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Product Introduction


In 2004, Fortune Magazine ranked The J. M. Smucker Company, or Smucker’s, as Number 1 in its 100 Best Companies to Work For list.  

Smucker’s is the leader in the fruit spread market. 
Smucker’s Fruit spreads, which include preserves, jams, jellies, marmalade, fruit butter, and low-sugar and lite varieties of spreads are all categorized as an American staple.  All types of fruit preserves are generally made from fruit, sugar and pectin. Nowadays, in addition to or in place of sugar, many manufacturers use corn syrup or high fructose corn syrup, as both are cheaper sweeteners.  Pectin is a type of fiber that occurs naturally in the  cell walls of most fruits. 
We conducted a survey of convenience to learn about customers. From the results of our survey, we know that customers have a strong preference for organic foods, and some interest in new flavors.
We offer suggestions by which Smucker's can develop its markets. Smucker's should test new flavors such as Mango. Smucker's should emphasize organic lines oriented to a high-end segment of the market. 

The Research Question


Over the years, Smucker’s Fruit spreads has maintained its place as the leading U.S. producer in the fruit spread market.  To retain their strong market share against emerging competitors, should Smucker's consider new market strategies such as introducing different flavors and emphasizing an organic line? 
One option our team tried to explore is the introduction of non-traditional flavors.  If proven feasible, creating spreads from apple, tamarind, mango, plum and other fruits can open new market segments for Smucker’s. The American market, being a huge melting pot of varying taste buds, would definitely give Smucker’s an even bigger market share.  
Another option is promoting an organic line of fruit spreads.  Our team wanted to know how many consumers have educated themselves on the definition of ‘organic’; if they purchase natural groceries; or if they even read nutrition labels.  Currently, Smucker’s has not expressed a great push on their existing organic line.  When the organic line was introduced less than two years ago, no big ads, no buzz nor fuss was made about it.  However, if our quantitative analysis proves that a significant size of the Smucker’s target market does patronize organic products, then we can recommend a more aggressive promotional effort for the organic fruit spread line.


Explanation of Survey Instrument

A survey of convenience was used as the research instrument.  The survey was open to the sample group from April 28, 2010 through May 9, 2010.  A total of 94 people responded to the survey.  The survey consists of 12 questions shown below.

Questionnaire 
1. What is your age? 
___ 14 - 17 
___ 18 - 24 
___ 25 - 35 
___ 36 - 44 
___ 45 - 54 
___ 55 or older 
2. What is your gender? 

___ Female 
___ Male 
3. What is your annual household income? 

___ less than $25,000 
___ $25,001 - $50,000 
___ $50,001 - $100,000 
___ $100,001 - $200,000 
___ more than $200,000 
___ decline to state 

4. About how many jars of fruit spread

(including fruit spread, jam and jelly) did 
you buy in the last 3 months? 
___ 0 
___ 1 - 3 
___ 4 - 6 
___ 5 or more 
5. What brand of fruit spread do 
you purchase most often? 
___ Smucker's 
___ store brand 
___ Bonne Maman 
___ something else 
___ I have something, but I don't remember what 
___ none 


6. What flavor other than traditional (in a fruit spread) 
would you like to buy in your store? 
___ apple 
___ tamarind 
___ mango 
___ plum 
___ other 
7. Who will mainly consume organic
 fruit preserves in your household? 
___ Myself 
___ My children 
___ My spouse or partner 
___ My roommates 
___ My extended family 
___ None of the above 
8. Which place do you prefer to buy food? 

___ Natural/Specialty Grocery
 (such as Whole Foods, Trader Joe's, or health food store) 
___ Supermarket (such as Safeway, Lucky) 
___ Wholesale store (such as Costco, Sam's Club) 
___ Internet (such as Amazon, Ebay)  
___ I usually buy from a restaurant 
___ None of the above 

  

9. Fruit spreads contain sweeteners. Which do you prefer? 

___ Traditional regular sugar (including evaporated cane juice) 
___ High fructose corn syrup 
___ Fruit syrup 
___ Half the sugar 
___ Artificial sweeteners 
___ No preference 

10. Do you read the ingredients on food containers? 

___ Never or hardly ever 
___ Sometimes 
___ Often enough that I know what is in the foods I buy 
___ none of the above 

11. What do you think of organic foods? 

___ They are good for me and my family, and I prefer them. 
___ "Organic" is mere marketing nonsense. 
___ Too expensive for me. 
___ Better flavor and quality than regular, usually. 
___ Not enough choices in organic, so I usually get regular. 
___ I don't know 
12. What does "organic" mean, when used to describe food? 

___ Same as "natural". 
___ Certified by the United States Department of Agriculture. 
___ Grown without chemical fertilizers, chemical pesticides. Contains no artificial preservatives, colors or flavorings. 
___ All of the above. 
___ None of the above. 
___ I don't know - or - I don't care. 
Results of the Survey


Summary of significant findings 

 
1. Customers prefer organic foods. 

2. For 86% of consumers, “organic” means “Grown without chemical fertilizers, chemical pesticides. Contains no artificial preservatives, colors or flavorings.” 

3. Customers read the ingredients on food containers. 

4. Many women, but hardly any men, prefer fruit spread prepared with half the sugar. 

5. Almost all households with incomes greater than $100K buy fruit spread. Only half of households with incomes less than $100K buy fruit spread. 

6. Some respondents want mango fruit spread, but nearly half may want other flavors not presently available.  

7. Consumers buy fruit spread mainly in grocery stores, and also significantly in specialty/natural and health food stores.        


We present some detailed findings on the following pages, with additional information in the appendix.

1. Customers prefer organic foods. 41 of 94 respondents said organics are good for their families, and 18 more said organics have better flavor and quality. This result holds generally for all ages and both genders.
	
	
	Question 11)  What do you think of organic foods? (Choose the answer closest to your opinion.)   

	Question 2)  What is your gender? 
	Question 1)  What is your age?   
	Better flavor and quality than regular  usually. 
	I don't know
	Not enough choices in organic  so I usually get regular. 
	'Organic' is mere marketing nonsense. 
	They are good for me and my family  and I prefer them.
	Too expensive for me.
	Grand Total

	female
	 18 - 24
	
	
	
	1
	
	1

	
	14 - 17 
	
	
	
	1
	
	1

	
	25 - 35 
	8
	3
	1
	3
	12
	4
	31

	
	36 - 44
	1
	
	1
	
	2
	1
	5

	
	45 - 54 
	
	1
	
	1
	
	2

	
	55 or older 
	5
	
	
	
	3
	1
	9

	female Total
	
	14
	3
	3
	3
	20
	6
	49

	male
	 18 - 24
	1
	
	
	1
	1
	1
	4

	
	25 - 35 
	1
	1
	3
	9
	5
	19

	
	36 - 44
	
	
	
	4
	
	4

	
	45 - 54 
	2
	
	
	2
	2
	1
	7

	
	55 or older 
	1
	1
	1
	2
	5
	1
	11

	male Total
	
	4
	2
	2
	8
	21
	8
	45

	Grand Total
	
	18
	5
	5
	11
	41
	14
	94


Table by Charlene Nuval 

2. For 86% of consumers, “organic” means “Grown without chemical fertilizers, chemical pesticides. Contains no artificial preservatives, colors or flavorings.” This result holds generally for all ages and both genders.
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	Question 12)  What does 'organic' mean  when used to describe food?

	Question 2)  What is your gender? 
	Question 1)  What is your age?   
	 I don't know - or - I don't care. 
	All of the above. 
	Certified by the United States Department of Agriculture. 
	Made and Grown without chemicals and artificial ingredients. 
	Same as 'natural'. 
	Grand Total

	female
	 18 - 24
	1
	
	
	
	1

	
	14 - 17 
	
	
	1
	
	1

	
	25 - 35 
	14
	1
	15
	1
	31

	
	36 - 44
	1
	
	3
	1
	5

	
	45 - 54 
	1
	
	1
	1
	3

	
	55 or older 
	2
	
	6
	1
	9

	female Total
	
	
	19
	1
	26
	4
	50

	male
	 18 - 24
	
	
	3
	1
	4

	
	25 - 35 
	7
	2
	11
	
	20

	
	36 - 44
	
	
	3
	1
	4

	
	45 - 54 
	2
	1
	4
	
	7

	
	55 or older 
	2
	
	1
	8
	
	11

	male Total
	
	2
	9
	4
	29
	2
	46

	Grand Total
	
	2
	28
	5
	55
	6
	96


Chart and table by Tara Alcantara-Beers

3. Customers read lists of ingredients on food containers.
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	Question 10)  Do you read the ingredients on food containers?
	Never or hardly ever 
	none of the above 
	Often enough that I know what is in the foods I buy 
	Sometimes 
	Total

	female
	5
	2
	19
	24
	50

	 18 - 24
	
	
	
	1
	1

	14 - 17 
	
	1
	
	
	1

	25 - 35 
	4
	1
	13
	13
	31

	36 - 44
	
	
	
	5
	5

	45 - 54 
	
	
	1
	2
	3

	55 or older 
	1
	
	5
	3
	9

	male
	2
	
	19
	25
	46

	 18 - 24
	
	
	3
	1
	4

	25 - 35 
	1
	
	5
	14
	20

	36 - 44
	
	
	1
	3
	4

	45 - 54 
	1
	
	3
	3
	7

	55 or older 
	
	
	7
	4
	11

	Total
	7
	2
	38
	49
	96


Chart and table by Ming Yang

4. Many women, but hardly any men, prefer fruit spread prepared with half the sugar.

	Count of Question 7)  Who will mainly consume organic fruit preserves in your household?       
	
	
	
	
	
	
	

	
	My children 
	My extended family 
	My roommates 
	My spouse or partner 
	Myself 
	None of the above 
	Total

	female
	4
	2
	1
	9
	30
	4
	50

	Fruit syrup 
	
	
	
	3
	6
	
	9

	Half the sugar 
	1
	1
	1
	1
	11
	
	15

	No preference - or - I don't eat or buy fruit spreads 
	
	
	
	3
	2
	2
	7

	Traditional regular sugar (including evaporated cane juice) 
	3
	1
	
	2
	11
	2
	19

	Male
	3
	1
	1
	7
	23
	11
	46

	Artificial sweeteners 
	1
	
	
	
	
	
	1

	Fruit syrup 
	
	
	
	3
	4
	2
	9

	Half the sugar 
	
	
	
	
	1
	
	1

	No preference - or - I don't eat or buy fruit spreads 
	
	
	
	2
	4
	4
	10

	Traditional regular sugar (including evaporated cane juice) 
	2
	1
	1
	2
	14
	5
	25

	Total
	7
	3
	2
	16
	53
	15
	96


Table by Omar Maguina

5. Almost all households with incomes greater than $100K buy fruit spread. Only half of households with incomes less than $100K buy fruit spread.
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	Question 3)  What is your annual household income?   

	Question 4)  About how many jars of fruit spread did you buy in the last 3 months?     
	$100,001 - $200,000 
	$25,001 - $50,000 
	$50,001 - $100,000 
	decline to state 
	less than $25,000 
	more than $200,000 
	Total

	0 
	
	6
	16
	5
	5
	1
	33

	1 - 3 
	10
	15
	15
	7
	5
	3
	55

	4 - 6 
	3
	1
	
	1
	
	
	5

	5 or more 
	1
	
	
	1
	1
	
	3

	Total
	14
	22
	31
	14
	11
	4
	96


Chart and table by Daniel Brockman

Recommendations

1. Emphasize organic fruit spreads. The survey shows a clear and strong customer preference for organic foods. 


In our survey, 44% of respondents said organics are good for themselves and their families, and an additional 18% said the flavor and quality of organics is better than regular varieties.

86% of respondents understand "organic" to mean "grown and prepared without artificial chemicals and ingredients". 

Smucker's can seek placements of organic lines in natural/specialty and health food stores. Smucker's can promote organic lines more agressively in advertising campaigns. Smucker’s might state that the fruits used in each jar are pesticide/fertilizer-free. An effective slogan can be as simple as:  “100% chemical free”, or more creative such as: “Nurtured only by Mother Nature”, or “From Mother Earth straight to your table”. 
Smucker's might also give greater emphasis to organics in distribution channels.  25% of respondents prefer shopping in Specialty/Natural or Health Food stores. Smucker's can seek more extensive placements of their organic lines in these stores, targeting health-conscious market segments at Trader Joe's, Whole Foods and similar grocery stores.

2. Display the ingredients list prominently, and not in fine print.

Our survey shows that 9 out of 10 respondents read the ingredients, and they want to know what is in the food. 

Smucker's should consider changing label formats. Where accurate, labels should also include a tag line saying: “Contains no artificial preservatives, colors or flavorings.”

3. Promote low-sugar varieties vigorously. 

We found a marked difference between men and women in their preference for half-the-sugar varieties of fruit spreads.

30% of women among our respondents, but almost no men, prefer low-sugar alternatives to traditional fruit spreads.  
Smucker's can use this information as a part of their marketing campaign. Ads can specifically mention slogans such as "low-sugar" in campaigns.  This way, Smucker's can target the sugar-conscious consumers.

4. Promote value-priced brands to the price-sensitive customers. 
Our survey shows that nearly all households with incomes greater than $100,000 per year buy fruit spreads. 

However, for households with incomes less than $100,000 per year, only 58% buy fruit spreads.

To make fruit spreads more attractive to lower-income households, we recommend promoting fruit spreads as a special treat that’s easy on the family budget. Also, and especially in these economic times, creating a value-priced Smucker's-branded line could give Smucker's a bigger share of their target market. 
Ideas for future research would include investigation of flavors. Many customers expressed interest in mango (23% of respondents) and other flavors not easily found on grocery shelves. And we would like to know more about customers’ brand preferences. Smucker's might also investigate uses of sweeteners other than sugar. 
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Appendix 1 - Summary Survey Responses

Here are the questions, and the answers, with numbers of responses and percentages for each question:

1) What is your age?     
14 - 17     1     1.04%
18 - 24     5     5.21%
25 - 35     51     53.13%
36 - 44     9     9.38%
45 - 54     10     10.42%
55 or older     20     20.83%

2) What is your gender?     
male     46     47.92%
female     50     52.08%

3) What is your annual household income?     
less than $25,000     11     11.46%
$25,001 - $50,000     22     22.92%
$50,001 - $100,000     31     32.29%
$100,001 - $200,000     14     14.58%
more than $200,000     4     4.17%
decline to state     14     14.58%

4) About how many jars of fruit spread (including fruit spread, jam and jelly) did you buy in the last 3 months?     
0     33     34.38%
1 - 3     55     57.29%
4 - 6     5     5.21%
5 or more     3     3.13%

5) What brand of fruit spread do you purchase most often?     
Smucker's     36     37.50%
Store Brand     17     17.71%
Bonne Maman     1     1.04%
St. Dalfour     0     0.00%
Something Else     25     26.04%
None     17     17.71%



6) What flavor other than traditional (in a fruit spread) would you like to buy in your store?     
apple     15     15.63%
tamarind     7     7.29%
mango     22     22.92%
plum     11     11.46%
other     41     42.71%

7) Who will mainly consume organic fruit preserves in your household?     
Myself     53     55.21%
My children     7     7.29%
My spouse or partner     16     16.67%
My roommates     2     2.08%
My extended family     3     3.13%
None of the above     15     15.63%

8) Which place do you prefer to buy food?     
Natural/Specialty Grocery (such as Whole Foods, Trader Joe's, or health food store)     24     25.00%
Supermarket (such as Safeway, Lucky)     58     60.42%
Wholesale store (such as Costco, Sam's Club)     9     9.38%
Internet (such as Amazon, Ebay)     0     0.00%
I usually buy from a restaurant     1     1.04%
None of the above     4     4.17%

9) Fruit spreads contain sweeteners. Which do you prefer?     
Traditional regular sugar (including evaporated cane juice)     44     45.83%
High fructose corn syrup     0     0.00%
Fruit syrup     18     18.75%
Half the sugar     16     16.67%
Artificial sweeteners     1     1.04%
No preference - or - I don't eat or buy fruit spreads     17     17.71%

10) Do you read the ingredients on food containers?     
Never or hardly ever     7     7.29%
Sometimes     49     51.04%
Often enough that I know what is in the foods I buy     38     39.58%
none of the above     2     2.08%



11) What do you think of organic foods? (Choose the answer closest to your opinion.)     
They are good for me and my family, and I prefer them.     42     43.75%
'Organic' is mere marketing nonsense.     11     11.46%
Too expensive for me.     14     14.58%
Better flavor and quality than regular, usually.     18     18.75%
Not enough choices in organic, so I usually get regular.     5     5.21%
I don't know     6     6.25%

12) What does "organic" mean, when used to describe food? (Choose the best answer. Give your best guess if you don't know.)     
Same as "natural".     6     6.25%
Certified by the United States Department of Agriculture.     5     5.21%
Grown without chemical fertilizers, chemical pesticides. Contains no artificial preservatives, colors or flavorings.     55     57.29%
All of the above.     28     29.17%
None of the above.     0     0.00%
I don't know - or - I don't care.     2     2.08%
Appendix 2 - Additional survey results 

Survey Result: Place of Purchase and Brand vs. Income

Across income levels and places of purchase, customers choose Smucker’s. 
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Chart by Omar Maguina

	Question 3)  What is your annual household income?   
	Question 5)  What brand of fruit spread do you purchase most often?     
	 I usually buy from a restaurant 
	Natural/Specialty Grocery (such as Whole Foods  Trader Joe's  or health food store) 
	None of the above 
	Supermarket (such as Safeway  Lucky)
	Wholesale store (such as Costco  Sam's Club) 
	Grand Total

	$100 001 - $200 000 
	Smucker's 
	 
	 
	 
	4
	 
	4

	 
	Something Else 
	 
	4
	 
	2
	 
	6

	 
	Store Brand 
	 
	1
	 
	3
	 
	4

	$100 001 - $200 000  Total
	 
	 
	5
	 
	9
	 
	14

	$25 001 - $50 000 
	None 
	 
	1
	 
	1
	 
	2

	 
	Smucker's 
	 
	3
	1
	8
	1
	13

	 
	Something Else 
	 
	2
	 
	1
	 
	3

	 
	Store Brand 
	 
	1
	 
	2
	 
	3


	$25 001 - $50 000  Total
	 
	 
	7
	1
	12
	1
	21

	$50 001 - $100 000 
	Bonne Maman 
	 
	1
	 
	 
	 
	1

	 
	None 
	 
	2
	 
	5
	1
	8

	 
	Smucker's 
	 
	1
	 
	6
	2
	9

	 
	Something Else 
	 
	2
	2
	4
	 
	8

	 
	Store Brand 
	 
	 
	 
	5
	 
	5

	$50 001 - $100 000  Total
	 
	 
	6
	2
	20
	3
	31

	decline to state 
	None 
	1
	 
	 
	 
	 
	1

	 
	Smucker's 
	 
	1
	 
	4
	2
	7

	 
	Something Else 
	 
	1
	 
	4
	 
	5

	 
	Store Brand 
	 
	 
	 
	1
	 
	1

	decline to state  Total
	 
	1
	2
	 
	9
	2
	14

	less than $25 000 
	None 
	 
	 
	1
	3
	1
	5

	 
	Smucker's 
	 
	 
	 
	1
	1
	2

	 
	Something Else 
	 
	1
	 
	1
	 
	2

	 
	Store Brand 
	 
	1
	 
	 
	 
	1

	less than $25 000  Total
	 
	 
	2
	1
	5
	2
	10

	more than $200 000 
	None 
	 
	 
	 
	1
	 
	1

	 
	Something Else 
	 
	1
	 
	 
	 
	1

	 
	Store Brand 
	 
	 
	 
	2
	 
	2

	more than $200 000  Total
	 
	 
	1
	 
	3
	 
	4

	Grand Total
	 
	1
	23
	4
	58
	8
	94

	Question 3)  What is your annual household income?   
	Question 5)  What brand of fruit spread do you purchase most often?     
	 I usually buy from a restaurant 
	Natural/Specialty Grocery (such as Whole Foods  Trader Joe's  or health food store) 
	None of the above 
	Supermarket (such as Safeway  Lucky)
	Wholesale store (such as Costco  Sam's Club) 
	Grand Total


Table by Charlene Nuval

Survey Result: Source by Age and Gender

Most consumers buy fruit spreads mainly in supermarkets. Men have a slight preference for natural/specialty groceries or health food stores. 
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	Question 8)   Which place do you prefer to buy food?     

	Question 2)  What is your gender? 
	Question 1)  What is your age?   
	 I usually buy from a restaurant 
	Natural/Specialty Grocery (such as Whole Foods  Trader Joe's  or health food store) 
	None of the above 
	Supermarket (such as Safeway  Lucky)
	Wholesale store (such as Costco  Sam's Club) 
	Grand Total

	female
	 18 - 24
	1
	
	
	
	1

	
	14 - 17 
	
	
	1
	
	1

	
	25 - 35 
	7
	2
	19
	3
	31

	
	36 - 44
	1
	
	3
	1
	5

	
	45 - 54 
	
	
	2
	1
	3

	
	55 or older 
	2
	
	7
	
	9

	female Total
	
	
	11
	2
	32
	5
	50

	male
	 18 - 24
	2
	1
	1
	
	4

	
	25 - 35 
	4
	
	13
	3
	20

	
	36 - 44
	2
	
	2
	
	4

	
	45 - 54 
	1
	3
	
	2
	1
	7

	
	55 or older 
	2
	1
	8
	
	11

	male Total
	
	1
	13
	2
	26
	4
	46

	Grand Total
	
	1
	24
	4
	58
	9
	96


Chart and table by Tara Alcantara-Beers

Survey Result: Flavor vs. Age

Customers want to buy non-traditional flavors of fruit spreads, including mango and other flavors.
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	Question 6)  What flavor other than traditional (in a fruit spread) would you like to buy in your store?   
	apple 
	mango 
	other 
	plum 
	tamarind 
	Total

	 18 - 24
	
	4
	1
	
	
	5

	14 - 17 
	
	
	
	
	1
	1

	25 - 35 
	10
	12
	24
	4
	1
	51

	36 - 44
	2
	1
	2
	2
	2
	9

	45 - 54 
	
	2
	4
	3
	1
	10

	55 or older 
	3
	3
	10
	2
	2
	20

	Total
	15
	22
	41
	11
	7
	96


Chart and table by Ming Yang

Survey result: Number of jars purchased vs. Age

Half of respondents under age 35 don’t buy jam, the largest proportion of any age group.
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	Question 1)  What is your age?   
	 
	 
	 
	 
	 
	 

	Question 4)  About how many jars of fruit spread did you buy in the last 3 months?     
	14 - 17 
	18 - 24
	25 - 35 
	36 - 44
	45 - 54 
	55 or older 
	Total

	0 
	1
	2
	24
	 
	3
	3
	33

	1 - 3 
	 
	3
	23
	8
	7
	14
	55

	4 - 6 
	 
	 
	3
	1
	 
	1
	5

	5 or more 
	 
	 
	1
	 
	 
	2
	3

	Total
	1
	5
	51
	9
	10
	20
	96


Chart and table by Daniel Brockman

Questions 10-12 were designed to capture respondent’s knowledge of organic foods and preference on organic foods





Question 8 & 9 captured where consumers were buying their food and respondent’s opinion on preferred ingredients in fruit spread.





Question 6 & 7 ask what different flavors consumer’s would prefer and what target audience would be interested in organic products





Questions 4 and 5 were designed to capture respondent’s buying behavior and brand preference.





Questions 1-3 were designed to capture normalized data such as age, gender, and income.  
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