
Klondike's sandwich is one of the Top 3 brands in its category. 

KLONDIKE'S GROWTH 
HEATS UP PROFITS 
Original ice cream bar hits $75 million in sales 

T
he old lsaly plant on the Boulevard
of the Allies in Pittsburgh no longer 

exists, but the legacy that began there 
does -Klondike, the original choco
late-covered ice cream bar. 

Once a local confection that garnered 
the affection of people in the Pittsburgh 
area exclusively, the Klondike has 
found acceptance nationwide, thanks 
to America's love for ice cream and a 
slow but steady marketing approach 
that began almost 15 years ago. Now 
Klondikes are at the top of the novelty 
ice cream category. 

"We just took it market by market 
through the years," said Jim Cross, vice 
president of sales at the Clearwater, 
Fla.-based Isaly Klondike Co. "As we 
had capital to spend we opened up 
new markets, and now we' re across the 
country." 

The bar was created by Samuel Isaly, 
grandson of Swiss immigrant Christian 
Isaly, who came to America in 1833 to 
begin his own dairy products business. 
Originally Samuel Isaly cut ice cream 
into slices and dipped them in a pan of 
warm Swiss milk chocolate. As Klon
dike sales at the family's 300 dairy stores 
in southwestern Pennsylvania and 
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southeastern Ohio outpaced produc
tion, the family began building new 
plants in the area to handle the in
creased demand. 

The Pittsburgh facility eventually be
came the dominant production site for 
the family's dairy products, which were 
sold exclusively in Isaly stores. 

After decades of success in the Steel 
City, in the early 1970s the Isaly family 
sold the company to a group of inves
tors, who in turn sold it to the Clabir 
Corp. toward the end of that decade. 
Henry Clark of Clabir recognized the 
Klondike's potential and began to ex
pand its distribution. 

"It was apparent that we had a tiger 
by the tail," said Bill Isaly, company 
vice president and a direct descendant 
of Christian Isaly. "In 1978, we went to 
Philadelphia to see if we could get some 
stores to carry Klondikes. They laughed 
at the product. They said it was too big, 
too expensive. 

"We finally talked a couple of the 
major chains into taking the product, 
and as a result they and we were 
surprised at how fast it sold," he said. 
"Up to that point, most ice cream nov
elties were considered childrens' items 

and were made very cheaply. The Klon
dike is a premium adult bar. It was the 
first of its kind and it made inroads 
very fast." 

Two years after moving the product 
into supermarkets throughout western 
Pennsylvania and Philadelphia, distri
bution was expanded into New York, 
New England and Ohio. Now a subsid
iary of Empire of Carolina Inc., the 
Isaly Klondike Co. has production fa
cilities in Ontario, Calif.; Hanover, Pa.; 
and Clearwater, where a $5.8 million 
expansion was completed last year. The 
additional space has enabled the Flor
ida facility to produce existing product 
lines while developing and manufac
turing new items such as the Klondike 
Premium Ice Cream Sandwich, intro
duced in 1987, which has risen to 
become one of the Top 3 leading brands 
in the ice cream sandwich category, 
and the new Klondike Lite, a frozen 
dessert bar that is 97 percent fat-free 
and flavored with NutraSweet. Prior to 
the national marketing push, Klondike 
sales in 1977 were $810,000. Last year 
they totaled $75 million. 

"Every year there's been growth," 
said Cross. 

In addition to the original vanilla ice 
cream bar with chocolate coating, two 
new varieties have been developed: 
Krispy and Chocolate/Chocolate. 

"It's a good eating piece at 5 ounces 
and the consumer likes it," said Cross. 
"We' re not going to make any changes 
in the product. It's done well so far. If it's 
not broken we' re not going to fix it." 
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