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By DAMIEL KADLEC

ET GO FROM HIS JOB AS A HOTEL MAMNAGETL LAST SUMMER, BREAD SALTEMAN
had hegun to panic by fll, Sure, his bank account was emvaporating, But
equally upsetting, he says, was that he was seeking too much comfort in
the kitchen and was busting out of his helt. Fhysically and fiscally, Saltz-
man. 36, was 2 mess, Then he hit upon a core-all: low carbs. Saltzman
went on the Atkins diet at about the same time he helped launch Pure
Foods, a specialty retailer based in Beverly Hills, Calif,, that sells only products
with comparatively faw carbohydmtes. Today Saltzman iz 25 b=, lighter, and his
witllel is weighly, He hos 24 emplovees, up from just four when he started, and
will have 40 full-timers by Tune, “It was p eureka moment for me” Saltoman savs
af his carb-counting eatharsis in Oetober, “1 needed to lose
weight, and 1 needed a job in the next 30 days or—all kidding
aside=I'd have had to move in with my gmndmother”
Instead, he's college-trim and planning a chain of stores and
low-carb cafés and vending machines that he believes will
ring up 2100 million in sales annueally within five vears,
Critics of the carb counters” revalution may sooff at Saltz-
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“If this is a fad,” he adds, “I
hope it's as long-lived as low
fat, which took 22 years to
come and go”

B DIET INC, DOWNER
THE DIET INDUSTEY 15 IN
dictyess, Massive numbers
of dieters have migrated to
low-cart strategies in the
past couple of years, exiting
programs that emphasize
portion control. The heavy-
weights of the diet industry,
Weight Watchers and Jenny
Craig, are feeling the pinch.
“Any time there is anything
new in the market, it is go-
ing to affect clients who
want to lose wedght quickly,”
says Cozette Phifer, spokes-
woman at Jenny Craig. She
concedes that new business
is depresed but asserts that
the dip won't Last long. Both
compandes say they have re-
frained from  introducing
lowe-carb items because their nutritionists
pose the idea and think it's a fad that will

fade, “We believe carbohydrakes are an im- |

portant part of a balanced diet” sys Jim
Evang, ceo of Jenny Craig.

At Weight Watchers, which is publicly
traded, the stock has been sputtering in a
strong market since October 2002, and net
income has been fat for o years.
The firm gets most of it revenue
from memberships, which have
been flagging. says analyst Kath-
leen Heaney at the Maxim Group,
g Mew York City brokerage frm.
Thats temporary, according to
Eliot Glazer, vice president of
Morth Amerioan marketing for
Weight Watchers, “A lot of what is
behind low carbs is pseudo sci-
ence. he says. He reports sesing a
food of disheartened love-carb disters come
to Weight Watchers as “they find they really
need help to lose weight™

B THE BAD-MNEWS BEERS

BEER IS WIDELY SEEN AS BAD NEWS FOR ANY-
gne counting carbs, which helps explain
whiy bear consumption was down L.6% last |
year and why Anheuser is determined to
wrest 4 ocorrection owt of Agaiston
Interestingly, Anheuser stumbled on the
maltose igue when one of its 5t
Louls=based brewmasters, John Serbia,
read % book before starting the
South Besch diet this winber. Serbia ignoned
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the part about abstaining from beer and lost
15 ks, save Anheuser spokeswoman Kate
5Hll, while beer sabes have gone fat,
volume increased 3% last year for spirits,
which generally contain no carbs. Alcohol
of any sort is frowned upon in almast every
diet because it contains calories and can act
a3 an appetite simulant. In some cases the
body may tum to the more readily
avaflable aleohol instead of stored
fat bo bum as an energy SoUTee.
Despite all that, the spirits
industry has made hay with its
low-carb status, Distillers, in-
cluding Bacardi and Diageo, have
launched ad campalgns to trum-
pet their spirits’ carblessness.
Diageo, which makes Smirmoff,
the world's top-selling premi-
um vodks, created the website
LowCarbParties.com to tell drinkers how
to decarb thedr cocktails, “The spirit is mot
the problem,” says food and wine expert
Ted Allen from Queer Eye for the Straight
Gary, who helped launch the site. “Its the

mixer” Liquor and grocery siores ang
ginning to carry products like Bajn Bob's
lowe-cark margarita mix, which has besn
sold online and in spectalty stores for four
vears and is now getting space at Mejjer
nmi other supermarkets in the Midwest and
» iy JB0E Last vear.
This spirited success spawned the
growth of mew bow-carh beers, which started
with phenomenally successful Ultra and

now inelude Coors Aspon
Edge and Rolling Rock’s
Rock Green Light. As a
class, these brews are sav-
ing the day because
“everything else went into
the doldrums,” says Harry
Schohmacher, editor of
the newsletter Beer Busi-
ness Daily, Anheuser attrib-
utes its record U5 beer
sales last vear (103 million
bbl. up 800,000) in large
part to Ultma, which was
lunched in late 2002 and
whose sales have more than
quadrupled initial projec-
tions. “It became the fastest-
growing beer brand since
Miller Lite was introduced
in 1975, says Schuhmaches.
The comparry quistly redfor-
mulated its Natural Lite to
add to the lew-carh train,
Promoting low-carb beer
ot a little trickier this month
when the Feds wamed

apainst ads portraying these drinks as even
| remotely healthy:
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CAN ANYTHING STOF THE LOW-CARB CUL-
ture? Mot likely anytime soon. It will be
years before wee have conclusive long-term
research on health risks. The arrival of big
food companies in this fray means big
money is at play and low-carb lving will
b marketed with & vengeance, Thie undis-
puted benedit of low-carb products to dia-
betics means a dummble customer base,
| And extreme weight-loss methods like
having your stomach stapled—though it
| worked for lovable TV weatherman Al
Roker—have proved ineffective for up to
20% of those who tried them. 5o the fast
| results and pure simplicity of cutting carbs
promiss lasting appeal.

That is, until we get sick of it. In the
end, the biggest risk to the culture may be
the inevitable false or misleading low-carb
claims and influx of products that ladles on
heapings of calories in exchange for carbs,
If enough people are seduced by these
foods and fail to lose weight, low carbs will
go the way of low fat: a strategy that waorks
when you stick o the rules but fails when
marketers rush in with promises no one
can keep, —With raparting by Juffe Raws, Alkcs
Park and Daren Fonda/New Yerk; Wendy Cole/
Chicage; leanme DeQuird Miami; Aits Mealy'
Dereer; Mare Heguel’'SL Pawl; hilsry hiyften’
Austing Lawra A. Locke/San Franciscs) and Sean
Scuily/Low Angelas
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