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THE PRODUCT

The basic design of an Oreo cookie
has not changed since its introduc-
tion. In 1913, Oreo became the offi-
cial trademark, and in 1974 received
its full name: Oreo Chocolate Sand-
wich Cookies. In the mid-1970s,
Double Stuf Oreo cookies were intro-
duced at the request of consumers
who sought more creme filling. In
1987, Oreo targeted the “indulgent”
segment of the market with a fudge-
covered version. In 1991, in response
to consumers’ desire for bite-sized,
snackable foods they could eat on the
go, Oreo developed Mini Oreo sand-
wich cookies. Nabisco was insistent
that the mini cookies, measuring one
inch in diameter, be exact replicas of
regular-sized Oreo. When it was
introduced, Mini Oreo was the 
first bite-sized sandwich cookie on 
the market, and was voted one of 
the best new products of 1991 by
Business Week. In the mid-1990s, a
reduced-fat version of Oreo was
launched at the request of health-con-
scious Oreo consumers. 

RECENT DEVELOPMENTS

Oreo was always a major force in 
its market: it was big, it was stable, 
and it generated cash. But in the 
mid-1990s, Oreo was not poised 
for significant growth, given its
advanced years. 

Under new leadership, Nabisco
began its climb back in 1997. Its
basic strategy was to reignite the
growth of its core brands, with Oreo
as the global centerpiece. The compa-

ny reasoned correctly as it turned out that icon
brands like Oreo could use their loyal base and
brand awareness to market their way to regained
share and renewed growth. 

With renewed momentum, Oreo continued to
grow into the late 1990s. In 2000, Nabisco
Holdings was acquired by Kraft Foods’ parent
company, Philip Morris Inc. Further emphasis
was focused on developing the Oreo brand as a
national and global power-brand. The Oreo brand
extended its equity into a variety of different prod-
uct forms, including chocolate-covered varieties
and candy bars. Licensing also became a key rev-
enue driver and brand builder for Oreo. Licensed
products including cereal, ice cream, and baking

THE MARKET

Snacking is one of the most important
contemporary trends in the food indus-
try today. As two-income families, time
pressures, and other factors converge to
reduce the number of sit-down meals,
snacking has become a $90 billion mar-
ket that is growing at almost 5 percent
per year. The biscuit market — which
includes cookies and crackers — is a
$6.5 billion–plus segment that is grow-
ing 3 percent a year.

Each year, the average American
consumes snack foods 1,559 times —
more than four eatings a day or 448 bil-
lion annual eating occasions. More
than 6 percent of people eat one of
their main meals on the run, while 
45 percent of consumers credit con-
venient foods as an important part of
their diet. The traditional lunch hour is
a thing of the past for many Ameri-
cans. For most, the average lunch
break is a mere 20 minutes.

ACHIEVEMENTS

Since its introduction in 1912, Oreo
cookies continue to be America’s most
popular cookie brand. While many
snack brands have been relegated to
the consumer products graveyard, Oreo
is not just surviving; it’s thriving as a
$800 million–plus brand with a grow-
ing global presence. Globally, Oreo
has proven to be an excellent world
traveler, with the potential to hit the
billion-dollar sales mark. Currently,
Oreo cookies are sold in over 100
countries, including Argentina, China,
Indonesia, Mexico, Taiwan, Thailand,
and Venezuela. 

HISTORY

The beginnings of the beloved Oreo brand go
back to 1912. At that time, English-style biscuits
were popular among American consumers. The
first Oreo cookie was produced in late February
of 1912 and sold on March 16 to a Hoboken, New
Jersey, shopkeeper named S. C. Thusen. When the
Oreo cookies were introduced, they cost just 30
cents a pound. The product was distributed in bulk
tins with glass tops, so consumers could actually
see the cookies inside. They were sold together
with two other products: Goose Biscuit and
Veronese Biscuit. Since they were sold together,
consumers came to know them as a trio. But as

history was to prove, Oreo emerged as the all-
around, longtime winner. 

Speculation still surrounds the meaning of the
Oreo name. One thought is that it was inspired by
the Greek word oreo meaning “hill” or “moun-
tain,” reflecting the mounded shape of some early
test versions. Since the original label had consid-
erable gold scroll work on the pale green back-
ground, some believe that the name comes from
the French or, which means “gold.” Others say
that Oreo is a combination of “re” from the word
“cream,” surrounded by the double “O” shapes of
the cookies. And some take a more direct
approach: Nabisco founder Adolphus Green was
known to simply like the sound of “oreo.” 
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