
From scarce to prevalent, hum-
mus has transitioned from 
ethnic comfort food to wide-
spread supermarket deli success. 
Although this humble recipe 

category had sales under $100 million a 
decade ago, it’s bumped up to a cool bil-
lion-dollar empire. 

“Our research shows hummus is going 
to double in the next five years, and there 
are a lot of opportunities in the snacking 
department,” says Sami Demnati, direc-
tor of sales at Fontaine Santé Foods Inc., 
headquartered in Saint-Laurent, Quebec, 
Canada. “We’re also seeing growth in 
non-chickpea hummus, like white and 
black bean, and the need to get a cleaner 
product to consumers.” 

With the hummus division not fully 
mature, Demnati says household pen-

etration hovers around only 30 to 35 
percent. This provides a huge opportunity 
for expansion even beyond the 35 per-
cent sales growth in dips and sauces that 
Chicago-based IRI’s February 2016 Top 
Trends in Fresh: Prepared and Specialty 
Foods webinar reports. 

“It’s a food packed with protein, a great 
alternative to meat, and you can use it to 
make sandwiches, soup thickeners or a lot 
of things,” says Michael Miscoe, CEO of 
Lilly’s Hummus, based in Portland, OR. 
“Get a clean, good-for-you product that 
your customers will enjoy, and move away 
from preservative-laden varieties with 
unhealthy oils.”

Executives in the supermarket deli 
who provide consumers with the hummus 
they’re searching for, fresh and clean labels 
with different varieties that follow the bet-

ter-for-you trend, plus different packaging 
sizes and cross merchandising options will 
see a super smooth surge in sales. 

Honest Ingredients
“Consumers are more health-con-

scious and savvy shoppers nowadays more 
than ever before,” says Jennifer Dixon, 
vice president of marketing at Salinas, 
CA-based Green Giant Fresh. “They’re 
reading labels and educating themselves 
on ingredients, fat content, nutritional val-
ues and the antioxidant capacity of foods.” 

As the clean label trend sweeps over 
the hummus category, all-natural ingre-
dient lists without preservatives, GMOs, 
artificial colors or flavors, or cholesterol 
are a must. 

“If customers see a short, simpler list 
of ingredients that are pronounceable and 
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recognizable, it’s a synonym for a health-
ier product,” says Demnati. “We’re seeing 
retailers like Costco, Kroger, Walmart and 
Publix willing to unite with manufacturers 
for healthier, cleaner products and support 
them by offering shelf space.” 

Shelf Life Considerations
Additional shelf space is always a plus, 

but what happens to shelf life when the 
ingredients become cleaner? 

Fontaine Santé Foods’ product lines’ 
shelf life varies between 60 and 80 days, 
as the company doesn’t use any additives 
or preservatives. 

For Taunton, MA-based Tribe 
Mediterranean Foods, LLC, its new clean 
label is 60 days from point of manufacture, 
and Lilly’s Hummus, made the old-fash-
ioned way, stays fresh for up to 24 weeks, 
thanks to its recent effort to extend shelf 
life without adding anything unhealthy. 

Prolonged shelf lives do garner more 
attention to the category, but clean label 
varieties typically have higher price tags. 
Yet consumers, particularly everyone’s tar-
get market, Millennials, are willing to pay 
more for superior goods. 

“Mothers are a big reason for our suc-
cess, but Millennials are, too. Millennials 
spend more than the average person on 
food, and they care about what they’re 
eating,” says Miscoe. “They’re willing to 
spend more money for a particular item 
than their older counterparts because they 
want to read the ingredients, identify with 

a brand and have a lifestyle that lends itself 
to health and helping the food world.”

Working in partnership with clean labels 
is the rising organic trend. Like other gro-
cery store perimeter products, shoppers 
expect their hummus to come without 
pesticides or additives. 

To help maintain freshness, flavor and 
food safety, manufacturers going organic 
brought on High Pressure Processing 
(HPP), a cold pasteurization technique, 
to help. However, with HPP, hummus is 

blended and doesn’t allow for eye-catching 
toppings. Demnati says this flaw opens up 
a large opportunity for companies to draw 
more consumers to the category with 
topped, organic hummus varieties. 

At Baruvi Fresh, LLC, in New York City, 
vice president of sales, Brian Stuckelman, 
says the company has already created an 
organic, clean label, shelf-stable hummus 
called Hummustir. “There’s nothing really 

like it on the market,” he says. “Hummus is 
best eaten when just made, and when you 
go out to eat, since the hummus is always 
freshly made, it’s never cold.” 

Because Hummustir highlights healthy 
attributes customers desire and the com-
ponents are separated giving it a shelf life 
of eight to 12 months, supermarket deli 
executives can place it in different areas 
to entice customers to purchase a new-to-
them item or sell it near other deli products 
for cross merchandising. 

As shoppers look to experiment and 
embrace exotic foods, hummus has seen 
rapid growth, especially when it comes to 
new and innovative flavors. 

Factoring in Flavors
In addition to being used as a chip or 

veggie dip, hummus has now become 
a popular spread for grilled meats and a 
replacement for ketchup with fries and 
mayo when it comes to sandwiches. 
Because of the varied usage and combina-
tion with other supermarket deli selections, 
flavors have to keep up with consumers’ 
desire for variety. 

Roasted beet, horseradish, roasted pine 
nut, Sriracha, pickle and jalapeño are a few 
of the unique flavors on the rise, as are the 
unique pumpkin and chocolate. Also shift-
ing from the traditional chickpea to a base 
of carrot, edamame, cucumber and lentil 
has been beneficial for brands like Austin, 
TX-based Lantana Foods.  

These spicy, sweet and savory types 
are making an impact on buyers, but 
they’re still not as sale-strong as the sta-
ples. “We know garlic, roasted red pepper 
and classic make up almost 70 percent of 
total sales,” says John McGuckin, CEO of 
Tribe Mediterranean Foods. “Companies 
are playing with spicy and smoky, and try-
ing to identify the next breakthrough, but 
these flavor enhancements haven’t been 
instrumental. Until the category better 

Prolonged shelf lives do garner 
more attention to the category, 
but clean label varieties typically 

have higher price tags.
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addresses ingredients and removes artifi-
cial preservatives, colors and flavors, I think 
we’re on a treadmill.”

Packaging Possibilities
“Millennials have changed the din-

ing balance. It’s not about three meals a 
day; it’s about snacking,” says Demnati. 
“Millennials will eat six or seven times per 
day, and the way to answer their needs 
is to give them protein- and fiber-based 
snacking options like hummus.” Snack 
packs from 2 to 3 ounces, with some last-
ing up to six months without refrigeration, 
piggyback on the growing grab-and-go eat-
ing trend. 

Due to their portability and conve-
nience, snack packs are the up-and-coming 
package option that’s become a must for 
school and work lunches, sporting events, 
travelers, health-minded eaters, moms and 
Millennials. “We have a snack pack with 
hummus on the bottom and crackers on 
the top,” says Miscoe. “Our cracker is glu-
ten-free with brown rice, quinoa and flax 
seed, and our hummus comes in classic 
and roasted red bell pepper flavors. We’re 
also looking to add more like black bean 
with plantain chips and chocolate with gra-
ham crackers.”

McGuckin advises though, to play the 
whole game from something ready to eat 
to a family pack. Supermarket delis that 
offer various brands with a chip and a dip 
together or snack pack, multipacks of 2- to 
3-ounce portions, a 6- or 8-ounce tub and 
a 10-ounce tub will see the most sales in 
the category. 

And exceptional package designs don’t 
hurt, either. Colorful, rugged tubs or 
brands that differentiate the product from 
the everyday flat, round tub have a bet-
ter chance of breaking into that five- to 
10-second span that a customer considers 
a purchase. 

Captivating Cross Merchandising 
Because hummus is rarely eaten alone, 

it’s a star when it comes to deli cross-mer-
chandising opportunities and growing 
basket sizes. 

Although tying hummus to veggies, 
fruits, pita chips, crackers, beer and pret-
zels is effective, McGuckin believes the 
future is marrying hummus up to the better 
quality deli selections. 

“Get engaged with uses like sandwiches, 
and tie in turkey or rotisserie chicken,” he 
says. “It provides for a much larger basket 
size and a one-stop destination for retailers 

to bring customers into their deli.” 
Customers knowing these items are 

available fresh and together creates a grab-
and-go spot that makes shopping easy and 
their return to the section more likely. 

When it comes to marketing hummus 
in the supermarket deli, phrases like ‘local’, 
‘small-batch’ ‘handmade’ or anything that 
emphasizes how eating it is good for you 
sticks out to purchasers. 

Additionally, displays with recipe books 
featuring colorful imagery of how hum-
mus can be used are best advertised near 
cross-merchandised items or on meat and 
seafood counters.

But the leading way to increase the 
number of households that purchase hum-
mus is to set up demo stations where 
consumers can be educated on the wealth 
of uses. 

Fontaine Santé Foods does a back-to- 
school demo where hummus and tabbouleh 
salad are stuffed into pita bread to create a 

complete lunch, plus a demo where hum-
mus replaces the mayo in a ham sandwich. 

“Anything can be used with hummus, 
because this is the new ketchup,” says 
Demnati. “A lot of retailers want price 
only, but I think they’re missing the boat, 
because the category isn’t mature yet. 
Once it’s mature, then yes, get more vol-
ume, but we’re not there yet and need to 
invest in demos.”

In addition to demos, creating an 
eye-catching shelf display is critical to entic-
ing more customers to purchase. Retailers 
should have at least four brands available, 
with one being private label. Review the 
category annually or bi-annually to remove 
the lowest performers and replace them 
with higher-achieving types. 

Continuing to assess the hummus cat-
egory’s product performance allows it to 
grow, meaning more interest from today’s 
health-minded customer and better bot-
tom-line profits. DB
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