. “You still

have long hours and travel a lot, but there’s
that sense of normaley, and it has allowed me
to watch my two kids grow up,” says Ross, who
is now the Southeast & Gulf Coast regional
business development manager and corporale
chef in the Chapel Hill, N.C.
Hul]ins_;h;-]n'l, Wash_-hased surimi manufacturer
Trans-Ocean Products, Inc.

Prior to Trans-Occan, Ross was the exceu-
tive chef at Duke University, and has also

worked with several well-known restaurant

chefs. but he doesn't miss the 14-hour davs and

finds his role at Trans-Occan the most satish
ing. “I am educating the general public on
how to use our products.” he says. Seafood
pizza, seafood tortellini and crab nachos are
among lhe dishes he’s created using Crab
Classic and its sister products, and this fall he
will be m”'rng out a new repertoire based on
Trans-Ocean’s new simoked salmon line.

“I create recipes with things that are found
in the grocery store and are pre-made, like pas-
tas and sauces and we incorporate our prod-
ucts info those,” Ross says. “I'hese are easy 15

to 20 minute recipes that families can enjoy

othece ol

Cargill

that are healthier than eating out. | try to cre-
ale recipes thal are a good source of prolein,
are low in choleslerol, low in fat and promole
a healthy lifestyle.”

Ross recipes are promoted through national
ad campaigns and an infomercial on Kitchen
Spaces. “We gave the general public an under-
standing that surimi seatood is not imitation; it
is 100% Alaskan Pollock with king crab or lob-
ster meat that is a good source of protein, is low
fat and low cholesterol and fortified with
omega-3, which is the miracle drug right now.”

When developing recipes it's important to
use items consumers readily have in their
kitchens, says Tlarry Crane, executive chef,
Culinary Resources & Strategy, at Kraft Foods
in Glenview, [ Tt 1s mtuitively obvious that if

vou have a recipe with a Kraft ingredient and
four or five other ingredients, if they are things
that people have on hand, there is a higher
probability that people will make the recipe,”
Crane says.

That's why every two or three vears Kraft
conducts a Pantry Study, a national study of
what people have on hand in their kitchens.
“Some of the Food Network shows have people
runming off and buying these oddball mgredi-
ents that people will probably never use again
in their lives,” Crane says. “So we really try to
keep that in mind.”

Crane and his team work with food scientists
to develop concepls and cooking instructions
for a diverse range of products including

DiGiomo pizza, Kraft macaroni & cheese and

Mo
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Oscar Maver Flatbread sandwiches. “For our age itself and publications such as the Kraft

ingredient brands, like Philadelphia cream I'ood G Family Magazine, which has a circu-
cheese, our dressings and mayonnaise, Jell-O lation of 6.6 million.
and Velveeta, we have somcone in the T Minneapolis, about 25 people in the Betty
kitchens who works with the brand teams on Crocker Test Kitchens at General Mills' head-
whatever their current strategy is, help them quarters are also working developing recipes for

work through ideas and then develop recipes,” that company’s Pillsbury and Betty Crocker

he savs, adding that a few vears ago the kitchen digestsize magazines, as well as several hard-

was abuzz when the crean cheese group cover cookbooks. “Many of our recipes are
developed a cheesecake strategy. “We worked developed based on either new or existing prod-
down to ideas that the brand team thought ucts in our company, and some recipes do not
even necessarily use our products,” says Maggie
Gilbert, director, Betty Crocker "Test Kitchens.

Today, most Betty Crocker recipes use at

were the best and then developed the recipes
and helped them work through the advertis-
ing, photography, etc.,” Crane says.

He is currently working on a strategy for least one prepared component, like Green
A1. Steak Sauce and developing recipes for Giant vegetables or Pillsbury Crescent Rolls.
the brand’s website. That's because the days “We know consumers are looking for conver-

of Kraft sponsoring an hour of prime time 1V ience,” Gilbert says. “They are looking for

to showcase the latest Velveeta recipes has recipes that do not take very long—not only o

gonc the way of the John Davidson Christmas ~ muake, bul also to get the mgredients, prepare
Special. “Tve been reviewing scripts and edil-  the recipe,” Crane says. the actual recipe and clean up. We think about
ing and making sure the culinary content is In addition to the Web, Kraft advertises its  the whole process from beginning to end and

correct, as are the cuts of meat mentioned in recipes in flyers, magazine ads, on the pack-  take people through it.”
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