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ASCOT 
I . THE MARKET 

1. Size and growth 

Canadian jam production t o t a l l e d 37.3 m i l l i o n pounds i n 1982, 
according to S t a t i s t i c s Canada. Shipment value was $35.7 m i l l i o n . 

The long-terra trend i n tonnage has been downward, while d o l l a r 
volume has increased s u b s t a n t i a l l y : 

Canadian Jam Production 

Change 
1978 1979 1980 1981 1982 1978-82 

MM l b s . 40.2 36.2 38.4 35.7 37.3 - 7.2% 
MM $ 23.4 23.4 27.2 29.8 35.7 + 52.3% 

Source: S t a t i s t i c s Canada 

The r e t a i l jam market i s estimated to be worth approximately 
$65 m i l l i o n n a t i o n a l l y . The market i s e s s e n t i a l l y f l a t with only 
i n f l a t i o n a r y growth evident during recent years. 

2. R e g i o n a l i t y 

Ontario represents approximately 40% of the Canadian jam market. 

The market i s most h i g h l y developed i n the P r a i r i e s , while Quebec 
and B r i t i s h Columbia are low development markets: 
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ASCOT 
I . THE MARKET (Contd.) 

2. R e g i o n a l i t y (Contd.) 

Regional Market Development 

B.C. P r a i r i e s Ontario Quebec Maritimes 

Estimated % jam volume 9%. 20% 
Estimated % population 11% 17% 
Market Development Index 82 118 

40% 
36% 

111 

22% 
27% 
81 

9% 
9% 

100 

Source: S t a t i s t i c s Canada and Ascot Marketing estimates 

3. S e a s o n a l i t y 

Jam consumption i s year-round with no s i g n i f i c a n t sales s e a s o n a l i t y , 

4. Segmentation by f l a v o u r 

Strawberry represents an estimated 50% of t o t a l jam volume. 

Raspberry i s the second most popular f l a v o u r with an estimated 25% 
share. 

No other f l a v o u r accounts for more than 10%, but peach and a p r i c o t 
are b e l i e v e d to be the next best s e l l e r s . 

5. Segmentation by product type 

The jam market i s dominated by the t r a d i t i o n a l high-sugar products 

However, i n recent years new product a c t i v i t y by K r a f t , E.D. Smith 
and Weight Watchers has opened up a lower sugar market segment. This i s 
b e l i e v e d to be a growth segment. 
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I . THE MARKET (Contd.) 

5. Segmentation by product type (Contd.) 

Golden V a l l e y introduced a honey sweetened preserves product to the 
western market i n 1981. 

Marmalade products and j e l l y products combine to add an estimated 
one-quarter i n case volume to the jam market. 

6. Segmentation by p r i c e 

The jam market covers a very broad p r i c e spectrum - ranging from 
around $1 to over $3 f o r 250 ml. 

The low p r i c e segment i s p r i m a r i l y represented by p r i v a t e l a b e l and 
of f - s h o r e products. 

The premium p r i c e segment i s e x c l u s i v e l y the domain of imported 
B r i t i s h and American brands. 

In between these two extremes are n a t i o n a l and r e g i o n a l 
manufacturers such as K r a f t , E.D. Smith and Golden V a l l e y . Safeway's 
house brand - Empress - belongs here, too, ra t h e r than i n the low p r i c e 
segment. 

The consumer p r i c e index recorded a 71% increase i n jam from 
1979-1983. 

7. Segmentation by package s i z e and type 

The large t i n s which t r a d i t i o n a l l y c h a r a c t e r i z e d the lower p r i c e 
segment i n western Canada have become l e s s dominant since the recent 
s h i f t to glass by Empress. However, the 375-500 ml package s i z e s s t i l l 
account for the m a j o r i t y of jam volume while smaller glass containers are 
dominant for secondary fl a v o u r s and s p e c i a l t y brands. 
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I . THE MARKET (Contd.) 

8. R e t a i l d i s t r i b u t i o n channels 

I t i s estimated that approximately 90% of r e t a i l jam volume i s sold 
through grocery s t o r e s , with more than three-quarters of t h i s through 
chains and l a r g e independents. 

N a t u r a l food s t o r e s , d e l i c a t e s s e n s , drug s t o r e s , s p e c i a l t y and 
department stores account for the balance. 

9. Market shares 

P r i v a t e l a b e l brands are the l a r g e s t force i n the jam category, 
accounting for an estimated 50% share of market. 

The market i n western Canada underwent a major r e - o r g a n i z a t i o n 
f o l l o w i n g Nabob's withdrawal from the jam category i n 1981. Up u n t i l 
then the Nabob/Regal l i n e s accounted for approximately 20% of the 
market. The major b e n e f i c i a r i e s from Nabob's withdrawal were Golden 
V a l l e y and K r a f t . 

K r a f t i s the l e a d i n g n a t i o n a l manufacturer with an estimated 20% 
market share. 

10. A d v e r t i s i n g and consumer promotion 

A d v e r t i s i n g and consumer promotion i n the jam category has been 
extremely low. 

K r a f t has been the only c o n s i s t e n t a d v e r t i s e r i n recent years, with 
support concentrated against t h e i r " F r u i t Basket" brand. Media 
expenditures averaged $425,000 annually during the 1981-83 p e r i o d , 
according to E l l i o t Research.-4-



ASCOT 
I I . THE CONSUMER 

1. Household usage 

Jam or j e l l y i s used by 87% of Canadian households, according to a 
survey conducted by the P r i n t Measurement Bureau. 

Usage ranges from a high of 90-91% i n the P r a i r i e s and Maritimes to 
a low of 84-85% i n Quebec and B r i t i s h Columbia. 

As can be seen from the f o l l o w i n g c h a r t , the very heavy users of 
jams or j e l l i e s are s t r o n g l y weighted to Manitoba/Saskatchewan and the 
A t l a n t i c r e g i o n : 

Household Use by Region 
P r i n c i p a l Shoppers 

(Indexed) 

Manitoba/ 
B.C. A l b e r t a . Sask. Ontario Quebec A t l a n t i c 

Very heavy users 118 111 133 103 56 144 
( d a i l y ) 

Heavy users 100 111 111 106 85 89 
( s e v e r a l times 
user) 

Source: PMB I I . 

Consistent with the above f i n d i n g s , heavier usage of jams or j e l l i e s 
i s l e a s t apparent i n the major m e t r o p o l i t a n areas:-5-



ASCOT 
I I . THE CONSUMER (Contd.) 

1. Household usage (Contd.) 

Household Use by C i t y Size 
P r i n c i p a l Shoppers 

(Indexed) 

< 100 M 
100 M 
- 1 MM 1 MM + 

Very heavy users ( d a i l y ) 
Heavy users ( s e v e r a l times week) 

112 
105 

100 
107 

84 
87 

Source: PMB I I . 

2. Usage by household composition and age 

Usage of jams or j e l l i e s i s heaviest i n l a r g e r households and 
households with teenage c h i l d r e n : 

Household Use by Size and Composition 
P r i n c i p a l Shoppers 

(Indexed) 

Household s i z e Household with c h i l d r e n 
1 2 3 4+ < 2 2-11 12-17 

T o t a l users 88 96 101 106 99 105 106 
Very heavy users 67 76 105 125 89 120 128 
Heavy users 92 97 95 108 111 110 104 

Source : PMB I I 

As may be expected, heavier usage of jams or j e l l i e s i s most 
apparent i n households where the p r i n c i p a l shopper i s aged 35-49; 
however, heavy usage i s e q u a l l y w e l l developed among the 50-64 age group 
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ASCOT 
I I . THE CONSUMER (Contd.) 

Usage by household composition and age (Contd.) 

Household Use by Age 
P r i n c i p a l Shoppers 

(Indexed) 

18-24 25-34 35-49 50-64 65+ 

T o t a l users 102 103 103 99 89 
Very heavy users 50 73 127 124 108 
Heavy users 92 104 96 100 100 

Source: PMB I I 

3. Usage by education and income 

There are no s i g n i f i c a n t e d ucational or income v a r i a t i o n s for the 
heavier jam or j e l l y user households: 

Household Use by Education and Income 
P r i n c i p a l Shoppers 

(Indexed) 

EDUCATION HOUSEHOLD INCOME 

<Grade 
School 

Some 
Sec. 

Comp. 
Sec. 

Post 
Sec . <10M 

$10-
15M 

$15-
20M 

$20-
25M 

$25-
35M 35+ 

T o t a l users 91 101 102 103 92 99 102 102 106 107 
Very heavy users 106 104 104 90 96 100 95 100 106 110 
Heavy users 88 100 112 97 92 100 111 100 100 100 

Source: PMB I I 

- 7 -



ASCOT 

I I . THE CONSUMER (Contd.) 

4. Household usage of honey 

According to PMB I I data , honey i s used by 74% of Canadian 
households. 

Usage i s most developed among shoppers with the f o l l o w i n g 
c h a r a c t e r i s t i c s : 

- Post secondary education 
- High household income 
- P r o f e s s i o n a l , senior management or executive occupation 



ASCOT 
I I I . THE BRAND 

1. Sales volume 

Sales of Emma's Jambrosia t o t a l l e d 1,438 cases during the f i r s t s i x 
months, as f o l l o w s : 

Shipments by Month 

November December January February March A p r i l 

A ctual cases 106 236 234 279 321 262 

Gross d o l l a r volume for the s i x month period was $26,332. 

2. Sales by r e g i o n and o u t l e t 

R e t a i l sales to date have been e x c l u s i v e l y through n a t u r a l food 
s t o r e s i n B r i t i s h Columbia. 

3. Sales by d i s t r i b u t o r 

Case sa l e s by d i s t r i b u t o r have been as f o l l o w s : 

Sales Share Average Order 
D i s t r i b u t o r to Date of T o t a l per Month 

Lif e s t r e a m 410 35% 137 cases 
CRS 376 32% 75 cases 
Wild West 200 17% 33 cases 
PSC 200 17% 33 cases 
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I I I . THE BRAND (Contd.) 

4. Sales by flavour. 

The s a l e s s p l i t by f l a v o u r has been as f o l l o w s : 

Strawberry - 36% 
Raspberry - 34% 
Peach - 30% 

5. P r i c i n g 

A l l d i s t r i b u t o r s a l e s to date have been at the discounted 100 case 
rate o f $18. 

The r e g u l a r r e t a i l s h e l f p r i c e i n Vancouver has t y p i c a l l y been 
$2.69, with some di s c o u n t i n g a c t i v i t y to $2.39. 

Emma's received i n i t i a l p u b l i c i t y through a BCTV news hour feature 
and an a r t i c l e i n the Globe & M a i l . 

Consumer promotion a c t i v i t y has centred on sampling presentations at 
f a i r s and i n s t o r e s . 

A d v e r t i s i n g has been run i n A l i v e magazine, i n l o c a l newspapers and 
on the Vancouver Co-op radi o s t a t i o n . 

6. P u b l i c i t y , a d v e r t i s i n g and consumer promotion 
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I I I . THE BRAND (Contd.) 

7. Product 

Independent product t e s t i n g confirms that Emma's contains l e s s than h a l f 
the carbohydrates and c a l o r i e s of regul a r jam, and s i g n i f i c a n t l y l e s s 
than K r a f t ' s F r u i t Basket: 

Strawberry 
Carbohydrates 

(sugar) 
C a l o r i e s per 

100 g. 

Emma's 31.2% 121 
K r a f t Pure 68.4% 265 
F r u i t Basket 47.2% 183 

Source : Cantest L t d . 

By comparison, Weight Watcher's c l a i m 32.4% carbohydrates and 130 
c a l o r i e s i n t h e i r strawberry brand. 
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ASCOT 
I I I . SUMMARY AND CONCLUSIONS 

The Canadian jams market i s weak. I t i s a s t a t i c to d e c l i n i n g 
category and rec e i v e s very l i t t l e a d v e r t i s i n g support. The r e t a i l jam 
p r i c e index increased by 71% over the l a s t f i v e years and p r i c e i s now 
probably the s i n g l e most important f a c t o r i n the marketplace. 

An estimated 87% of Canadian households use jam. Consumption i s 
heavies t i n households with teenage c h i l d r e n . 

The r e t a i l jam market i s poorly developed i n B.C. and Quebec, perhaps 
due to a higher incidence of home-made jams i n these provinces. 

Strawberry and raspberry f l a v o u r s account for approximately 75% of 
t o t a l jam volume. 

The premium p r i c e segment i s e x c l u s i v e l y the domain of imported 
B r i t i s h and American brands. 

More than 90% of r e t a i l jam volume i s sold through grocery s t o r e s . 

P r i v a t e l a b e l brands c o n t r o l 50% of the grocery store jam market. 

The one encouraging s i g n has been development of s p e c i a l t y brands such 
as K r a f t ' s " F r u i t Basket" and Golden V a l l e y ' s honey sweetened 
preserves. These r e f l e c t consumer concerns about sugar consumption as 
w e l l as a general trend towards l i g h t e r more n a t u r a l products. 

Emma's Jambrosia has e s t a b l i s h e d an e x c e l l e n t d i s t r i b u t i o n base w i t h i n 
B.C.'s n a t u r a l food s t o r e s market. Sales to date have been below 
expectations but the trend i s s t e a d i l y upward and the company's 
r e p u t a t i o n i n the in d u s t r y i s good. The peach fl a v o u r has met with 
strong i n i t i a l acceptance, accounting for 30% of brand volume. 

- 12 -



ASCOT 
IV. PROBLEMS AND OPPORTUNITIES 

A. PROBLEMS 

Low volume due to narrow business base i n B.C. n a t u r a l foods' 
s t o r e s . 

Operating business l o s s projected through 1985/6 f i s c a l d e s p i t e 
target increase i n s a l e s to 20,000 cases. 

Lack of appeal to mainstream jam user due to tas t e and p r i c e . 

Consistency and colour problems with raspberry and strawberry 
f 1 avo ur s. 

High raw m a t e r i a l cost of honey. 

Heavy f r e i g h t costs to ship to major U.S. and Canadian markets. 

Limited s h e l f l i f e makes i t d i f f i c u l t to b u i l d i n v e n t o r y . 

Poor d i f f e r e n t i a t i o n between fl a v o u r s on l a b e l s . 

Achieve d i s t r i b u t i o n i n chain store n a t u r a l food sections which 
are s e r v i c e d by L i f e s t r e a m . These include Safeway, Super-Valu, 
and London Drugs. 

Introduce popular f l a v o u r l i n e extensions such as a p r i c o t , 
plum, b l u e b e r r y . 

C u l t i v a t e grass roots support through women's o r g a n i z a t i o n s and 
networks. 

B. OPPORTUNITIES 

1. Short term 
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IV. PROBLEMS AND OPPORTUNITIES (Contd.) 

B. OPPORTUNITIES (Contd.) 

1. Short term (Contd.) 

Appeal for l o c a l s a l e s and promotional support through t i e - i n s 
with tourism, h o s p i t a l i t y t r a d e , gas s t a t i o n s . 

U t i l i z e excess c a p a c i t y by producing s p e c i a l l a b e l product for 
non-competitive ventures such as fund r a i s i n g and promotions. 

Modify l a b e l graphics and copy to strengthen brand imagery and 
p o s i t i o n i n g . 

2. Mid-term 

Expand n a t u r a l foods' d i s t r i b u t i o n base across Canada. 
P r i o r i t y markets are A l b e r t a and Ont a r i o . 

D i v e r s i f y s e l e c t i v e l y i n t o B.C. grocery o u t l e t s . Key target 
chain sto r e accounts are Woodwards and Overwaitea. 

Undertake a formal p u b l i c i t y programme to c a p i t a l i z e on Emma's 
inherent news and human i n t e r e s t appeal. 

Generate t r i a l and i n i t i a l purchase through i n - s t o r e sampling 
and promotion. 

Introduce new s p e c i a l t y f l a v o u r l i n e extensions. 

R o l l - o u t r e g i o n a l l y i n t o the U.S. n a t u r a l foods' market. 

Consider an o r g a n i c a l l y grown l i n e e x tension. 
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IV. PROBLEMS AND OPPORTUNITIES (Contd.) 

B. OPPORTUNITIES (Contd.) 

2. Mid-term (Contd.) 

Develop a s p e c i a l g i f t pack combining jams and l o c a l c r a f t s ' 
items for sale through summer f r u i t stands, Woodwards/Eatons 
and gourmet/specialty s t o r e s . 

3. Long term 

Create a s p e c i a l niche i n the vacuum which e x i s t s between the 
n a t i o n a l brands and the premium-priced imports. 

E x p l o i t the key product appeals which d i s c r i m i n a t e the brand 
from r e g u l a r jams ... home-made tas t e and honey (no sugar). 

Consider l a b e l l i n g as Emma's p r i n c i p a l a d v e r t i s i n g medium and 
c a p i t a l i z e on K r a f t and General Foods a b i l i t y to b u i l d the 
market for l i g h t e r jams with more f r u i t and l e s s sweetness. 

B u i l d i n 'low i n c a l o r i e s ' and 'no p r e s e r v a t i v e s added' as 
secondary brand appeals. 
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^ ^ ^ ^ ^ ^ K R A F T ) 
T M . of Kraft Limited 



WHAT'S A HOMEMADE JAM WITH 
ONE THIRD LESS SUGAR TASTE LIKE?f' 

newCERTO 
L I G H T 

FOR HOMEMADE JAMS WITH MORE FRUIT, LESS SUGAR. 

f SO TRY THIS. 
I It's new Certo Light The first, 
all-natural, fruit pectin product that 

Ë|P g lets you use 1/3 less sugar. To 
you, that means a homemade jam 

that's less sweet...and to your 
/family, a jam that's fresh and fruity 

I m tasting^For either reason, be sure 
and give it a try. 

. f J é . * 

jEasy to prepare recipes in package. 
"Reg d Trade Mark of General Foods, inc 


