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gluteNONE
“for the love of bread”

Several	surveys	and	focus	groups	have	come	
to	the	same	conclusion:		The	vast	majority	
of	gluten-free	shoppers	request	bread	with	
better	taste	and	texture.		What	celiac	patients	
and	the	gluten	intolerant	crave	more	than	
anything	is	a	decent	loaf	of	bread	for	a	
sandwich.
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Alternative Approaches 
The advantages offered by Watson

Research,	development,	technology	and	process	development	are	cornerstones	to	Watson’s	
success.		We	have	built	a	reputation	of	being	the	industry	problem	solvers.		We	are	now	well	
positioned	to	be	your	gluten-free	problem	solver.

Our	Research	and	Development	Laboratories	are	central	to	our	comprehensive	customer	
support.		To	make	quality	baked	goods,	it	takes	more	than	just	quality	ingredients.	It	takes	
the	support	of	experts	in	baking	technology...	fellow	bakers.	Watson	would	be	happy	to	
share	our	research	and	information	on	equipment	requirements,	co-packer	options	and	
production	methods.		We	can	assist	on	the	regulatory	side	by	sharing	operating	procedures,	
testing	requirements,	certification	options	and	labeling	information.			We	provide	our	
customers	with	on-going	support...	complete	support.	Using	specialized	equipment	
and	technology,	we	can	help	our	customers	make	formula	adjustments,	customize	our	
ingredients	to	suit	their	needs	and	guarantee	optimal	performance	every	time.		

We	offer	our	customers	the	best	ingredient	systems	available,	total	support,	innovation	and	
cutting	edge	technology.
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First Mover Advantage 
Taking	advantage	of	the	growing	gluten-free	
market	opportunity	has	always	presented	
challenges	and	significant	obstacles	to	bakers.		
Watson	has	taken	the	initiative	to	attack	these	
problems	with	the	same	dedication	and	technical	
expertise	we	have	demonstrated	for	over	70	
years.		We	have	thoroughly	researched	the	market	
for	gluten-free	baked	goods,	regulatory	issues,	
the	available	technology	and	the	equipment	
and	resources	required	to	manufacture	high	
quality	gluten-free	baked	goods.		We	will	help	our	
customers	to	navigate	through	these	challenges	
so	that	they	can	in	turn	take	advantage	of	this	
significant	opportunity	for	market	expansion.

First-mover	advantage,	or	FMA,	is	the	advantage	
gained	by	the	initial	significant	occupant	of	a	
market	segment.	The	first	entrant	can	gain	control	
of	market	share	that	followers	may	not	be	able	
to	match.	Watson	understands	how	important	
it	is	for	our	customers	to	be	able	to	enter	this	
emerging	market	quickly.		Complete	mixes	from	
Watson	shorten	your	time	to	market,	reduce	
R&D	and	material	testing	costs	and	eliminate	

the	need	to	audit	multiple	vendors.	Watson	does	
much	more	than	just	manufacture	the	mixes.		We	
lend	our	expertise	and	knowledge	and	assist	the	
customer	in	overcoming	the	obstacles	presented	
by	cross-contamination	in	production,	labeling	
requirements	and	marketing	strategies.

Skill	and	technical	innovation	can	have	a	clear	
impact	on	both	the	profits	and	long-term	success	
of	a	new	product	introduction.		A	better	product	
will	gain	market	share	quickly.	A	higher	quality	and	
innovative	product	that	is	the	first	in	its	market	has	
the	potential	to	grow	enormously.

Watson	offers	complete	support	to	the	customer	
from	initial	development	through	to	product	
market	launch.		We	are	there	to	help	ensure	a	
successful	venture	for	our	customers.

At	Watson,	our	goal	is	to	help	you	become	a	
gluten-free	market	leader.	

5



Gluten-Free Bread

Our	gluteNONE™	bread	mixes	are	very					
adaptable	and	can	be	used	to	make	a	large					
variety	of	finished	bread	products	including:	

•	 Sandwich	breads
•	 Raisin	and	fruit	breads
•	 Specialty	breads
•	 Sandwich	thins
•	 Hamburger	and	hot	dog	rolls
•	 English	muffins
•	 Bagels
•	 Hoagie	rolls	and	wedges
•	 Pizza	shells

The	easy	to	use	mixes	require	only	yeast,	oil	and	
water	to	be	added	at	the	bakery.

Your	finished	product	has	the	taste,	texture	and	
look	of	conventional	bread.

Watson	also	offers	several	companion	products	
such	as	nutrient	premixes	which	will	add	value	
and	consumer	appeal	to	gluten-free	baked	goods.		
Watson’s	mold	inhibitors	will	allow	gluten-free	
bread	to	be	sold	non-refrigerated	versus	frozen,	
eliminating	the	need	for	more	expensive	frozen	
distribution	systems.	

Complete	mixes	from	Watson	shorten	time	to	
market,	reduce	R&D	and	material	testing	costs	
and	eliminate	the	need	to	audit	multiple	vendors.				
Watson	can	also	provide	starting	formulas,	product	
development	assistance,	equipment	requirements,	
production	methods,	co-packer	partners,	labeling	
requirements	and	market	data.

Most	of	the	gluten-free	breads	on	the	market	today	are	heavy	as	a	brick	and	crumbly.		Watson	has	worked	
in	conjunction	with	the	U.K.	based	Fayrefield	FoodTec	to	bring	bakers	in	the	U.S.	the	opportunity	to	produce	
gluten-free	breads	of	unmatched	quality.				

Watson’s	gluteNONE™ bread	mixes	are	formulated	to	meet	celiac	association	standards.		
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Gluten-Free Specialty

Our	gluteNONE™	specialty	mixes	are	very	
adaptable	and	can	produce	a	range	of	products	
including:

•	 Muffins

•	 Coffee	cakes

•	 Brownies

•	 Cupcakes

•	 Cakes

•	 Cookies

•	 Sweet	goods

•	 Pancakes

The	easy	to	use	mixes	require	only	oil	and	water	to	
be	added.		

Your	finished	product	will	taste	so	good	that	your	
customers	will	never	believe	that	it	is	gluten-free.	
You	will	be	amazed	at	the	high	quality	product	
that	can	be	produced.				

Watson	can	provide	more	than	just	a	mix;	we	
provide	full	support	from	starting	formulas,	
product	development	assistance,	equipment	
requirements,	production	methods,	co-packer	
partners,	labeling	requirements	and	market	data.

Beyond	bread,	the	gluten-free	market	offers	opportunities	for	the	sales	of	muffins,	specialty	products	and	
sweet	goods.			Watson	has	worked	in	conjunction	with	the	U.K.	based	Fayrefield	FoodTec	to	bring	bakers	in	
the	U.S.	the	opportunity	to	produce	gluten-free	baked	goods	of	unmatched	quality.				

Watson’s	gluteNONE™ specialty	mixes	are	formulated	to	meet	celiac	association	standards.		
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The Gluten-Free Market 
Four consumer segments

There	are	many	opinions	being	voiced	as	to	how	large	the	gluten-free	market	opportunity	
really	is	and	how	much	it	may	or	may	not	be	a	fad.	To	understand	this	opportunity	better	
and	evaluate	its	potential,	it	is	important	to	understand	that	there	are	several	different	
drivers	to	this	market.		The	National	Foundation	for	Celiac	Awareness	classifies	gluten-free	
consumers	into	four	basic	segments.
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Four Segments: 
1.	 Celiac Disease.	This	segment	consists	of	
individuals	with	true	celiac	disease.	When	looking	
at	this	group	it	is	important	to	know	that	at	this	
time	celiac	disease	is	still	vastly	underdiagnosed.		
This	is	due	to	lack	of	awareness	in	the	medical	
community,	limitations	in	testing	technology	and	
the	wide	variety	of	symptoms.	It	is	estimated	that	
95%	of	people	with	celiac	disease	go	undiagnosed.			
Therefore,	the	people	actually	diagnosed	with	
celiac	disease	in	the	United	States	are	really	just	
the	tip	of	the	iceberg.		The	disease	is	much	more	
prevalent	than	the	reported	3	million	cases	would	
suggest.			With	advances	in	technology	and	
awareness	it	is	expected	that	50%	to	60%		of	the	
undiagnosed	cases	could	be	diagnosed	by	2019,	
according	to	Datamonitor.	This	“celiac	disease”	
segment	also	includes	families	who	eat	gluten-free	
to	reduce	cross-contamination	and	support	loved	
ones.

2.	 Non-Celiac Gluten Sensitivity/
Intolerance.	This	segment	includes	individuals	
with	gluten	intolerance,	gluten	sensitivity	and	
wheat	allergies.	Research	suggests	that	an	
estimated	10%	to	15%		of	the	population	may	

have	some	degree	of	gluten	sensitivity,	according	
to	the	The Food Intolerant Consumer.	Some	
studies	suggest	the	figure	is	as	high	as	20%	of	the	
population.		The	Center	for	Celiac	Research	at	the	
University	of	Maryland	puts	the	incidence	at	7%,	or	
20	million	Americans.	

3.	 Health Concerns/Additional 
Disorders. Included	in	this	segment	are	people	
who	are	using	a	gluten-free	diet	to	treat	symptoms	
of	irritable	bowel	syndrome,	multiple	sclerosis,	
attention	deficit	hyperactivity	disorder,	attention	
deficit	disorder,	rheumatoid	arthritis	and	autism	
spectrum	disorder.

4.	 Gluten-Free Lifestyle. This	group	is	
composed	of	fad	dieters	and	“healthy	lifestyle”	
gluten-free	eaters.	This	segment	of	gluten-free	
shopper	is	misinformed	as	to	the	real	purpose	
of	gluten-free	products	for	true	medical	needs.		
Instead	they	use	these	products	for	the	perceived	
benefits	of	a	healthier	lifestyle.		They	are	not	
purchasing	gluten-free	products	for	the	right	
reasons	and	will	likely	drop	out	of	the	gluten-free	
consumer	profile.
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Celiac 
Disease
Celiac	disease	is	a	chronic,	autoimmune	intestinal	
disorder.	Left	untreated,	celiac	disease	can	lead	to	
a	multitude	of	additional	health	problems	related	
to	both	malnourishment	and	the	body’s	immune	
function.	Currently,	the	only	treatment	for	celiac	
disease	is	a	gluten-free	diet.	Once	gluten	is	removed	
from	the	diet,	the	small	intestine	starts	to	heal	
and	normal	health	returns.		Gluten	in	this	context	
consists	of	a	specific	complex	of	storage	proteins	
known	as	the	gliadins	and	the	glutenins	and	is	
found	only	in	the	endosperm	of	wheat	grain.	Barley,	
rye	and	oats	have	storage	proteins	that	are	similar	to	
wheat	and	therefore	can	cause	adverse	reactions	in	
wheat	sensitive	individuals	who	ingest	them.

Is gluten-free just a fad?
Many	people	compare	the	current	gluten-free	market	interest	with	the	low	carb	diet	trend.			While	a	portion	
of	the	gluten-free	market	is	certainly	a	fad,	a	very	significant	number	of	gluten-free	shoppers	are	buying	
these	products	due	to	a	legitimate	medical	need.	While	the	primary	purpose	of	low-carb	eating	is	weight	
loss,	which	requires	a	temporary	and	elective	commitment,	for	those	in	the	first	three	segments	described	
on	page	11,	adopting	the	gluten-free	diet	is	a	life-long	medical	necessity.	Eliminating	gluten	from	the	diet	
is	the	only	treatment	available	for	people	with	celiac	disease	and	the	gluten	sensitive.	For	these	reasons,	
gluten-free	diets	enjoy	an	enduring	validity	that	low	carb	does	not.
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Celiac Disease Facts & Figures:

•	 3,000,000	people	have	been	diagnosed	with	
celiac	disease;	the	vast	majority	of	those	with	
celiac	disease	go	undiagnosed.		With	such	a	
large	portion	of	the	potential	market	remaining	
undiagnosed,	advances	in	testing	and	
diagnosis	will	be	the	driving	factors	promoting	
future	market	growth.

•	 According	to	the	Celiac	Disease	Foundation,	
celiac	disease	affects	more	people	than	those	
with	Crohn’s	disease,	cystic	fibrosis,	multiple	
sclerosis	and	Parkinson’s	combined.

•	 A	Mayo	Clinic	study	published	in	
Gastroenterology,	July	2009,	found	the	rate	
of	celiac	disease	has	quadrupled	in	the	last	50	
years.

•	 Researchers	at	the	University	of	Maryland	
School	of	Medicine	Center	for	Celiac	Research	
found	that	the	instance	of	celiac	disease	has	
doubled	every	15	years	since	1974.	Researchers	
also	found	evidence	that	cases	among	the	
elderly	are	increasing.	

•	 Food	allergies	affect	approximately	5%	of	
children	and	4%	of	adults	in	the	United	States.	
Food	allergies	among	children	are	becoming	
more	prevalent	over	time,	having	increased	
by	18%	in	the	last	10	years	according	to	the	
Centers	for	Disease	Control	and	Prevention	and	
the	National	Center	for	Health	Statistics.

The Size of the Gluten-Free 
Market in Total and for the 
Baking Segments:

•	 In	2010	there	were	2,657	new	gluten-free	
product	introductions	in	the	U.S.	market.	In	
2009	there	were	1,747	new	product	launches	
according	to	Datamonitors	product	launch	
analytics.		

•	 In	2010	the	gluten-free	foods	and	beverage	
market	reached	an	estimated	$2.64	billion	in	
retail	sales	for	compound	annual	growth	rate	
(CAGR)	of	30%	over	the	2006	to	2010	period,	
according	to	Packaged	Facts.	*		

•	 Gluten-free	sales	are	expected	to	approach	
$5.5	billion	by	2015.	Packaged	Facts	expects	
the	gluten-free	market	to	demonstrate	a	CAGR	
of	14%	overall	from	2011	to	2015.	*

•	 Fresh	bread	and	rolls	count	for	11%	of	the	
gluten-free	market	with	a	12.4%	growth	rate.		
Sales	of	gluten-free	breads	and	rolls	have	been	
dampened	by	poor	quality	of	most	products	
available	on	the	market	today.		Watson	feels	
that	given	higher	quality	product,	sales	will	
increase	substantially.

•	 Over	half	of	gluten-free	shoppers	reported	
having	purchased	gluten-free	breads/cereals/
grain	food	products	in	the	past	30	days.	
Packaged	Facts	Fall	2010	U.S.	Consumer	Survey

*	The	actual	size	of	the	gluten-free	market	has	been	somewhat	obscured	by	a	flurry	of	product	re-launches	toting	a	gluten-free	claim.		Many	of	

these	products	would	naturally	have	always	been	gluten	free.		Packaged	Facts	has	included	only	those	products	which	could	conceivably	have	

contained	gluten	or	gluten	contamination	in	their	market	size	estimates.		
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	Demand 
for	Gluten-Free	Baked	Goods	

Current	sales	figures	for	bread	products	have	been	
impacted	negatively	due	to	the	lack	of	availability	
of	quality	product.	There	are	an	estimated	3	
million	Americans	that	have	been	diagnosed	
with	celiac	disease.	In	the	U.S.	per	capita	bread	
consumption	is	22	kilos	which	equates	to	32.5	
standard	sized	loaves	of	bread	per	person	per	year.	
Applying	this	same	rate	of	consumption	over	the	
diagnosed	celiac	population	we	would	estimate	a	
demand	for	107	million	loaves	of	bread	per	year.	
Keeping	in	mind	that	the	Celiac	Sprue	Association	
estimates	that	97%	of	all	celiacs	have	not	yet	been	
diagnosed,	this	figure	will	only	increase	as	more	
patients	become	identified.

We	can	likewise	apply	the	200	pounds	per	capita	
consumption	of	flour	and	cereal	products	in	

the	U.S.	to	the	diagnosed	celiac	population	
to	extrapolate	a	600	million	pound	potential	
consumption	of	gluten-free	flour	and	cereal	
products.		

The	number	of	celiac	sufferers	has	been	
increasing	for	several	generations	and	the	rate	
of	food	allergies	is	also	growing,	adding	up	to	an	
expanding	market.	The	demand	for	gluten-free	
dining	away	from	home	is	affecting	food	service	
trends	and	operations	in	such	venues	as	health	
care	facilities,	ball	parks,	college	cafeterias	and	
senior	living	facilities.	

The	National	Restaurant	Association	conducted	
an	internet	survey	of	1,854	professional	chefs	
(members	of	the	American	Culinary	Federation)	
who	were	given	a	list	of	214	food	trends	and	
asked	to	rank	them.	Gluten-free	ranked	#9	and	
was	pronounced	to	be	a	hot	trend.	Similarly,	a	
Canadian	chef	survey	named	gluten-free	a	top	10	
menu	trend.

What	Qualifies	as	Gluten	Free?
The	food	industry	is	still	waiting	for	FDA	gluten-free	food	labeling	standards	that	were	scheduled	to	
be	finalized	in	2008.	The	FDA	proposes	to	adopt	the	widely	accepted	standard	of	20	parts	per	million	
(ppm)	as	the	maximum	permissible	gluten	in	a	food	labeled	“gluten-free.”

Several	gluten-free	organizations	exist	and	offer	certification	programs.		Most	of	these	organizations	
have	their	own	criteria	or	multiple	programs	for	qualification.		Watson	can	assist	you	in	navigating	
these	options.		
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The	Marketplace

Gluten-Free	is	Mainstream

•	 The	United	States	is	the	top	gluten-
free	market	by	number	of	product	
introductions	in	2010,	accounting	for	
48.07%	of	the	world	market	for	gluten-
free	products.

•	 Retail	distribution	has	shifted	
dramatically	in	just	2	years	toward	
mainstream	channels	and	away	from	
health	and	natural	food	stores.

•	 The	breakdown	of	2010	gluten-free	sales	
in	the	U.S.	by	retail	channel	shows	that	
42%	of	gluten-free	foods	and	beverages	
were	purchased	at	supermarkets,	37%	
were	purchased	at	Walmart	or	warehouse	
clubs	and	only	16%	of	gluten-free	
products	were	purchased	at	natural	food	
stores.

•	 A	report	by	SymphonyIRI	indicated	
the	number	of	dedicated,	gluten-free	
products	carried	by	supermarkets	and	
mass-merchandizers	has	risen	sharply	in	
2010.

•	 From	2008	to	2010,	according	to	Modern	
Baking	supermarket	bakery	research,	
gluten-free	grew	by	3	points	in	terms	of	
percentage	of	bakeries	fielding	products	
touting	this	claim	(from	35%	to	38%).	
This	is	remarkable	when	you	consider	
that	with	the	exception	of	whole	wheat/	
wholegrain,	all	other	dietary	claims	
dropped	over	the	same	two	year	period.y	

•	 Based	on	data	collected	by	a	2010	
Progressive	Grocer	survey	of	in-store	
bakeries,	approximately	42%	of	shoppers	
are	asking	for	gluten	free	options	(2010	
Bakery	Operations	Review).	

A	Special	Consideration	for	
Children

Food	allergies	affect	approximately	5%	of	
children	in	the	United	States.	Food	allergies	
among	children	have	increased	by	18%	in	
the	last	10	years	according	to	the	Centers	

for	Disease	Control	and	Prevention	and	the	
National	Center	for	Health	Statistics.	With	

the	rate	of	food	sensitivities	among	children	
escalating,	non-allergenic	foods	for	children	

present	a	considerable	opportunity	for	
marketers,	as	concerned	parents	eliminate	
all	potential	allergens	from	their	children’s	
diets.	Mintel	reported	that	21%	of	infant	

food	launches	in	Q3	and	Q4	of	2010	made					
gluten-free	claims.	
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We	have	seen	an	opportunity	for	our	customers	to	sell	product	into	a	market	that	is	
not	able	to	consume	conventional	bread.		A	product	line	extension	into	the	gluten-
free	market	will	not	cannibalize	your	existing	product	sales.		It	will	allow	you	to	reach	
consumers	that	are	now	prevented	from	purchasing	bread	products	for	themselves	
and	their	families.		

Many	of	our	customers	may	have	considered	entering	this	market	in	the	past,	but	
found	the	obstacles	too	great	to	surmount.		We	feel	that	together	we	can	break	down	
these	impediments	and	reap	the	rewards	of	early	market	entry	with	a	vastly	superior	
product.

Watson	would	be	happy	to	share	our	research	and	information	on	equipment	
requirements,	co-packer	options	and	production	methods.		We	can	assist	on	the	
regulatory	side	by	sharing	operating	procedures,	testing	requirements,	certification	
options	and	labeling	information.			We	can	help	augment	your	marketing	plan	with	
data	and	turn-key	presentations	you	can	use	with	your	customers.

We	can	help	provide	the	extra	momentum	needed	to	take	your	gluten-free	product	
to	market.		We	are	your	gluten-free	problem	solver.

	 	 	 	 	 301	Heffernan	Drive,	West	Haven	CT	06516
	 	 	 	 	 1-800-388-3481		www.watson-inc.com
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