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HOW CAN DEL MONTE COEXIST WITH THE ATKINS DIET? 
 

Based on:  Food Consumption and Marketing 
 

 Background.  Del Monte Foods is mostly in canned foods business.  Most of the 

company’s products consist of canned vegetables, although Del Monte’s holdings also 

include StarKirst, a manufacturer of tuna.  Tuna has traditionally been sold mostly as 

a canned product, but the new “Fresh Pouch” product offers what is claimed to be a 

fresher and better tasting product.   

 In recent years, and especially during the last twelve months, high protein 

diets—such as the Atkins and South Beach diets—have gained increasing favor among 

consumers.  These diets vary somewhat in their approach, with the South Beach diet 

being less extreme in allowing for more “good” carbohydrates than Atkins.  Both 

diets, however, discourage vegetables which are rated high on the “glycemic index,” 

a measure of how quickly foods are converted into blood sugar and subsequently 

“attacked” by insulin, likely resulting in conversion to body fat.  (Agatston 2003). 

 Applications.  Although Del Monte has now invested in tuna products, the 

company is ultimately heavily dependent on vegetables.  With an increasing number 

of consumers reducing their fat intake, Del Monte is facing decreasing sales in canned 

vegetable products, a trend that may continue—and even amplify—as more consumers 

decide to try high protein diets.  This problem is compounded by the reality that Del 

Monte’s competitors—manufacturers of other canned vegetable products—are likely to 
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face pressures to maintain sales volumes, too, and may become aggressive in price 

promotions.  Del Monte must therefore be prepared to battle to maintain sales and 

market share. 

 Del Monte could try several strategies: 

• Aggressive price promotions. 
• Developing and promoting low glycemic products for those currently on 

carbohydrate restricted diets; 
• Targeting consumers who seek to maintain weight loss after they complete high 

protein diets; and  
• Emphasizing foreign markets. 
 
These potential strategies will now be discussed. 

 Aggressive Price Promotions.  Although the price elasticity for food products is 

usually very low for farm commodities, the brand level elasticity is much higher.  If 

Del Monte were to decrease prices, sales may increase, but this would be contingent 

on getting retailers to pass savings on to consumers.  Coupons could be used to ensure 

this.  Such promotions would be costly, however, and would significantly reduce 

margins.  Heavy price promotions may damage the brand reputation in the long run, 

and competitors would also be likely to retaliate, canceling out any advantage. 

    Advertising Campaigns Attacking the Atkins Diet.  As a large company, Del 

Monte could theoretically invest in a large advertising campaign pointing out some 

potential problems with the high fat and low fiber contents of foods common in the 

Atkins Diet.  It is doubtful, however, if Del Monte would be able to persuade very 

many consumers to stay with carbohydrate foods. 

 Strategies to Coexist With High Protein Diets.   One approach may be to 

promote the fact that “not all carbohydrates are equal” and making consumers aware 

of those canned vegetables that have a low glycemic index.  Broccoli, for example, is 
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a recommended food on the South Beach diet (Agatston 2003) and may be marketable 

to those Atkins dieters who are not willing to give up vegetables entirely.  Here, Del 

Monte could also promote its Sunkist tuna as a great and very convenient source of 

protein.   

 High protein diets tend to heavily emphasize more expensive products such as 

meat.  Pursuing these diets, therefore, has forced a number of families to 

significantly increase their food expenditures.  During the current weak economy, this 

may cause a significant strain on many family budgets.  Del Monte tuna and canned 

vegetable products can therefore be promoted as more affordable ways to avoid “bad 

carbohydrates” and still lose weight. 

 Although many restaurants—both fast food and higher end establishments—are 

beginning to offer low carbohydrate options, it is still difficult for many consumers to 

find suitable low carbohydrate meals outside the home.  Some establishments have 

begun to offer burgers without buns—either wrapped in salad or in paper—but fast 

food establishments have a difficult time offering a satisfying burger meal without 

French fries, a source of both fat and carbohydrates.  Since a significant motivation 

for eating fast food is convenience and time saving, an advertising campaign could 

emphasize the convenience of preparing canned foods.  To appeal to people eating at 

work, creating a microwavable meal package consisting of vegetables and tuna may 

be effective. 

 Since a major problem with high protein diet is a concern about getting 

sufficient dietary fiber, it may be possible to fortify products with fiber and promote 

high products aggressively as a solution to this problem. 
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 Another opportunity is likely to arise as an increasing number of consumers 

attain their desired weight loss and begin to step off the high protein diets.  Potato 

growers are having an especially difficult time at the moment given this food’s high 

glycemic impact.  The U.S. Potato Board, in promoting its product, has not been able 

to make much of an impact on consumers currently on high fat diets (“Potato 

Growers… 2004).  Instead, the group has seized on the idea that the Atkins Companies 

have acknowledged that starch-based foods can be a part of a balanced diet once 

desired weight levels have been achieved.  Del Monte could apply this approach to its 

marketing. 

 A major problem experienced by many dieters is the tendency to regain weight 

after a diet has been discontinued.  This could especially be a problem for those who 

resume carbohydrate consumption after they have grown accustomed to eating large 

quantities of fatty foods.  Del Monte may be able to promote healthy eating habits to 

maintain weight loss among those leaving high-protein diets.  Vegetables with a low 

glycemic index can be emphasized, and tuna can be promoted as a satisfying source 

of protein low in fat. 

 Expanding Foreign Markets.    Low carbohydrate diets may be spreading to 

other Western countries where obesity is already a problem, but a demand for 

convenient, canned foods may be more attractive in developing countries where 

incomes and demand for convenient foods are increasing.  One problem here is that 

canned foods are relatively bulky.  Therefore, although vegetables are abundant in 

the U.S., it may be more cost effective to buy and process vegetables in many 
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potential destination countries.  Foods would, of course, have to be adapted for taste 

and packaging. 

 Conclusions.  Aggressive price promotions are likely to severely curtain margins 

and may erode the brand’s image over time.  Advertising campaigns disparaging low 

protein diets are not likely to be effective.  Developing vegetable products with low 

glycemic values and aiming these those currently on low carbohydrate diets, 

promoting solutions for those completing such diets, and emphasizing foreign markets 

seem more reasonable.  All will, of course, involve considerable investment in both 

product development and promotion, but these investments are likely to help Del 

Monte stay competitive in the long run.   
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