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THE MARKET
The choices America’s families have for a nutri-
tious, simple meal are varied and vast, but there
has been one staple that moms have been serving
for more than a century, and that is Campbell’s
soups. The Campbell’s trademark and the brands
under its banner are true American icons, imbued
with rich collective and individual emotion. While
Campbell’s U.S. soups remain the largest business
in the company, Campbell has other leading soup
brands around the world, including Liebig and
Royco in France and Belgium, Erasco and Heisse
Tasse in Germany, and Campbell’s in Australia,
New Zealand, and Hong Kong. 

However, Campbell is not just a soup company.
Over the years the company has acquired or devel-
oped other important market-leading positions.
These include V8 100% vegetable juice; Pace
Mexican sauces; Prego Italian sauces; Pepperidge
Farm cookies, crackers, and fresh breads; Arnott’s
biscuits (cookies and crackers) in Australia and
New Zealand; and Godiva Chocolatier, a true
global business. All of these brands share three
commonalities: each is unique, iconic, and a pow-
erful marketing force.

ACHIEVEMENTS
In 1897, the Joseph A. Campbell Preserve Com -
pany introduced a food revolution: condensed
soups. Dr. John T. Dorrance, nephew of the com-
pany’s general manager, invented this new way of
producing soup. By removing most of the water
in canned soup, Dorrance significantly lowered
the cost of packaging, shipping, and storage. This
step  allowed the Joseph A. Campbell Preserve
Company to offer a 10-ounce can for 10 cents,
compared to more than 30 cents for a 32-ounce
can of typical soup. Twenty-one varieties were
soon available, and Campbell’s quickly became
the most successful soup brand, a position it has
held for more than a century. More than 2.5 bil-
lion bowls of Campbell’s soup, including Chicken

Noodle, Tomato, and Cream of Mushroom, are
consumed by Americans each year.

In 1916, Campbell’s condensed soups began
to be used in recipes. Campbell’s Kitchen created

a number of recipes that have been enjoyed on
America’s tables for decades. Green Bean Casser -
ole remains one of the staples of America’s holi-
day tables after more than 50 years. More than
440 million cans of Campbell’s soup are used in
easy-to-prepare recipes in America each year.
Cooking with Campbell’s soup is so popular that
the product ranks behind only meat/poultry, pasta,
and seasonings/spices as the ingredient most fre-
quently used to prepare dinner each evening. 

Beyond soups, Campbell owns some of the
world’s most recognizable brands. Pepperidge
Farm bread, cookies, and crackers in the United

States and Arnott’s cookies and crackers in
Australia are two of the strongest players in the
baked snacks marketplace. Erasco and Liebig are
successful brands in Europe. V8 100% vegetable
juice is the most popular vegetable juice in the
world. Swanson Broth, another iconic Campbell
brand, consistently ranks in the top five of 
products purchased during holiday time. Godiva
chocolates continue to be the ultimate choice for
consumers who are looking for a little indulgence,
either as a gift or just for themselves. The portfo-
lio of brands and geographies have grown so that
Campbell products are now sold in 120 countries
around the globe.

HISTORY
The Joseph A. Campbell Pre serve Company was
formed in 1869 by two men: Joseph Campbell
and an icebox manufacturer named Abraham
Anderson. The men started their business in
Camden, New Jersey, where Campbell’s world
headquarters is still located. The original com-
pany produced canned tomatoes, vegetables, jel-
lies, soups, condiments, and minced meats. But in
1897, twenty-four-year-old Dr. John T. Dorrance
made a discovery that would change the com-
pany’s focus — and fortune — forever. Dr.
Dorrance invented condensed soup, which allows
a high-quality prod-
uct to be produced
and shipped relatively
inexpensively while
simultaneously sav-
ing space on retail
shelves and in consu -
mer’s cupboards. After
the company began
an extensive nation-
wide taste test to allow
housewives the oppor -
tunity of tasting the
new soup, the product became a household staple.

Ancillary products were soon
dropped to allow the company to focus
on the burgeoning condensed soup
business. In 1922, the company’s name
was officially changed to Campbell
Soup Company.

In 1934, Campbell’s introduced the
first soup to be used primarily as a
sauce, expanding the product’s useful-
ness in the kitchen. Cream of Mush -
room soup went on to become one of
the top-three selling soups produced 
by Campbell. In 1955, Dorcas Reilly, 
a Campbell home economist, created a
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